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Abstract
This study examines the place and importance of the American tourist within the Irish
tourism industry. The research explores in detail the many facets of the relationship existing
between this client sector and the island of Ireland. This study responds to the expressed
concerns of the Minister for Arts, Sport and Tourism, John O’Donoghue, T.D,, and relevant
industry leaders in Ireland, that the tourism sector is under-researched.

This study affirms that the American tourist contributes more per capita to the Irish tourism
industry than any other tourist. The essential importance of tourism to the economy of
Ireland is proven by exchequer returns, and it is evident from industry assessments that the
American tourist is a key contributor to this sector. In 2004, the entire revenue from the
United States market amounted to €731 million and the United States, on average, accounts for
12% of all visitors to the island of Ireland, representing 16% of all holidaymakers. The typical
United States’ tourist in Ireland spends an average of €850 during a stay, whereas their
British counterpart, for example, only spends €350.

The research acknowledges that

Americans are positively predisposed to choosing Ireland as a viable holiday destination,
particularly Irish-Americans, as they long to visit the land of their forefathers.

The direction of this research is dictated by the particular characteristics attaching to the
special relationship that exists between Ireland and America. In order to understand the
complexities that govern the motivating factors underlying American tourist interest in
Ireland, this research examines the singular historical, psychological, emotional,
commercial, political, marketing, and logistical dimensions that will afford us the
knowledge from which deductible theories, conclusions and recommendations can be
extracted. The findings of this study illustrate that destination Ireland is marketed in a
highly competitive environment and the future of the Irish tourism industry will inevitably
be dependent on the ability of Tourism Ireland managers to deliver viable options for
consumers. We will also need to focus the attention of potential visitors on choosing the
island of Ireland as their number one destination for both primary and repeat visits, and to
promote competitiveness within the tourism industry itself.

XU

Chapter 1

Introduction
Americans are very positive towards Ireland. I have never met
anybody who was negative towards Ireland. The reason is that
Ireland has never been, and never will be, a world power. Ireland
never did any harm to anybody. I think that Ireland is regarded as a
positive country full of easy-going people, and a country that is very
hospitable toward the citizens of the United States. On numerous
occasions, Americans say to me that Ireland's greatest asset is its
people
(Paddy O’Looney, CEO, SWING).

1:0

Introduction
Ireland is a quality destination
(Brown, 2005a: 5).

The Irish tourism industry is a growing economic sector with expenditure
by inbound tourists to Ireland amounting to approximately €4.2 billion in
2004 (Tourism Ireland, 2006). Minister for Arts, Sport, and Tourism, John
O’Donoghue, T.D., states that the Irish tourism industry, including revenue
from domestic tourism, generated €5.2 biUion in 2004 (€4.2 billion of this
coming directly from foreign revenue, and one billion from domestic
tourism expenditure).

In 2004, Ireland received 6.5 million overseas

visitors, with the total revenue from tourism representing approximately
4.2% of GNP. In 2005 figures increased slightly, and Ireland received 6.7
million overseas visitors generating €4.3 bdlion in revenue.

The Irish

tourism industry currently sustains close to 140,000 in employment (Fadte
Ireland, 2005a). Minister O’Donoghue states that, in 2005, the government
invested €127 million in the Irish tourism industry, amounting to the
highest annual state investment to date on tourism diligence.

The American! tourist is of particular importance to the Irish tourism
industry. American visitors to Ireland stay longer (approximately seven to
fourteen nights), spend more money per capita (approximately 70% more),
have larger overall budgets than other travellers to Ireland, stay in high-end
accommodation, travel into the regions, and engage in more activities than
the average tourist. The American tourist represents almost a quarter of
tourism spending in Ireland each year; American golfers, for example, will
spend €915 on average in comparison to €720 spent by the general visitor.
The American market contributes €731 million to the Irish tourism industiy.
The last decade has seen the Irish tourism industry develop in maturity
and establish its importance within the Irish economy,

while still

characterized by the dominance of individual, small to medium-sized
enterprises competing in an increasingly global marketplace. Traditionally,
the unique attraction of Ireland as a tourist destination has been the level
and depth of contact with the Irish people in a relaxed and clean
environment characterized by an unhurried pace of life and beautiful
landscape.

Shepherd (1992) and Zorich (2003) believe, for example, that

the phrase “Cead Mile Failte”, “a hundred thousand welcomes”, a term that
is used to convey the characteristic Irish welcome, is profoundly associated
with destination Ireland by potential visitors. Shepherd (1992) and Zorich
(2003) suggest that there is a worldwide fondness for all things Irish.
Along with the desire to experience the relaxed pace of life in Ireland,
American visitors also travel to Ireland to avail of the wide range of sporting
and recreational facilities and events — e.g. golf, angling, walking, cycling,
equestrian, cultural and heritage.

American tourists enjoy some of the

highest standards of accommodation, food and hospitality in Ireland, often
in a pre-dominantly rural setting. Ireland’s capital, Dublin, has established
itself as a vibrant destination in its own right, competing with Europe’s
renowned capital cities, particularly for short-break holidays. The short-

‘ A citizen of the United States of America. In this study America or American is used throughout to
refer to the North American market, which includes all of the United States, excluding Canada and
Mexico.

break sector has rapidly expanded as a result of a new type of tourist who
is “cash rich, and time poor”.

According to Bly (2006a), the numbers of

Americans expected to travel to Europe, including Ireland, could reach
13.12 million for year end 2006.

This figure was previously reached in

2000.

The Irish tourism industry is operating in a complex environment and
continually faces new challenges (Wright, 2002, 2005a). These include the
need to develop better international and local access, the danger to the
environment in certain areas, the need to enhance facilities to keep pace
with the expansion of the tourism product, and the need to ensure the
continuity of the warmth of the traditional Irish welcome, particularly, as
staff shortages arise in a tightening labour market. Specifically, continued
vigilance in relation to the price competitiveness of Irish tourism in the face
of inflationary pressures and exchange-rate fluctuations is paramount.
The continuing slowdown in international economies and past adversities
such as the impact of the foot-and-mouth disease crisis, the terrorist
attacks in the United States in 2001, the war m Iraq, the SARS virus, and,
more recently, avian flu, have the potential to impact significantly on
tourism demand, particularly in the long-haul markets.
Ireland is competing in a market that is also experiencing significant
changes in the international tourism market, with an increasingly
discerning and higher-spending international tourist seeking the highest
standards of facilities and services, coupled with a unique visitor
experience. Developments in information and communication technologies
are contributing to a significant change in the pattern of bookings and
trends in holiday-taking.

Increased international availability of low cost

access transport is opening up a wider range of holiday destinations.
It is affirmed by industry leaders that there is a dearth of contemporaiy
research available on what motivates the American tourist to visit Ireland,
whether the needs and wants are being correctly identified and serviced,
and whether growth areas are being recognized and addressed in order to

offer diversity, and contribute excitement, and freshness to the tourism
product. This current research specifically examines the relationship that
exists between Ireland and its American visitors.

The special relationship that exists between the United States of America
and the island of Ireland has its origins predominantly in emigration.
Through several centuries, the interaction generated by familial ties has
steadily developed into a strong and lasting bond irrevocably linking both
nations.

The relationship between the United States of America and

Ireland has provided the impetus for a continual flow of traffic across the
Atlantic. This movement of people and vessels to and fro, engaged in the
varied tasks of commerce, family interaction, and leisure, created a new
energy for the tourism industry sector in Ireland which continues to
flourish into modem times.
This research presents new findings on the Irish tourism industry, with
particular reference to the American tourist.

The study is based on

empirical data from in-depth interviews with thirty-three individuals. The
findings are critically examined in the context of recent literature relating to
the Irish tourism industry, together with literature on the social and
economic connections between Ireland and the United States.
research

seeks

to

outline

the

historical

framework

governing

This
the

development of the relationship between the United States and Ireland,
The study identifies the emotional and connectional factors that bind the
two nations.

Through a comprehensive study of extant literature,

interviews with industry leaders, contributions from academics relevant to
this field of research and collated data from face-to-face tourist interviews,
this study examines the current state of the tourism business as it applies
to the American tourist and Ireland.

Drawing together the multiple strands operating within this industiy sector
will furnish a comprehensive analysis to all interested parties and will form
a significant contribution to knowledge. This should allow the publication

of new findings relating to this essential sector of the tourism industry in
Ireland.

The conclusions from this in-depth study should provide

recommendations for future marketing strategies to ensure sustained
growth, innovative projects, and suggestions for what constitutes an
excellent quality experience for the American tourist.

This chapter provides an introduction to the study. First, a rationale for
the study is presented: in essence, there is a need for continual research
into the Irish tourism industry with specific reference to the American
tourist. This is a sector of the industry that is vital to the Irish economy,
one that is not static, and one that dictates a fluid adjustment of strategies
due to the transient nature of the demands and wants of its constituent
clients.

The second section draws on the literature in order to give an

overview of the Irish tourism industry and to give a brief introduction to the
many bonds that connect Ireland to the United States. The final section
discusses the research focus and theoretical contributions in the study.

1:1

Rationale for the Study

Ireland is highly dependent on tourism, as tourism is now the number
one domestic contributor to the Irish economy. The American tourists
are of particular importance as they generate substantial revenue and
tend to occupy high-end accommodation and are the main users of
luxury facilities. Most current consumer research on the Irish tourism
industry predominantly focuses on tourist satisfaction ratings, leaving
other valuable areas of research, such as tourists’ experience and
motivators for travelling to Ireland, unaddressed.

Many areas of

research, including an investigation of the specific motivations of the
American tourists, and their particular needs, wants, and experiences,
have been largely ignored.

O’Connor (1993) states that there is an

absence of empirical evidence for research relating to the tourist experience
in Ireland, and, therefore, it is difficult to assess the quality of the tourist

relationship and experience with Ireland.

Brown (2005a) concurs and

highlights the urgency for more focused research in order to collate current,
relevant, and updated information on this dynamic market.

Paul O’Toole, CEO Tourism Ireland, affirms this scarcity of academic
research in the field of tourism, particularly in relation to the United States
market as “this market is not currently realizing its full potential”.

It is

incumbent, therefore, on academics and industry leaders to examine,
discuss, and explore the issues relevant to the continued presence of the
American tourist in this sector, in order to both address the weaknesses
and build on the advantages that such a valued contributor brings to the
Irish economy.

Business sectors within Irish tourism now agree that, in

this contemporary fast-moving world economy, survival, growth and
sustained profitability are all dependant on information gathering, correct
assessment of consumer needs and strategic marketing of the product.
This current research assesses the experiences of the Americam tourists
and examines and analyses their current and past relationships with
Ireland.

This study also seeks to assess the contribution of the

American tourist to the Irish tourism industry.

This research

particularly examines the main motivators and drivers for the American
tourist market and strives to discover innovative ways to motivate
American tourists to become “Ireland aware” and place Ireland in their
evoked set^ when deciding and choosing an international destination.
In the current decline in customer satisfaction ratings, there is an
urgent

need

to

update

in-depth

research

on

potential

tourist

experiences in the principal source markets in order to determine their
reasons for choosing to visit Ireland, or, even more importantly, the
reasons why they decided against an Irish holiday. Accessing potential
consumer demand is a necessary pre-condition to refashioning product

Products and services already in the memory as a result of the communication process which are
actively considered during consumer decision-making.

development strategy, because einy revisions of product development
strategy should be market-led (ITIC, 2004).

This research further examines extraneous factors, such as adversities
and threats that directly impact on the American tourist market:
insufficient international and regional access,

fears of terrorism,

fluctuating exchange rates, competition from alternative destinations,
changing consumer profiles, etc.

The study also examines the

emotional connections that exist between Ireland and the United States
and seeks to determine why these distinct links exist and if they
convert to reasons for choosing Ireland as a tourist destination.

This

thesis seeks to redress the dearth of literature pertaining to the
American tourist’s relationship with Ireland.

The primary aim of this

thesis is to examine the image of Ireland as a tourist destination from an
American stance, and also to investigate if there is a correlation between
past connections or emotions and a present interest in exploring the seat of
such motivational factors. In order to strategically explore these issues, a
number of objectives were formulated:

1. To highlight the changing nature of the Irish tourism industry and to
examine the volatile market within which it operates.
2. To examine adversities that directly impact on Irish tourism, thereby
identifying applicable elements when marketing Ireland abroad,
3. To evaluate the marketing strategies employed by the Tourism
industry in the American market.
4. To establish a correlation between past connections and Irish
tourism today.
5. To access the viability of roots tourism, particularly “light-touch”
roots tourism.
6. To access further opportunities for auxiliary developments of the
Irish tourism product.
7. To uncover innovative ways to market Ireland in the American
market.

1:2

The Tourism Experience

According to Harris & Katz (1986), tourism, as a habitual human activity
coupling exploration with an innate hunger for knowledge, has been a
recognized phenomenon since the history of mankind began:

In the days before written history, travel was undoubtedly a necessity
for mankind's survival (1986: 15).

Together with the shaping and organization of all human activity and the
steady growth of civilization, tourism has also evolved into a comprehensive
industry, molded by the economic necessities of regions throughout the
world and driven by the expansion of sophisticated marketing techniques to
ensure maximization

of development and revenue.

From humble

motivations and through necessity, tourism had its inception.

Man has

been travelling for military and business reasons and in search of food
since prehistoric times.
Irish tourism is rooted in the natural and built environment, and in the
people and culture of Ireland.

The Irish tourism industry has enjoyed

growth in the past, but it is not certain, however, that the Irish tourism
industry will continue to enjoy the same growth rates in the future (OECD^,
2004).

According to Failte Ireland (2005a), the success which the Irish

tourism industry enjoyed during the 1990s is not guaranteed for the
future. Competitors now entering the market from an expanding European
Union and further afield are in a position to offer new experiences, high
quality, and competitive prices to tourists who have become more
discerning in relation to product offerings and more conscious of value-formoney. Competitiveness in the tourism industry, as in other sectors, is not
only about price — it is also about the ‘total experience’ which tourists
expect to receive from their initial point of contact with Ireland, through to

Organisation for Economic Co-operation and Development.

the end of their vacation. This experience begins during the initial selection
of the holiday destination, right through to travel arrangements to, from,
and within Ireland, the price and quality of products and services
consumed, the overall perception of the ambience that the country has to
offer, and the impact that people, place and pace has on each individual
tourist.

Ireland’s tourism industry must take responsibility for the

formulation of a competitive agenda, which enables it to regain the
impressive growth rates of the 1990s (Travers, 2003).

The OECD (2004)

and Failte Ireland (2005a) suggest that, despite the post-2001 slowdown,
the future prospects for international tourism over the next 20 years are
promising and similar to the high growth rates of the previous 20 years.

According to the Minister for Arts, Sport, and Tourism, the Irish tourism
industry is a changed, different, and more vibrant industry today than that
of its past old fashioned 1950s image: “The old fashioned image, as
portrayed by movies such as The Quiet Man illustrating images of the
donkey carrying baskets of turf, is well gone. We need a lot more today to
sell Irish tourism. It is vital that the industry responds to the competitive
environment in which it operates; where we are, and who we are, is not a
strong enough enticement to attract the American tourist to holiday in
Ireland in the future.

We must offer much more in the form of valid

enticements. Through continual research we will be able to determine and
hopefully ascertain what the American tourist wants”. This current study
takes up the Minister’s call for current research.

1:3

The Nostalgic Relationship Between Ireland
and the United States

The relationship between the United States and Ireland developed through
the centuries because of the continuous stream of emigration, immigration,
and migration, particularly from Ireland to the United States. According to
O’Sullivan (2000), the bonds between both nations have reached the status
of a relationship so intertwined that to unravel it would involve the

rewriting of the histories of both countries, O’Sullivan believes that Irish
culture has “mystified” migration (in Akenson, 2000).

O’Sullivan (1997a) and Akenson (2000) believe that, when one deals with
the story of the migration of the Irish to America, the only accurate way to
acquire a history of the events is to pass through historiography — that is
to gain an understanding of the mechanism of the historical story of
migrants. This is particularly important in relation to the Irish migrants to
the United States (who make up the numerically largest portion of
American migration), because the accepted literature on the Irish migrants
to the United States is, generally considered to be sharply divorced from
historical reality, where some scholars beUeve that the documented
numbers of emigrants and the actual number are quite different (Courtney,
2000).

Dowling Almeida (2004) states that the Irish have been leaving their
homeland for America, wdthout interruption, since the 1600s.

Late

nineteenth-century emigration, however, was the most dramatic population
movement and the most significant in terms of the Irish presence in the
United States. Walter (2002) states that, in each census between 1850 and
1910, over 60 per cent of all Irish-bom people living outside of Ireland were
recorded in the United States of America. In 1890, 3.5 million people lived
in Ireland, and a further 1.9 million Irish-bom lived in the United States,
more than half the total number of Irish citizens.

In 1990, 22.7 million

claimed Irish ancestiy, which is a far higher ratio between birthplace and
descent than in any other country (Walter, 2002).

In terms of overall

emigration to the United States in the twentieth century, the 1950s marked
one of the three major surges of migration. The other two occurred in the
1920s and the 1980s.

The significance of the 1950s surge is that it

ensured a continuity of Irish emigration over three centuries and the
perpetuation of Irish and ethnic community life in the United States
(Dowling Almeida, 2004).

These past bonds and connections between

Ireland and the United States are important today in terms of the
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relationship that exists between the two countries. Lowenthal (1986) states
that the past is a very important component of people’s lives.

According to Lowenthal, past connections act as significant motivators and
incentives to travel.

Lowenthal believes that all around us lay features

which, like ourselves and our thoughts, have more or less recognizable
antecedents. Relics, histories, memories suffuse human experience. Each
particular trace of the past ultimately perishes, but collectively they are
immortal: “whether it is celebrated or rejected, attended to or ignored, the
past is omnipresent” (1986: 123).

Lowenthal suggests that, in present

times, the past is also pervasive in its abundance of deliberate, tangible
evocations.
Americans, in particular, are devoted to the past and this has a particular
impact on the tourism product, as Americans with connections to Ireland
are more inclined to choose it as a holiday destination:
We are at home in the past because it is our home — the past is where
we come from (Lowenthal, 1986: 130).

Historical links create nostalgia and the Irish tourism industry needs to
be conscious of this nostalgia. Nostalgia is today universally accepted
as the word for looking back; it is memory with the pain removed.
Lowenthal (1986) believes that seventeenth-century nostalgia was a
physical rather than a mental complaint, an illness with explicit
symptoms with lethal consequences.

It was first medically diagnosed

and coined, (from the Greek nosos meaning return to native land, and
algos, suffering or grief), in 1688, by Johannes Hofer (Lowenthal 1986).
Americans need to be encouraged to look back to the homeland,
through informative creatively packaged holidays that create a desire to
travel to Ireland.
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1:4

Research Focus and Theoretical
Contributions of the Study

Previous research addressing the status of the American visitor within the
Irish tourism industry is scant; therefore, this study is exploratory. The
focus of this study is on the American tourist. A semi-structured interview
format was used; this ensured that the interviewees addressed the same
main questions. It also allowed participants to respond to the questions in
a variety of ways and to raise issues pertinent to the topics under
investigation. To allow for a number of potentially different perspectives,
interviews were also conducted in the United States of America with top
tourism managers operating in the main headquarters of Tourism Ireland,
a top executive in Aer Lingus, together wdth other relevant interviewees.
Emerging commonalities and differences in views informed the variety of
interview outcomes and the categorization of these outcomes. The overall
conclusions of the study are constructed from summaries of the interview
data.
The study takes as its unique focus the perceptions of thirty-three
interviewees, consisting of twenty-three interviews with professionals and
managers of the Irish tourism industry, the Minister for tourism,
academics, business operators in the Irish tourism arena, and ten
American tourists who visited Ireland. The author developed an interview
guide using a semi-structured interview format for an in-depth exploration
of the views of the thirty three contributors. While the research primarily
extends the scant work in the area of the American tourists and their
relationship with Ireland, it also contributes to the research literature on
the wider field of the Irish tourism industry.
Chapter 2 presents a literature review of the main areas pertinent to this
research study in three major sections. The first section presents an
overview of the extensive literature on the historical factors for Irish
emigration from the 1700s onwards. The second section of the literature
reviews motivational models, which are then narrowed to literature
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particularly pertaining to motivation for travel. The structure of the third
section of Chapter 2 provides a thematic review of the dearth of literature
on the Irish tourism industry with specific reference to American tourists.
This part of the literature review provides a thematic and contextual
background for exploring the new empirical data arising from the current
study.

In Chapter 3, some of the philosophical issues involved in choosing a
qualitative approach to research are presented. The procedure associated
with developing and carrying out a research project using in-depth
interviews is discussed.

A detailed description of the selection of

appropriate participants, the conducting of interviews and the process of
reducing, organizing and coding the interview data for this study is also
presented.

In Chapter 4, the salient findings are presented from the empirical
research, based on data from interviews with the thirty-three interviewees.
Twenty-four per cent of the interview pool was comprised of American
professionals, tourism managers, and American tourists; and seventy six
per cent of the interviewees consisted of Irish professionals, tourism
managers, the Minister for tourism, and professionals operating in the
tourism arena.

The interview excerpts in Chapter 4 are organized

thematically from the thiriy-three interview transcripts, arising from
questions that were informed by the relevant literature. The findings were
subsequently collated in the following broad thematic areas:
•

Limitations of access

•

Weakening dollar

•

Terrorism

•

Northern Ireland

•

Tourism Ireland: Marketing Ireland to the American market

•

Operational structures within Tourism Ireland

•

Marketing budgets for the American market
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The effect of adversities on the US marketing budgets
Marketing Ireland: Targeting the United States visitor
Marketing methods used by Tourism Ireland
The constituents of the target audience
The Internet as a communication tool for Irish tourism
Tourism Ireland: The industry viewpoint
Tour operators: Attracting American tourists to Ireland
The modus operand! of the tour operators in the United States
The American tourist and the Irish tourism industry
The needs and wants of the American market
Americans travelling to Ireland to play golf
The importance of competitiveness for the Irish tourism industry
The contribution of American tourists to Ireland
Motivating factors for American tourists to travel to Ireland
Longing and belonging: American ancestry and connections
Bonds between Ireland and America
Famine memories
Business connections between Ireland and the United States
A different Ireland to that of our ancestors
The Pan-European face of Irish Tourism

These thematic areas provided a stmctured process for engaging in
analysis of the research.

Chapter 5 discusses the implications of the empirical findings in Chapter 4.
The thematic discussions in Chapter 5 mirror the thematic presentation of
primary data in Chapter 4,

The discussion of the data confirms,

challenges, or adds to earlier published literature. The study contributes to
research literature

on

the

subject area of the American

tourist’s

relationship with Ireland in the above thematic list.

14

Chapter 6, the final chapter, presents summary conclusions to the overall
study.

Arising from the interview data, a model of the major themes

pertinent to the American tourist experience in Ireland is included. This is
followed by twelve propositions, which provide challenges for further
researchers to test and develop. The propositions are followed by a table
outlining a thematic summary of the main research findings. An agenda
for future research follows, pointing to areas that might usefully be focused
on and expanded by subsequent researchers.

Finally, based on the

collective experience of the thirty-three interviewees, recommendations for
practice are presented, which current and future industry managers may
consider adopting.
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Chapter 2
Literature Review
Entertainment, arts and leisure activities encompass symbolic aspects
of consumptive behaviour that make particularly fertile grounds for
research
(Holbrook and Hirschman, 1982: 134).

2:0

Introduction:

Scope of Literature Review in
this Study

This chapter is presented in three sections consisting of ten parts in total.
A review of the literature is presented in the following areas:
Section 1

Part A

Historical links between Ireland and the United States

Part B

The Experiences of the Famine Emigrants in America

Part C

Emigration post 1920

Section 2

Part D:

Consumer Behaviour

Part E:

Tourism Motivation

Section 3

Part F:

The Tourism Industry-

Part G:

A Brief Historical Background to Irish Tourism

Part H:

Irish Tourism: A Modem Outlook

Part I:

Tour Operators and Travel Agents

PartJ:

Future Threats to Irish Tourism
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This study draws on journal articles, book chapters, and monographs (i)
where the themes of tourism, and in particular where Irish tourism is
prominent, and (ii) where themes of the importance of the American tourist
to Ireland are discussed. The references draw on academic research and
on practitioner accounts. Included in the literature review are references to
materials

from

history,

government

publications,

and

findings

on

psychology, tourist buyer behaviour, motivation, decision-making process^
and place attachment. This chapter presents a representative review of the
relevant current literature.
As most research on tourism is American based, this is reflected in the
literature review.

Statistics on the American tourist are mostly available

from the Central Statistic Office, Failte Ireland and Tourism Ireland;
therefore, the references in this area are largely limited to these sources.
The study of Irish emigration, in particular, is characterised by a strong
emphasis on American sources (O’Daly, 1996; Mac Einri, 2000).

The Decision-making process (Buyer Decision Process) are the stages that a consumer engages in
before making a non-routine purchase. The buying process begins long before the purchase (Kotler,

2004: 198-199).
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Section 1
2A

Historical Links Between Ireland and the
United States
There is no longer any practical objection to the idea that Irish
monks could have sailed their leather boats to North America long
before the Norsemen and long before Christopher Columbus
(Severin, 2002: 253).

Lowent±ial (1986) states that the New World (America) could not afford to be
corrupted by nostalgia, but Americans were nostalgic all the same (1986:
114).

There are approximately forty-five known places in the world that

carry the name Ireland’.
2003).

Most of these are in the United States (Lalor,

According to Lalor (2003), towns, villages and communities,

mountain peaks, streams, islands, mines, and reservoirs carry the name
Ireland’ because the settlers who established the community or site were
settlers from Ireland.

Examples include: New Ireland, Mississippi, where

Irish emigrants established a community in 1844. Another such example
exists in West Virginia, where the village post office ‘New Ireland’ was
named in 1847 in honour of a 114-year-old man named Andrew Wilson,
who was bom in Ireland in 1729, and was knovm affectionately by the
locals as ‘Old Ireland’. Place-names from Ireland are even more numerous
that the name ‘Ireland’ itself and many examples of names such as Dublin,
Ban try, and Erin are plentiful in the United States (Lalor, 2003). According
to Lowenthal (1986), memory, history, and relics have long served as
mutual metaphors:

Memory is a repository or reservoir of records, traces, and engrams of
past events analogous to records preserved in geological strata, like
the earth (geological records) or the tools and instruments of man
(archaeological records) . . . the human mind is also a recording
instrument (1986: 251).

De Breffny (1986) states that there are many well-documented historical
and ancestral links between the United States and Ireland. According to
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De Breffny, nine men of Irish ancestiy formally signed the Declaration of
Independence in the United States on August 2 1776. The Declaration had
been formally accepted on July 4 1776. Sir John Lavery, who was bom in
Belfast, Ireland, in 1856, painted his Irish-American wife (Lady Lavery) as
the national heroine of Ireland — Kathleen Ni Houlihan — epitome of the
new race of Irish-ness across the Atlantic. Irish workers were also seen as
an important part of American history, and it was Irish labour that built
many of the greatest engineering works of the nineteenth century in
America; Brooklyn Bridge, New York, was one such project.

De Breffny

further believes that, for the Catholic Irish in America, the election of John
F. Kennedy in 1964 as President of the United States marked the final
acceptance by the American people that the grandson of an Irish Catholic
emigrant could hold supreme office (De Breffny, 1986).
According to Walter (2002), there are three groups of Irish people in the
USA — Irish Americans, who may extend over more than one generation,
older Irish-bom people who many have lived there for thirty or forty years,
and the ‘New Irish’, young migrants who arrived in the 1980s. Many of the
New Irish are now legal residents, having benefited from the extensive visa
schemes between 1989 and 1994, but a significant number of young people
remain undocumented.

2A: 1

Emigration, Immigration, Migration Defined
Almost all the Irish emigrants of the nineteenth century sought their
fortunes in the English-speaking world
(O’Sullivan, 1997a: 5).

According to Mac Einri (2000), ‘migration studies’ is a catch-all term
encompassing a multidisciplinary field.

It includes emigration (often the

sole focus in Ireland and other ‘exporting’ countries), immigration, and
internal and return migration.

It embraces voluntarist and structural

perspectives, labour migration and refugees, assimilation and expulsion.
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Mac Einri further notes that the term ‘diaspora’^ denotes a de-centred
approach in which migration, migrants and their multi-generational
societies and cultures are seen as phenomena in themselves and not just in
relation to the countries of origin and reception (2000: 1).

Walter (2002)

states that migration has had an effect on Irish society greater than that
experienced by any other industrialised European state.

The Oxford English Dictionary defines emigration, immigration and
migration as follows:

Emigration is defined as: "the action or, an act of

leaving a particular place or environment, permanently or temporarily’
(Brown, 1993: 807). Immigration is defined as “the action of immigrating;
the process of authorising this”; with an immigrant being defined as: “come
to settle as a permanent resident in a different country” (Brown, 1993:
1315). Migration is defined as: “the migrating of a person, a people, etc.,
from one country or place of residence to settle in another” (Brown, 1993:
1771). According to Courtney (1985; 2000), migration is the most difficult
component of population change to define, record, and analyse.
generally defined in terms of the area to be studied.
internal or international, and inward or outward.

It is

It can be either

Chambers (1997) uses

the term hiigrancy’ and states that it is seen as a process, a state of being
in itself, and not as a temporary transitional phase before the subject is
absorbed by the new society. According to Courtney (2000), Irish external
migration has traditionally centred on emigration, with immigration only
becoming significant since the

1970s.

In

Ireland,

migration has

consistently had a much greater influence on population change than
natural increase (the number of births less deaths). The highest levels of
migration from Ireland were recorded in the nineteenth century.

Akenson (2000) refers to the migrant generation, and the entire ethnic
group in any country as being quite different entities.

The migrants are

^ In 1995, the word diaspora, in reference to the Irish, entered public discourse for the first
time. It signified a new willingness to embrace a more inclusive and less territorially bounded
notion of Irish-ness than heretofore (Mac Einri, 2000: 04). The Irish diaspora is represented as a
trans-national and inclusive idea which includes the Irish people throughout the world (Gray, 1997:
213).
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sometimes referred to as the ‘Irish-bom’ or, as the ‘first generation”.

In

contemporary historical accounts these persons are called emigrants or
immigrants.

Akenson believes both terms to be confusing and therefore

does not employ them in his writings.

Akenson therefore uses ‘Irish’ to

mean the entire ethnic group in America and ‘Irish-born’, ‘migrant
generation’, and ‘first generation’ (Akenson, 2000: 112).

Walter (2002)

believes that birthplace is not the only way in which Irish populations can
be defined. Children brought up in households where one or two parents
are Irish-bom may also feel themselves to be wholly or partly Irish, and
may pass significant elements of this identity onto their own children.
The United Nations (UN) (1997) suggests that migration occurs when a
person who lives in one country moves to another. According to the UN,
however, not every person who crosses an international border is an
international migrant. Duration of stay in the country in question can be
used to differentiate between international migrants and international
travellers.

Some tourists may stay longer than persons admitted to

undertake seasonal work or undergo training; therefore, according to the
UN, duration of stay may not be sufficient.
The UN (1997) suggests that the State’s control over migration must be
considered, as it is the State that usually exerts minimal control on the
movement of its own citizens, while it restricts the admission of foreigners.
The UN reports that, from the State’s perspective, the characterisation of
international migrants depends on the factors of citizenship and reason for
admission, both of which are legal in character.

According to the UN

(1997), undocumented or irregular migration usually eludes statistical
accounting.

The term refers to the group of international migrants who

have not fulfilled all the requirements set by the receiving State for entering
its territory, for residing within it, or for engaging in an economic activity
remunerated from within

the

State.

The UN

acknowledges that

undocumented migration has existed for a long time and was in many
cases tolerated, but economic recession and high unemployment rates have
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Cork Institute of Technology

changed

the

context,

as

some

sectors

believe

that migrants

are

compromising their social and economic security.

According

to

Mac

Einri

(2000),

migration

studies

have

focused

disproportionately on immigration. This is not surprising as the immigrant
is a real presence in the receiving society:

The question of how natives and newcomers are to relate to one
another is not an abstract one. If one adds sheer numbers to this, and
an ideology of openness towards the immigrant, characteristic of
historical attitudes in the United States (especially if the subject in
question is white and European), it is hardly surprising that American
scholarship had long been dominant in migration studies (Mac Einri,
2000: 1).

2A; 2

Emigration and Migration from Ireland

Here is an island, an island in the North Atlantic Ocean, a small
island sitting next to a larger island, a little archipelago off the coast of
Europe; an island the same size as, for example, Sri Lanka, but with a
much smaller population. Our island, Ireland, now has a population
of about five million, yet, throughout the world, many millions of
people claim some Irish heritage or decent
(O’Sullivan, 1997a: xi iii).

Emigration has long been considered an intrinsic feature of Irish society
(MacLaughlin, 2000). Emigration and migration have always formed a part
of this island’s heritage and culture.

It has impacted on so many Irish

individuals and families, in times past and present, in Ireland and in every
comer of the world (Courtney, 2000).

According to Walter (2002), the Irish

community in the United States has a central, numerical, and iconic place
in the story of Irish emigration and settlement abroad.

In 1990, 22.7

million claimed Irish ancestry, which is a far higher ratio between
birthplace and descent than in any other country (Walter, 2002). Delaney
(2000) believes that large-scale migration and the concomitant process of
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rural depopulation are viewed as a uniquely Irish experience. Emigration
has long been considered an intrinsic, defining feature of Irish society
(MacLaughlin, 2000).

Courtney (2000) believes that it is significant that,

even in 1991, there was an estimated 1.143 million Irish-bom persons
living in Great Britain, Canada, Australia and the United States of America,
when the population of the Republic of Ireland was just three times greater
at 3.526 million.

Between 1500 and 1800, the Irish formed part of the European migrant
stream of between two and three million people who moved to the New
World. At the outset of white colonization, it is estimated that there were,
perhaps, 10 million native American Indians in North America, who were
subjected to land robbery, disease, extermination and social economic
destruction at the hands of white Europeans (including the Irish), which
considerably reduced the native American

population

to 2 million

(Bielenberg, 2000).
According to Dowling Almeida (1997; 2004), emigration to the United States
has been a fact of life for 200 years.

Irish men and women have been

exiting their homeland for America since the 1700s.

Harris (1997) notes

that in the years foUovdng the famine, it seemed that every family in the
west of Ireland had one or more of its members “leaking” towards America.
Lalor (2003) concurs and states that, since 1700, more than 10 million men
and women have left Ireland, with the numbers departing reaching a peak
during the Great Famine of the 1840s and its immediate aftermath. Those
destined for the United States accounted, approximately, for half of the
total number who emigrated from Ireland (Lalor, 2003).

According to

Collier and Horowitz (1985), the first federal census in the United States of
America in 1790 listed 44,000 persons of Irish birth, who, “as skilled
workers and small businessmen, had become outriders for the conquest of
the American frontier” (1985:7-8).

According to Courtney (2000), the

population in the Republic of Ireland fell from 6.529 million in 1841 to
5.112 million and 4.402 million in 1851 and 1861, respectively.

By the
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time of the first post-independence census in 1926, the population had
fallen to 2.972 million, just over 45 per cent of what it was in 1841.

In

spite of exceptionally high mortality during the 1840s due to the famine,
this population decline was due predominantly to emigration.

The

population continued to decline until it reached its lowest level in modem
times at 2.818 million in 1961 (Courtney, 2000).

Harris (2000) states that the earliest Irish emigrants to America came from
the provinces of Ulster and Leinster, with the province of Munster also
showing significant numbers of emigrants.

County Cork, in particular,

showed higher levels of eniigradon than any other county in Ireland with
figures indicating that 20 per cent of all persons emigrating prior to 1848
departed from Cork.

Counties of origin, in terms of scale of emigration,

changed during the famine years.

The numbers departing from County

Cork declined during the famine, while the numbers departing from
counties Kerry, Clare, and Limerick rose.

Following 1850, levels dropped

again in all counties, except Kerry where they continued to rise.

Kerry

exemplifies that post-famine phenomenon of what has been called ‘a
haemorrhage of emigration’ — a region emptying out. Between 1846 aind
1850 more persons from the province of Munster, in proportion to other
regions, continued to emigrate.

During the decade 1841 to 1851 it is

estimated that a total of 95,000 emigrants left Cork, a number which is 10
to 12 per cent of its 1841 population. From 1851 to 1857 Counties Kerry
and Clare remained high in the proportions of persons leaving, but
emigration from Galway, Mayo and Roscommon was also significant.

In

Leinster, only Counties Kilkenny and Kildare did not see significant
numbers leaving, and, in Ulster, only Cavan emigrants continued to leave
in significant numbers, but still proportionately less than the counties of
high migration in the other three provinces (Harris, 2000).

Ireland has long been a country dominated by emigration and one that
experienced very limited immigration (in-bound) between the eighteenth
and twentieth centuries. The dominant trend after the Great Famine was a
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level of net emigration so high that it more than offset the natural increase
in population until the end of the 1950s.

Membership of the European

Economic Community in 1973 led to a brief phase of net immigration as
returning emigrants and their families came back to Ireland to fill specific
skill shortages in the labour economy. This was followed by a further surge
in emigration in the 1980s as the baby-boom generation of the late 1960s
experienced a shrinking labour market and left the country in large
numbers — 70,600 during 1988 and 1989 (Lalor, 2003). Dowling Almeida
(1997) notes that, by the twentieth century, Irish migrants and their
descendants had established such a strong and influential ethnic presence
in the United States tliat in the 1980 census almost 40 million Americans
claimed some Irish ancestry.

2A: 3

Forces that
Ireland

Compelled

Emigration

from

The wild Geese come in their thousands with the October moon.
They blacken the sky and they cry the coming of Autumn.
Where there are low marshlands, or sloblands, they settle down,
and then the cabins are cooking them with much butter or grease
in the bastables all the winter. About the estuary of the Shannon, and
all up the river into Limerick, they must have whizzed and moaned,
that winter of 1691, when Ginkel offered the terms that ended the
Jacobite War, and started bitter quarrels among the tired and tattered
Irish. The flying Irish, down the Shannon or down the Lee with
Sarsfield, looked up at the skies, and took the name. The Wild Geese.
It was the end of a period. It was all but the end of a race
(OTaolain, 1980: 13).
According to Emmons (1997), significant numbers of Irish began to
arrive in the United States in the 1830s and they continued to arrive in
significant numbers until the 1920s.

For almost a century, spanning

five generations, the people of Ireland came of age knowing that
emigration was a part of the social calculus of their lives.

Emmons

further notes that, for that same century, the Irish in America grew up
knowing that every year would bring new boatloads of impoverished Irish
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to the shores of America in order to begin a new life. Harris (2000) states
that by the mid nineteenth century, there were significant changes in both
the cost and the length of the journey to America (due to the introduction of
the steam ships) and to the kind of individual choosing to become an
emigrant.

Family emigration dominated prior to the famine, while,

following that period, young single persons became the typical emigrant.
The reduction in the total cost of emigration enabled less-prosperous
persons to leave Ireland, together with the fact that there was a greater
possibility of assisted emigration, either from government sources or from
landlords.

According to Davis (1997), the Catholic Church in Ireland

viewed emigration as providing the opportunity to spread the faith abroad.
“Catholic freedom might be established not only in the United States but
new settlements were consciously planned to rivEil those of earlier
Protestant colonies” (1997: 33).
One of the reasons for such emigration to the United States, according to
Cooke (1976), was that human life in Ireland in the middle of the 1840s
had reached a new low. Ironically, two causes of the Irish plight came from
America: (i) the rising competition of American agriculture made thousands
of very small farmers (300,000 of Ireland’s 685,000 farms had less than
three acres) shift from tillage to grazing, on barren ground, and (ii) the
potato blight, which was to putrefy vast harvests in a few weeks, had
crossed the Atlantic from America in 1845. Collier and Horowitz (1985) and
Davis (1997) concur and note that the blight had been transmitted by a
fungus that had travelled to Ireland from America.
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2A: 3.1

The Great Famine in Ireland (1845-1850)
The Great Famine decimated Ireland
(Mulcrone, 1999: 219).
Let the darkness and the shadow
Of death stain that day when
First the potato was planted
In this green isle of the sea
(Nicholson, 1850).

The concept of famine was not unfamiliar to the Irish nation because
between 1740 and 1741, 300,000 men, women and children perished from
famine. This famine was not as a result of damage cause by potato blight,
but as a result of a long and severe winter frost (O’Sullivan, 1997c). The
Great Famine^ of the 1840s, however, produced a level of “horror so
incomprehensible” that it erased the memory of the earlier famine of 1740;
the potato blight had struck Ireland in a manner far more disastrous than
those previous famines (Costello, 1997). O Grada (1988), and Harris (1999)
note that the failure of the potato was caused because of an overpowering
fungus called Phytophthora infestans, which caused the blight. According
to Cook (1976) and Collier and Horowitz (1985) the fungus travelled from
its original home in the Americas.

According to O’Sullivan (1997c), the

famine is sometimes referred to as The potato famine’, a term that annoys
many scholars; the argument being that the Irish died not because they
lacked potatoes, but because they lacked food. Accounts of famines are full
of horrifying

sadness

of the

breakdown

of family,

kinship

and

neighbourhood ties (O’Sullivan and Lucking, 1997).

According to Woodham-Smith (1964), at the beginning of August 1845, Sir
Robert Peel, the British Prime Minister, received a letter from the Isle of
Wight, reporting that a disease had appeared in the potato crop there. This

‘An Gorta Mor’, ‘The Great Starvation’, ‘God’s Visitation’, ‘The Great Calamity’, ‘The Great
Hunger’, The Potato Famine and ‘The Irish Holocaust’ are all ways of describing the same event
(Lalor, 2003).
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was the first recorded evidence of the potato blight which brought the
eventual decline of the Irish population (Woodham-Smith: 1964: 39).
Kinealy (1997; 1999) notes that the autumn of 1845 marked the first
appearance of potato blight in Ireland, but there was no excess mortality in
the year that followed. The Great Irish Famine commenced in the wake of
the second failure of the potato crop in the harvest of 1846. Following this,
the devastation was rapid and extensive.

Harris (1999) further states that the failure of the potato in Ireland was far
worse than an5rwhere else where the potato was grown, due to its role as an
important part of the diet for 66 per cent of the population and the sole
article of diet for one third of the population, at the time. Within five years
the potato famine had claimed almost a million Irish lives; over twenty
thousand of them died from starvation (Cooke, 1976). According to Harris
(2000), the year 1847 was the most calamitous of the famine years, and
emigration previously based on choice became emigration based on
necessity.

Strang and Toomre (1999) note that, in on effort to meet the

crisis in 1846, Sir Robert Peel had appointed a relief commission,
established a public works programme, and, early in November 1845, had
ordered Indian com (maize) to be brought in from America. Peel’s actions
were sufficient to avert a catastrophe that season only.
Mulcrone (1999) states that an estimated one million people died of
starvation, or, fever, with massive concentrations in the poorer districts of
the West of Ireland. Between 1845 and 1855, another 1.6 million fled from
hunger and mass evictions, mostly to America, with many landing at
Grosse lie, Canada, resulting from denial of entry to the United States by
the port authorities (O’Gallagher 1997; Quigley, 1999). The British offered
little assistance, with policy makers using the famine as an opportunity to
rationalise the Irish system of landholding, by clearing crowded estates of
their tenants (Mulrone, 1999).

O’Keeffe (2004) supports Mulrone and

suggests that one and a half million people died as a direct result of the
famine in Ireland and up to two million people emigrated, with many of
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these dying en route to the United States.

O'Keeffe (2004) further notes

that, in the 18 years between 1849 and 1867, 109,500 families were evicted
from their homes:

At the height of the famine in 1847, there were nearly 750,000 Irish in
workhouses^. In 1806 only 4 per cent of Irish land was owned by the
Irish, and post famine, in 1870, 97per cent of the land was owned by
those who rented it out to tenant farmers, rather than cultivating it
themselves (2004: 5).
Sir Charles Trevelyan, the official responsible for relief, attributed Ireland's
plight not to the “physical evil of famine”, but to the moral evil of the
selfish, perverse and turbulent character of the Irish people (in Mulrone,
1999: 219). Davis (1997) notes that the Mitchel thesis® presented a bitter
account of thousands of Irish people starving to death while Ireland sent its
surplus produce to feed the population of England.

O’SuUivan (1997c),

Gray (1997), and MiUer (1999) purport that it was primarily the experiences
and memories of the Great Famine that engendered “the savage hatred of
England that animates great bodies of Irishmen on both sides of the
Atlantic”, especially among the Irish in America:

Between 1.1 and 1.5 million persons died of starvation or famine
related diseases between 1845 and 1851, at least 500,000 were
evicted from their homes by landlords and ‘strong farmers', three
million (40 per cent of the population) were on some form of relief; over
a million people were crammed into poor houses, and over 2.1 million
Irish (about one-fourth of the island's pre-famine population) emigrated
overseas, of which nearly 1.9 million went to America (1999: 181).

^ Under the poor relief (Ireland) Act (1838), workhouses were built in the 130 (later 163) Poor Law
unions, providing accommodation for some 100,000 paupers. These workhouses were overwhelmed
during the Great Famine (Lalor, 2003: 1153).
8

John Mitchel (1815-75), Journalist-historian. The idea of the Great Famine was largely his creation
and invention: He gave it the place that it has come to occupy (Davis, 1997: 16).
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At the time of the famine the Irish in Boston numbered 25,000 out of a
total population of 165,000. This number would grow exponentially during
the years to come, due to the calamity in Ireland (Costello, 1997). O Grada
(1988)

suggests that it was too much to expect any mid-centuiy

government to have behaved like a decent twentieth-century socialdemocratic one, and the actuality of the matter was that the British
Government’s famine policy in Ireland was opposed by many decent people,
who were appalled by the drastic situation in Ireland during the famine.

According to O’Sullivan (1997c), the news of the Irish famine spread
throughout the world rapidly, “by private letters and by newly emerging
mass mediums” (1997: 4).

Cooke (1976) concurs and notes that Queen

Victoria was informed that the state of Ireland, as a result of the famine,
was alarming and that Ireland was so full of “inflammable matter”, as a
result of the lack of assistance from England, that it could explode in
rebellion. Ireland was scarcely an isolated country in the first half of the
nineteenth century, so conditions there did not go unnoticed as travel to
Ireland was a popular form of recreation (Harris, 1999).

Queen Victoria,

therefore, paid an official visit to Ireland, and remarked while in Kingstown
(now Dun Laoghaire, Co. Dublin), and at Cork: “you see more ragged and
wretched people here than I ever saw an3rwhere else” (in Cooke, 1976: 275).
Sheehan concurs and noted:

Gaunt spectres move here and there, looking at one another out of
hollow eyes of despair and gloom. Ghosts walk the land (Sheehan,
1989: 198).

According to Cooke (1997) and O’Sullivan (1997c), many who were destitute
headed to the towns and cities looking for work and, in most cases, on to
America. One such ragged and bankrupt farmer, originally from Co.
Wexford, was Patrick Kennedy. Patrick Kennedy’s destination was chosen
for him at the end of the Cunard Line bound for Boston. This man was to
be the great-grandfather of the thirty-fifth president of the United States of
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America.

He was one of the 1,700,000 Irish, (just a little less than a

quarter of the whole population when that famine began), who left for
America in the 1840s and 1850s (Cooke, 1976). According to Collier and
Horowitz (1985), Patrick Kennedy arrived in Boston in 1849.

He was the

third son of a prosperous farmer, the Kennedy’s of Dugganstown, New
Ross, in County Wexford. They had eighty acres on which they grew barley
and raised beef, and their county was one of the areas least affected by the
famine:

There were no rags to riches for this first generation of Irish.

The

streets of East Boston were not paved with gold. Instead of a material
legacy, they left sweat equity in America for their children and
grandchildren to capitalize on.

On November 22 1858, Patrick

Kennedy died of cholera, leaving behind no portraits or documents,
just a family. He had survived in Boston for nine years, only five less
than the life expectancy for an Irishman in America at mid-century.
The first Kennedy to arrive in the New World, he was the last to die in
anonymity (1985:10-11).

CoUier and Horowitz (1985) note that, unlike the other emigrants who were
fleeing death, Patrick Kennedy had undertaken the journey to improve his
fortunes. Harris (1999) believes what sets the famine period apart, is that
emigration provided a safety valve for those who could afford to flee. Miller
and Boling (1999) concur and report that many emigrants did not move to
the

United

opportunities.

States

because

of the

famine,

but

to

enhance

their

Richard O’Gorman, for example, (the son of a wealthy

Dublin woollen merchant and Catholic politician), who studied law in
Trinity College Dublin, emigrated to the United States and formed a
successful legal partnership with fellow Irish emigrant John Blake Dillon in
New York, until Dillon’s return to Ireland in 1855.

Woodham-Smith (1964), on the other hand, states that the famine was one
of the primary reasons for emigration. The exodus from Ireland, in which
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hundreds of thousands of Irish, with fever on the one hand and starvation
on the other, fled from their country, is historically the most important
event of the famine.

Most importantly, Woodham-Smith believes that it

was the famine emigrants leaving their country with hatred in their hearts
for the British and the British Government (as a result of the export of
crops to Britain while the native Irish starved) who built up communities
across the ocean, particularly in the United States, where the name of
Britain was accursed and whose descendants continued to be Britain’s
powerful and bitter enemies, exacting vengeance for the sufferings their
forefathers endured. Gray (1997) and Miller (1999) concur and note that,
as a result of this hatred, the Fenian movement of 1858-1867, largely
spawned in the Irish ghettoes of New York City, often seemed to be
animated as much by the Irish-American hatred for England as by love for
Ireland.
Woodham-Smith (1964) reports that the estimated emigration from Ireland
to America during the famine years is approximately a million and a
quarter.

According to Courtney (1995), the tragedy of emigration from

Ireland reached catastrophic proportions during and after the famine of the
1840s. Courtney states that, between 1840 and 1925, almost 4.75 million
Irish persons went to the USA, 670,000 to Canada, and over 370, 000 to
Australia and New Zealand.

Courtney believes that total overseas

emigration in that period was 5.8 million. Lalor (2003) states that, in the
decade 1846-1855, an estimated 2.1 million people fled Ireland as a result
of the Great Famine.
America.

Of these, according to Lalor, 1.8 million went to

Lalor further notes that the Irish during the famine crisis

accounted for a higher proportion of American emigrants than ever before
or since: 45.6 per cent in 1840s and 35.2 per cent in the 1850s.

Collier and Horowitz (1985) believe that the history of Ireland and America
was altered forever when Irish farmers discovered the potato blight,
resulting in the death of a million Irish and the emigration of approximately
another million. O hAllmhurain (1999) concurs and further purports that
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traditional Irish mu sic-makers were particularly affected by the famine
cataclysm and the subsequent diaspora of which they were part: thousands
died with the immediate onslaught of starvation and disease, while others
followed their audiences into the New World where they had to adapt to
new economic and cultural ethos;

The song evidence in Irish for the period 1845-1852focuses ostensibly
on the interwoven themes of mortality, destitution, and emigration
from the inside perspective of the victims.

Later on, the canon of

emigrants’ ballads, particularly those which were popularised in
urban America in the decades after the famine, reveals a poignant
sorrow in the wake of tragedy, together with a retrospective
politicization of the calamity in the emigrant mindset (O hAllmhurain,
1999; 104-105).

The unquiet ghost of the Great Famine would continue to haunt the
communal psyche of rural Ireland and impact on the culture of its people
at home and in America for many years (O hAllmhurain, 1999).

2A: 3.1.1

The American response to the Irish
Famine
/ oft times think, while in Philadelphia
Of the happy singings and scenes offun
And on the banks of the sweet Cloughwater
Where I oft-times wandered with my dog and gun
But while the ocean keeps in its motion
And the surges dark on its rocky shore.
The land of my childhood. Old Erin's shore
(Moloney, 2005: 24).

Woodham-Smith (1964) states that the response to the starvation in Ireland
during the famine, by the citizens of the United States of America, was on a
scale “unparalleled in history^ (1964; 241).

Fr. J. Flaherty of St. Mary’s

Church, Salem, called a conference in Boston on 2 December 1845 which
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led to the creation of the Irish Charitable Fund. This initiative marked the
first evidence of the American response to the crisis (Costello, 1997).
Others organisers of the United States aid for Ireland, on a large scale, were
the Quakers, known as ‘the Society of Friends’.

The fundraising was

spearheaded by Jacob Harvey, a prominent citizen of New York, an
Irishman, and a member of the Society of Friends. These people became
the main channel for the transmission of relief to Ireland. Costello (1997)
concurs and notes that the largest humanitarian response came from the
United States.

Of the $1 million raised by the Central Relief Committee

established in Dublin in November 1846 by the Society of Friends, almost
two thirds came from tlie United States of America.

According to

Woodham-Smith, a great public meeting was held in Washington, on
February 9, 1847, under the chairmanship of the Vice-President of the
United States, at which it was recommended that meetings should be held
in every city, town, and village so that a large national contribution might
be raised and “forwarded with all practicable dispatch to the scene of
suffering” (1964: 241).

The fund-raising was successful and, according to Woodham-Smith (1964),
New York sent $30,000, Philadelphia $20,000 with an additional $3,800
which had been raised in 1846.

The Catholic churches in New England

sent $19,000 and the Catholic Church in Brooklyn $13,000.

Other

contributions included $20,000, sent by Bishop Fitzpatrick of Boston, to
Archbishop Crolly of Armagh, on March 1, 1847, and a further $4,000 was
sent later. Woodham-Smith notes that a historian of the Catholic dioceses
of Boston estimates that a total of $150,000 was subscribed in the dioceses
for Irish relief.
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2A: 3.2

Religious Forces: A cause of Emigration

According to Cooke (1976), hunger, in the mid 1800s, was the spur for
emigration from Ireland, but there were many other equally fearful
incentives that forced vast emigration from Ireland to the United States of
America.

Kennedy (1973) notes that religious persecution was another

major incentive for emigration. During the nineteenth century, the contrast
between Ireland and the United States regarding freedom from religious
discrimination was well known to the Irish and this was a catalyst for
emigration. According to Kennedy (1973) and Miller (2000), the precedent
had been set during the eighteenth century, when the imposition of the
Penal Laws on Irish Protestant Dissenters resulted in many going to
America, where they played a considerable part in the revolt of the colonies
and the establishment of the United States. Kennedy further notes that, by
1776, one-sixth of the population of the American colonies was Irish, most
having come from the province of Ulster, According to Bielenberg (2000),
the majority of these Ulster emigrants in the colonial period (1630-1800)
became

back-country farmers,

pioneering

the

region

from

western

Maryland and central Pennsylvania to the Carolinas.
Kelleher (1998) notes that Irish emigration to the United States began long
before the American Civil War and that, prior to the 1850s, most of the
Irish coming to America were “Scots-Irish” ^ who were dissatisfied with the
Anglican ascendancy in Dublin. Greeley (1972) previously stated that most
of the Scots-Irish were not Catholic, spoke English, and possessed skills
and trades that enabled them to assimilate rather easily into American
society.

Miller (2000) and Moloney (2005) state that, although Ulster

Presbyterians, especially the clergy, usually claimed that emigration was
motivated by religious and political persecution, economic factors also has
a bearing on emigration: high rents; tithes and taxes; low wages; periodic
depression in the linen trade; poor harvests; and outbreaks of livestock

The descendants of the Scottish Presbyterians who in the seventeenth and early eighteenth centuries
had settled in Ulster before re-migrating later to North America (Doyle, 1981).
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disease. Such conditions, operating in a context of small farms and large
families, contrasted unfavourably with a vision of unlimited acres, cheap
homesteads, high wages, and seemingly boundless opportunities in the
New World:

Robert Witherspoon, who in 1734 migrated from Belfast to Charleston,
later recorded that his family ^s exodus was determined by his
grandfather’s resolution 'to seek relief from civil and ecclesiastical
oppression’in Ireland (Miller, 2000: 144).

According to King (1997), after 1815, emigration from County Wexford
began in earnest, mainly to Britain and America:
A Quaker merchant in New Ross, seeking Government or other aid for
potential emigrants, drew up two lists — one Protestant, the other
Catholic — of Wexford and Carlow families who were anxious to
emigrate in the spring of 1817. The Protestant list included 714
families, 4,027 people; the Catholics numbered 281 families, 1,475
people (1997: 86).

Akenson (1997; 2000), and Davis (2000), state that it has been an ignored
fact that the bulk of the Irish ethnic group in the United States is, and
probably always has been, Protestant. According to Kennedy (1973) and
King (1997) the reason why emigration was dominated by non-Catholics
was because most of the Catholic families were unable to bear the expense
of passage; the cost of passage on a sailing ship was £5 for an adult and
hence affordable only to strong tenant farmers and artisans, mainly
Protestant.

Akenson (1997; 2000) notes that the data which indicates

that ‘the Irish’ in the United States are predominantly Protestant comes
from three independent sources.

The first of these is a set of studies

done in the 1970s by the National Opinion Research Center (NORC) of
the University of Chicago and the second in the 1980s by the Gallup
polling organization. These revealed that most Americans, who claimed
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their primary ethnic group as Irish, were Protestants — 56 per cent in
the NORC survey and 54 per cent in the Gallup study. Akenson believes
that these were sophisticated and technically expert studies, but have
been dwarfed by the material that was published as a result of ‘The
National Survey of Religious

Identification,

1989-1990’

(a study

conducted under the directorship of Professor Barry A. Kosmin, by the
Graduate Centre of the City University of New York).

This study,

according to Akenson, involves the random survey of 113,000 American
households and deals with religion, ethnicity, race and a number of
demographic variables.

The religious affiliations of persons who

identified themselves as being of Irish ethnicity are as follows:
Christian

03%

Roman Catholic

33%

Protestant

51%

No Religion

13%

(in Akenson, 2000: 113).
According to Akenson (1997; 2000), within Irish demographic studies, a
standard mode of expressing religious identity is a ratio of ‘Catholics’ to
‘non- Catholics’. In the United States in 1989-1990 the Catholic to nonCatholic ratio of persons of Irish ancestry was 33 to 67.
believes,

however,

that

this

ratio

overemphasizes

the

Akenson
degree

of

Protestantism, for it is only in the Irish homeland that a person who is
‘non-Catholic’ can with reasonable accuracy be assumed to be a
Protestant. Akenson suggests that the most accurate reading would be
to chunk the ‘undefined Christian’ category with the Protestants. This
would yield the following conclusion — that the ratio of Protestants to
Catholics among persons who professed a Christian religion was 54 to
33, i.e., the Protestant proportion of Irish persons in the United States
was 58.6 per cent of those professing Christianity.
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Akenson

(1997;

2000)

and

Davis

(2000)

believe

that it is

an

unavoidable conclusion that the Irish as an ethnic group in the United
States have always been mostly Protestant, even though McCready
(2000) believes it was often found that the terms Irish and Catholic were
interchangeable. With very rare exceptions, Akenson (1997) notes that
the history of the Irish in the United States (and, especially, almost all
of the general surveys) have either been written so as to make the Irish
Protestants in the United States non-existent, or have made them
appear as historical anachronisms, peculiar groups that arrived before
the 1840s and faded into inconsequence thereafter.

This would be

morally wrong, according to Akenson, even if the Protestants were
merely a slim minority of the Irish ethnic group. Considering that they
were the majority, Akenson believes that one is encountering a
historiographical omission of astounding proportions.

Harris (2001)

concurs and states that the tradition of emigration began earliest
among Protestants from Ulster, many of whom ardently desired that
family and friends would join them in America.
emigrants

belonged

to

extensive

social

Most Protestant

networks

based

on

congregational, mercantile, and extended family links sustained by
correspondence.
Kelleher (1998) concurs with Akenson (1997) and notes that it is
sometimes suggested that the Protestants from Ireland were almost
entirely Presbyterians (Ulster Scots).
‘Scotch-Irish’ (Scots-Irish)

This group called themselves

and refused to be identified with the

generality of Irish emigrants in the United States.

Akenson further

states that there is just enough accuracy in these statements to
successfully mislead. According to Tourism Ireland (2005a), the main
migration of the Scots-Irish to the United States occurred in the
early to mid 1700s when it is estimated that over a quarter of a
million made the trip across the Atlantic. The Scots-Irish, according
to Tourism Ireland, assimilated into mainstream American society,
and it is only several generations on, that many of them profess a

38

close historical and cultural attachment to their ancestral home.
Moloney (2005) concurs and states that America was the second
country called home, in less than a century, for a group who became
known as the Scotch-Irish.

According to Moloney, the Scotch-Irish

settled land all the way south from Pennsylvania to Georgia between
1710 and the early 1900s.

De Breffny (1986) states, for example,

that Andrew Jackson was the son of a Scots-Irish emigrant from
Carrigfergus, Ireland, and was elected to the Presidency of the
United States of America in 1828, marking a new era in American
politics.
According to Akenson (2000), when Protestants have been included in
the historiography of the Irish in the United States they have been
mislabeled and chronologically segregated; in the sense that it is held
that there was no significant Irish Protestant emigration after the
famine. This is certainly untrue, according to Akenson, although it is
difficult to ascertain directly.

This has occurred because of the

assumption

Protestants

that

the

Irish

were

overwhelmingly

Presbyterian — that is, Ulster Scots — in background. Akenson notes
that there is no solid proof that the Presbyterians predominated and
that it is probable that the other major Protestant group — the ‘AngloIrish’, consisting of Anglicans, sent as many emigrants.
further

states

that,

although

within

Ireland

the

Akenson

Anglican

or

Presbyterian proportions of the total Irish population rose, they
experienced a considerable decrease in their absolute numbers.
Moreover, Akenson believes that, if one adds to the statistical series
the data for the remainder of the nineteenth century, the results are
striking. Akenson states that there is a myriad of possible hypotheses
that would explain these trends in census data, but certainly there is
a prima facie case for social historians investigating these two: “that in
the second half of the nineteenth century the Irish Protestants in
general

emigrated

in

large

numbers;

and

that

this

Protestant

emigration was not solely from among the Ulster Scots but even more
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from among the Anglican population which may be identified as the
‘Anglo Irish’ ” (1997: 103).

Akenson (2000), further states that 70 per cent of the emigrants from
Ulster in the period 1851-1900 came from six counties, that is, from
the

predominantly

Protestant

part

of Ireland,

and,

within

the

historical nine counties of Ulster, the largest outflow in absolute
terms came from protestant counties, Antrim and Down.

Akenson

states that, by taking into account the differential time of arrival of
the two major religious strands among Irish migrants, one can see a
simple pattern:

(1) At some period in the pre-famine migration to the United
States (precisely what year is in doubt) the Protestant Irish
migrants

(both

Anglo-Irish

and

outnumbered the Catholic migrants.

Ulster

Scots)

significantly

(2) Nevertheless, it is most

certainly true that, over the entire history of Irish migration to the
United States, more individual Catholics than Protestants arrived.
The Catholics, however, in general came later. (3) It is thus easy
to accommodate within this framework the fact that significant
Protestant emigration continued after the Great Famine. It was
much smaller than

the

Catholic

emigration,

but far from

inconsequential. And (4) it is also easy to accept within this
framework the suggestion that the Protestant emigration to the
United States was not an Ulster Scots emigration but was broadly
representative of the entire spectrum. Protestant emigration had a
unde geographical range, and did not stem merely from Ulster. Nor
indeed did origin in Ulster imply that the Protestant emigrant was
Presbyterian, for a considerable portion of the Ulster plantation was
formed by Anglicans. Therefore (5) one can accept the corollary of
Protestant variation in the homeland, namely that the Protestant
Irish in the United States took many forms (1997: 106).
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Davis (2000) purports that the creation of a border between a Protestant
Northern Ireland and a Catholic Free State furthered encouraged
emigration.

The border reinforced the sectarian divide.

From 1911 to

1926, the Protestants living in the 26 counties were reduced by a third,
whereas the Catholic population fell by around 2 per cent.

Between

1926 and 1946, the Protestant population dropped by almost a quarter
at a time when the Catholic population increased.

Protestants, facing

discrimination and hostility in a Catholic nation-state, were more likely
to leave Ireland (Davis, 2000).

Miller (1985) and Akenson (2000) believe tliat being a Catholic could have
been viewed as a handicap to Irish emigrants to the United States. There
are two factors that contribute to this theory.

One was that the existing

American society treated Catholics with prejudice. This certainly happened
in the nineteenth century on a widespread basis and, to a lesser degree, in
the early twentieth century.

The second factor was the idea that the

culture of Roman Catholicism as it was imported from Ireland in some way
made the Irish migrants and their offspring backward,

(referred to

previously by Miller (1985) as Gaelic-Catholic Disability), and thus not fully
able to cope with modernising America:

This view has been put forward by persons who themselves are of
Irish Catholic background, so no conscious racism or defamation is
involved or intended.

It is indeed possible that the Irish Catholic

culture as imported from the homeland was in some way a handicap
to the migrants, a shackle that made them relatively backward as
compared with other migrant groups in the United States (Akenson,
2000: 127).

According to Akenson (2000), a study by NORC of the University of
Chicago, between 1970 and 1980, found that the Irish sector in the United
States was polarized by two groups: Catholics, 70 per cent of whom lived in
the north-east and north-central United States, and Protestants, over half
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of whom lived in the American south. The Catholics of Irish ethnicity were
less likely to be working-class than were the Protestants.

Catholics were

twice as likely to be University graduates as were Protestants of Irish
ethnicity, and the Catholic Irish had family incomes significantly higher
than those of the Protestant Irish. This research gave rise to the following
question: when did the Irish Catholics cross the demographic line to the
side of privileged status? And when did the Irish Protestants slide below it,
on their way to becoming the most disadvantaged of major groups?
(Akenson, 2000).

According to Greeley (1988), this socio-economic

watershed was crossed by the Irish Catholics during the decade of the first
World War, 1910-1919.

2A: 3.3

Social Forces: A Cause of Emigration

According to Hanlon (1997), another factor that impacted on emigration
was the move from tillage to pasture in post famine Ireland. This led to a
decline of 600,000 people living on the land in the years 1841 to 1871. The
move to pasture, according to Hanlon, was precipitated by the high rates of
profit that could be gained on the British market for cattle and goods,
coupled with the fact that Irish manufacturing could not create sufficient
jobs as it could not compete with the larger British manufacturers. This
led to an exorbitant exodus of people out of Ireland.

This outflow was

forced upon the population by necessity.

Hanlon (1997) and Harris (2000, 2001) further state that there was also a
new social structure in Ireland. This new social structure was centred on
property ownership and the family farm. The farm was increasingly passed
down from father to eldest son rather than being subdivided between sons,
as had been previously the tradition. Other members of the family either
stayed on as helpers, or were forced to emigrate because of the lack of other
employment opportunities.

These social features compounded and

reinforced patterns of emigration.

Courtney (1995) states that, in the
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1920s in Ireland, parents t3rpically secured their child’s economic future by
passing on a farm or a business (material capital) — or, in the case of
daughters, by securing a marriage to a neighbouring inheritor.

O’Grady (2001) concurs and states that there was a dominance of the
elderly in society and this was assured by the peculiar population structure
which was generated by the land system and the lack of industrialisation.
According to O’Grady (2001), Walter (2002), families tended to be large, but,
only one member could inherit the farm; for the remaining family members
the economic prospects were bleak and this resulted in “gargantuan”
emigration. O’Grady further states that, when the Irish State was founded
in the early 1920s, 43 per cent of Irish bom men and women were resident
abroad.

According to O’Grady, work on an Irish farm was largely an

extension of family life, which operated on a patriarchal and hierarchical
model. Authority was derived from position (inherited and traditional) and
those

without

power

were

discouraged,

by

the

all-encompassing

educational and religious system that was in place, from thinking about
questioning that situation. O’Grady believes that emigration for many was
a means of escape from this dominant and restrictive cultural system that
existed in Ireland.

Walter (2002) concurs and notes that emigration was

seen as an escape from poverty, restrictive sexual mores, and the
claustrophobia of a small Irish society.

According to Davis (2000), although emigration was seen as a form of
escape, many of the emigrants felt obliged to financially help family
members that were left behind in the homeland.

According to Harris

(2000), many of the Irish emigrants believed that “they would never have a
day’s luck in their life, if they didn’t sent every penny they earned home”.
They believed that they were “bom and bred merely to support their
parents”, (2000:

164).

By 1847, annual remittances from America

amounted to 200,000 Irish pounds (or one million dollars at the prevailing
rate of exchange); these rose to 1,439,000 Irish pounds ($7,195,000) in
1853; and averaged at least one million Irish pounds ($5,000,000) between
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1848 and 1900, for a total of at least 260 million dollars during the second
half of the nineteenth century.

Almost all of this money referred to as

“American money” came from emigrants. The American money paid for at
least three-quarters of all Irish emigration to the United States between
1848 and 1900, and, without it, Irish Catholic mass emigration across the
Atlantic would not have been possible.

Woodham-Smith (1964) and Harris (2001) note that, between 1848 and
1851, 13,000,000 Irish pounds were sent home by emigrants in America to
bring their relatives to the United States. Woodham-Smith further states
that no adequate measures of reconstruction were undertaken and, as a
result, a steady drain of the best and most enterprising left Ireland, to
enrich countries such as the United States. According to Woodham-Smith
(1964) and Harris (2001), family feeling is stronger in Ireland that anywhere
else in Europe and sending money home was always a characteristic of the
Irish emigrant:
7 am proud to say’, wrote Jacob Harvey, "that the Irish in America
have always remitted more money, ten times over, than all the
foreigners put together!’

He estimated that the total amount sent

home by Irish emigrants in America during 1847 amounted to a million
dollars, or £200,000 at the then prevailing rate of about five dollars to
the pound sterling (in Woodham-Smith, 1964: 241).

2A: 3.1

Better Opportunities in the US: A Cause of
Emigration

According to Hanlon (1997) and McCready (2000), the “mass out-flow” of
the Irish population was shaped by international factors which were
beyond the control of the Irish population. Hanlon cites British economic
domination and the pre-war period in America, which was undergoing a
substantial economic boom, as core labour markets that needed migrants.
As a result, between 1876 and 1921, 84 per cent of all Irish migrants went
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to the USA because the booming United States economy acted as a magnet
for the Irish and there was no future in staying at home.

Blessing (1985) states that Irish peasant movement to the New World was a
deliberate departure of literate peasants to a society that offered them the
opportunity to establish a family and to contribute to the support of their
relatives at home. Blessing also notes that a significant element of those
who left Ireland had worked as artisans, merchants and professionals and
did not, in fact, come from impoverished backgrounds.

Blessing argues

that, throughout the 1800-1920 epoch, an average of 25 per cent of
migrants were skilled. This figure fell from a high of 75 per cent in 1820 to
a low of 9 per cent in 1900. According to Woodham-Smith (1964), in the
spring of 1846, the first failure of the potato seemed to produce a superior
type of emigrant.

Many respectable persons who had been debating

whether or not to leave Ireland now decided to take the step:

The streets of Westport, County Mayo, were thronged, throughout April
and May, ‘by comfortable farmers’, not destitute, on their way to
emigrate, while in Dublin ‘vast numbers of well dressed countrymen’
were to be seen, ‘with baggage and sea store’. Bands of young men
and women with their children passed through Clare on their way to
emigrate to the United States, with their belongings on two or three
carts, and anything from ten to thirty pounds in their possession.
These emigrants had been engaged in preparations long before the
famine struck. The first emigrant ship of 1846 arrived in Quebec on
April 24, and Alexander Carlisle Buchanan reported the emigrants
who landed to be well-to-do, healthy, and with a little capital
(Woodham-Smith, 1964:214).

According to Kelleher (1998), emigration from Ireland to the United States
continued at varying degrees of intensity throughout the latter part of the
19* and into the 20* century, with the latter half of the 20* century
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experiencing emigrants expecting a better economic outlook in the United
States.

2B

The Experience of the Famine Emigrants in
America

In this section the experiences of the famine emigrants in the United States
and their continuing bonds with the homeland are discussed.

The Irish in America have travelled a “long winding road” from the
horrific conditions they experienced during the famine, to the glory
days in Tammany Hall politics, and to the personification of Irish
assimilation into American life with the Presidency of John
Fitzgerald Kennedy
(Kelleher, 1998).

According to the UN (1997), situational and environmental changes and
poverty are root causes of emigration and migration. Ireland endured such
changes and according to Woodham-Smith, (1964), an unprecedented
number of the poorest class of Irish emigrated to the United States. Collier
and Horowitz (1985) note that, until 1840, Boston had been little more than
a debarkation point for immigrants moving on to Canada and the interior of
New England.

In 1845, the city’s foremost demographer confidentially

asserted that there could be no further increase in the city’s population,
but, according to Collier and Horowitz, over the next ten years there was a
‘tidal wave of newcomers’:

Boston's harbour master claimed to be able to identify another
shipload of them as far away as Deer Island, just by the smell They
piled off their ships, swarmed into Boston, and stayed, a quarter of a
million of them. They were called famine Irish’, to distinguish them
from their predecessors.

They were too poor to pay tolls and fares

that would take them out of the water locked city; they packed into
reeking Paddy-villes and Mick Alleys, as many as thirty or forty
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crowding into one tiny cellar, prey to accident and disease that made
their death rate as high as it had been in Ireland at the height of the
hunger (1985: 9).

Collier and Horowitz (1985) state that, by 1850, the Irish comprised one
third of the city of Boston’s population.

This resulted in construction

companies from all over America travelling to Boston for Irish contract
labourers.

These Irish were then transported to new destinations in

railway cars with sealed doors and curtains that were nailed across the
windows. The Irish that remained became coal heavers and longshoremen,
who dug canals and cleared marshes, thus remaking the face of the city
and enabling opportunity, growth and expansion of the city:

When tourists remarked on the beauty of the cobblestones on Beacon
Hill, some Irishman remarked, “Those aren’t cobblestones, those are
Irish hearts (1985:9).
According to Murray (2004), the United States has benefited enormously
over the past century from immigration — from the influx of people from
around the world with many talents. Emmons (1997) notes that for almost
a century, spanning five generations, the people of Ireland came of age
knowing that emigration was a part of the social calculus of their lives.
From the same century, according to Emmons, the Irish in America grew
up with the knowledge that every year boatloads of impoverished Irish
would make the journey to America hoping for a better way of life (1997:
85).

According to Woodham-Smith (1964), the largest number of Irish

emigrants to the United States actually disembarked at New York; half the
total of Irish emigration to all ports of the United States, before, during, and
after the famine, went to New York. Between May 5, 1847, (the date that
the United States Commissioners for emigration began their records), until
the end of the year, a period of just over seven months, 52,946 Irish landed
at new York, in comparison to a year’s total for Boston of 37,000.

47

Quiri (1998) and Flynn and Kelleher (2003) note that, when the new
immigration centre on Ellis Island, New York, opened on January 1 1892,
the very first immigrant to be registered was an Irish girl called Annie
Moore from Cork. Annie Moore was only fifteen years old and immigration
officials gave her a ten-dollar gold piece as a prize for being the first to pass
through the doors of Ellis Island.

According to Lalor (2003), Ellis Island

was the first federal immigration facility established by the United States.
From 1892 to 1954 more than 12 million people passed through the
complex.

According to De Breffny (1986) and Lalor (2003), Ellis Island

superseded Castle Garden, a state immigration depot on the southern tip of
Manhattan Island that received 8.2 million people between 1855 and 1890.
Approximately one quarter of these, Lalor notes, were Irish, compared with
4 per cent of all those that landed at Ellis Island.

Within a short time, after arriving in their host country, the Irish had
created a world of their own in New York and in every other city in which
they settled (Hogan, 1999). When they arrived in America these emigrants
went straight to the Irish quarter, called Irish town, Paddy town or The Irish

Channel.

According to Woodham-Smith (1964), the Irish loved to “clan

together” and there was a bond which held Irish to Irish which no other
nation shared; Irish hatred of the British, the burning sense of injustice,
resentment, and the feeling of dispossession with which nine out of ten
emigrants left their own country:

TTiey feel they have been wronged in their own country and they feel,
amongst themselves, the tie of bearing one common wrong. They love
to clan together in some out of the way place and are content to live
together in filth and disorder with a bare sustenance, provided they
can drink and smoke and gossip, and enjoy their balls and wakes
and frolics without molestation. The Irish get lost in a crowd of their
own countrymen who encompass them in such numbers that their
glimpses of American manners, morals, and religion are few and faint
(in Woodham-Smith, 1964: 268).
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Davis (2000) states that, throughout the period 1815-1939 and beyond, the
chief characteristic or Irish emigration was a positive movement of people
in search of better economic opportunities.

Success was not guaranteed,

but the aspiration of a new life, cherished by the millions who left Ireland,
forms a heroic, albeit uncomfortable part of the nation’s history.

According to Woodham-smith (1964), Davis (1997) and Campbell (2000),
very few of the first generation Irish who fled from Ireland during the
famine emigration were destined to achieve prosperity and success
themselves.

Many adjusted poorly to the demands of industrial America

and so remained cast in a subordinate role in American cities.

I'he

condition to which the people had been reduced not only by the famine but
by the centuries which preceded it was too severe a handicap, and it was
the fate of the Irish emigrants to be regarded with aversion and contempt.
According to Campbell (2000), many lacked sufficient capital to move
westward from the cities on the eastern seaboard.
second

or

third

generation

that

Irish

It was not until the

intelligence,

quickness

of

apprehension, and wit, asserted itself, and became successful and powerful
in America (Emmons, 1997).
Woodham-Smith (1964) notes, for example, that a small farmer from
County Cork emigrated to the United States in 1847 through the customary
emigrant routes, through the Great Lakes to Detroit, where he established
a farm out of the wilderness.

He was the grandfather of Henry Ford,

inventor and maker of the Ford motor car, and founder of the modem
automobile industry.

According to Woodham-Smith (1964), the Irish in

America were extremely important to the development of the country
because of their physical strength and their willingness to partake in
manual labour.

The canals, the roads, the railways of the United States

and Canada were constructed by Irish labourers.

Before the famine and

mass emigration ever began, large contractors in the United States were
accustomed to advertising in Dublin, Cork, and Belfast papers to tempt
men to their country to aid construction:
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Thomas D’Arcy McGee, who had emigrated in 1842 and became editor
of the ‘Boston Pilot', reminded the people of the United States who had
called the Irish ‘foreigners' . . . that Ireland did supply the hands
which led Lake Erie down to sea, and wedded the strong Chesapeake
to the gentle Delaware, and carried the roads of the East out to the
farthest outposts of the West (Woodham-Smith, 1964: 246).

O’Sullivan (1997b) states that, according to legend, Butte, Montana, was
the city where the Irish were the first to establish themselves, and later
migrants had to accommodate themselves to Irish patterns. According to
O'SuUivan, Butte had advantages that no other American city could match,
and was considered to belong to the Irish in the “same way that Salt Lake
City belonged to the Mormons” (1997b: 5). The remarkable concentration
of West-Cork men was no historical accident as Butte was a copper-mining
town (Emmons, 1997). West Cork had the only copper mines in Ireland, at
Hungry Hill, near AlHhies.
workforce.

This resulted in a trained and experienced

“Cork-men knew how to mine; Butte had need of their skills”

(1997:83).

Emmons further states the Irish in Butte, Montana, were referred to as,
“the Butte Irish” (in O’Sullivan 1997:5).

According to Emmons (1997),

Butte in 1917 was the most Irish town in the United States.

Emmons

states that in 1900 the first and second-generation Irish numbered over
8,000 in a total population of just over 30,000. Thus Emmons notes that
26 per cent of the residents of the city, 2,500 miles from the nearest
eastern port, were either Irish-bom or the children of Irish-bom. Emmons
further notes that the first Irish in Butte encountered none of the hostility
that usually resulted when inexperienced emigrant workers moved into an
area with an established native work force.

The Irish culture was the

dominant culture in Butte and they were the host society. “Butte’s further
claim to fame is that it is full of O’Sullivans” (in O’Sullivan, 1997b:5).
According to Emmons (1997), Riobard O’Dwyer, a native of Castletownbere,
Co. Cork traced the histories of over 14,000 men and women who
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emigrated from Castletownbere, Eyeries, Allihies, and Bere Island to the
United States;

From Eyeries alone over 1,700 people emigrated to the United States
between 1870 and 1915; of that total 1,138 went to Butte.

The

predominance of Sullivan among Butte surnames is no mystery:
O'Dwyer lists members of seventy-seven different Sullivan (or
O'Sullivan) families who left Eyeries for Butte.

Harringtons and

O'Sheas were close behind (1997b: 83).
In 1895, the copper mines in Butte were the largest and most productive in
the world; according to Emmons (1997), of the 5,369 working Irishmen in
Butte in 1900, just under 4,800, (90 per cent), worked in one of its mines.
Of 5,534 miners working in Daly’s Anaconda Mine in 1894, 1,251 were
Irish-bom; at least another 1,000 second-generation Irish joined them:

Daly's preference for Irish miners came naturally to him.

He was

himself a native of Ballyjamesduff in the Ulster county of Cavan. He
was also an active Irish-American nationalist, host to Michael Davitt
during the latter's 1886 visit to Butte.

Daly, like others of

considerably less wealth and influence, wore his Irish-ness like a
badge. As the founder and chief executive of the Anaconda Copper
Mining Company he was in a position to make Butte an Irish town.
His hiring officers were almost always Irish; job notices were often in
Gaelic Irish; he closed his mines on St Patrick's Day and other Irish
holidays (in O’Sullivan, 1997b: 84).
Many of the West Cork-men went directly to Butte, while others made
intermediate stops in the copper mines of the upper peninsula of Michigan,
or in the hard rock mines of California, Nevada and Colorado.

“The

Migration lasted for fifty years and nearly depopulated Hungry Hill”
(Emmons, 1997: 83).

51

2B: 1

The Famine Legacy:
Stereotyped in the US

The

Irish

are

Kelleher (1998) and Campbell (2000) note that emigrants continued to
suffer from the famine legacy as it was difficult to shake off the image and
associations of the famine emigrants. According to De Breffny (1986), New
York, Boston and Philadelphia were the three East Coast cities which
received the largest influx of Irish emigrants after the famine. In New York
the Irish emigrants crowded into the slums of Manhattan and Brookl3m
unable to escape the stereot3^e of ignorance and squalor.

According to

Ibson (1990), New York had several ghettos upon which the Irish descended
in droves. The Irish were still considered to be wild, and it took a long time
for them to shake off the savage stereotype. Corrigan (1987) concurs and
notes that there was considerable contempt for the Irish in America,
resulting in Gaelic (Irish) enclaves. According to Campbell (2000), the Irish
possessed a gregariousness of character which discouraged movement
away from the familiar and socially congenial world of the city.

Corrigan

(1987) and Campbell (2000) note that these enclaves existed in several
states, especially in the urban tenements of the eastern seaboard. Corrigan
relays the words of W. H. Gregory:
Everywhere in the United States, the Irish-bom part of the population
is only tolerated by the native Americans as what has been termed a
‘serviceable nuisance'; it is a population offoreigners and outcasts . . .
(in Corrigan, 1997:154).

According to Corrigan,

(1997), ethnic groups (to which the Irish

belonged) came to be viewed as an unstable force in American society —
one that was associated with, and invariably blamed for, crime, poverty,
ignorance, and disease. A report in the New York Mirror (1855) entitled
‘America for the Americans’ relayed the following:

America for the Americans!

We have had enough of ‘Young

Irelands', ‘Young Germanys' and ‘Young Italy s' (1997:153).
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This contempt for the Irish further ensured that the clannishness among
the Irish in their new land became even stronger.

2B: 2

The Assimilation of the Irish in the
United States

Kelleher (1998) notes that, by the mid nineteenth century, the Irish in
America had begun their assimilation. Corrigan (1997) concurs and notes
that, in the closing decades of the nineteenth century, Irish-Americans
had begun to establish themselves as a relatively powerful social and
political group.

By 1860, according to King (1997), a large number of

Irish emigrants had become part of the political, business, and
professional elite of San Francisco and rural California.

King further

notes that, by 1881, four Irish Catholics had been elected to the
United States Senate, and another, John Downey, from southern
California, had served as governor of the state:

In 1870, California's Irish-born numbered 54,000 of a total of
537,000.

Of 187,000 foreign-born, 29 per cent were Irish-born,

and they were the dominant foreign-born presence in thirty-eight
of California’s fifty counties.

Not counted as ‘Irish’ in these

figures are the first-generation sons and daughters of Irish born
in ‘British America’ or in Maine, Massachusetts, California, or
elsewhere.

A cursory check of surnames on the 1870 census

reveals that the Irish were represented significantly in the 10,690
enumerations of California residents born in ‘Canada East’, and
‘New Brunswick’, and among the 350,416 native-born, including
119,904 Califomia-bom. By 1870, the typical Irish emigrant was
married with a family; the children, Califomia-born (1997: 105).

According to Munslow (1997), the Irish in Boston took their politieal tone
from the radicalism of American urban liberalism as personified by the
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first Irish Mayor of the city of Boston, Hugh O’Brien (Mayor between
1885 and 1888). According to Brown (1997), “the Irish may have been
rebels in Ireland, but they were politicians in America” (in Munslow
1997: 131).

Munslow (1997) reports that Mayor O’Brien attempted to

facilitate a relationship between Government and citizen hallmarked by
co-operation rather than conflict:

This was witnessed in the alliance of Yankee Democrat and Irish
Catholic Democrat in the 1880s and 1890s, and then again in the
1900s and 1910s when a mature and responsible Irish Catholic
leadership experienced political power and office. The Mayoralty of
Hugh O’Brien can be seen as firmly establishing the template for
the search for Irish political legitimacy. O’Brien’s platform was built
on by expedient coalition politics, with Yankee Democrats as well
as ward bosses led by Irish Democratic ward boss Patrick J. ‘Pea
Jacket’ Maguire (Munslow, 1997: 131).
Corrigan (1997) suggests that, just as the politicizing of Ireland under
Daniel O’Connelfo was achieved, parallel developments in America took
a similar course.

The changing status of the Irish-American had a

number of consequences. First, the prestige of English (as the language
of political, economic and social attainment) was reinforced among the
Irish

minority.

Second,

Irish-American

efforts

to

compete

for

employment and “a voice” in their own government and their continued
attachment to Gaeldom brought a backlash from the WASP (White Anglo
Saxon Protestant) majority. This took a variety of forms and resulted in
the Irish language/TDrogue’, religion and culture being subjected to
considerable prejudice throughout the period. Akenson (1997) supports
Corrigan and states that Daniel O’Connell, the Great Liberator, was not
merely one of the greatest persons in modern Irish history but one of the

(The Emancipator) (bl775-dl847) - Politicai leader. Bom near Caherciveen, Co. Kerry, a
Barrister, he became involved in politics in his thirties. Ranks among the greatest figures of modem
Irish political history, and many look upon him as ‘Ireland’s uncrowned monarch’ (Lalor, 2003: 804).
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shrewdest.

Ui Ogain (1984) concurs and states that O’Connell was

renowned for his oratory, debate and quick tongue.

This led him,

according to Ui Ogain (1984), to be a famous and confident lawyer,
which resulted in O’Connell acquiring much public confidence and
admiration.

O’Faolain (1980) believes that O’Connell was a “potential

conspiracy from the day of his birth because he spoke the secret
language of fellowship in helotry.
that ability” (1980:39).

No Irishman before or after him had

In a letter to Lord Cloncurry on November 16

1820, O’Connell describes himself as follows:

A Radical I am, and ever shall remain
(in O’Faolain, 1980: 39).

De Breffny (1986) believes that this fellowship and nostalgia for the
homeland was taken to the United States with its emigrants. De Breffny
relays that the Saint Patrick’s Day Parade in New York 1874 reinforced
an Irish sense of unity and nationality, with harpers, maidens and
warriors in traditional costume carrying a bust of Daniel O’Connell
through the streets. According to Akenson (1997), O’Connell understood
that, to be successful, he had to unite Irish nationalism, Irish cultural
identity, and Roman Catholicism in one crucible; in this he succeeded:
As D.G. Boyce has pointed out, by 1840, when a person in Ireland
talked of ‘Ireland for the Irish' everyone knew he meant the
Catholics; and when someone talked about the Irish people he
meant the Catholics; and when someone talked of the faith of the
Irish people he meant Roman Catholicism (in Akenson, 1997: 102).

Akenson (1997) believes that the result was, when talking to a wider
audience, the Protestants of Ireland, while thinking of themselves as
being ‘Irish and a bit more’, were forced to make it clear that they were
not Irish in O’Connell’s sense.

According to Akenson, in the United

States, since the name they had once used for themselves was now
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pre-empted by the Catholic emigrants, they had to develop a new
terminology.

Among themselves they kept alive a sense of their Irish

background (however else would they have been evident in the NORC,
Gallup and City University of New York (CUNY) surveys?) but to
uninformed outsiders who told them that they were not Irish, they
merely shrugged and walked away:

For an historian who does not wish to become stained by the
sectarianism that inns through so much Irish historical writing,
there are only two parameters for encompassing an accurate
historical discussion of the Irish in the United States. The first is
that any permanent resident of Ireland who migrated from
Ireland to the United Sates — whatever his or her religious or
political background — should be counted as an Irish emigrant.
That is methodologically simple.

It includes everyone who grew

up in the social system that was Ireland. And, secondly, anyone
who says that his or her ethnicity is Irish should be credited with
being Irish (Akenson, 1997; 103).

Akenson (1997) and Corrigan (1997) suggest that the assimilation for
the Irish in their new host country was a difficult task, because these
emigrants were still deeply rooted in the motherland through religions,
political and cultural beliefs. The emigrants also had to contend with
low levels of acceptance by American citizens, but, as time progressed
their presence became less noticed, thus enabling ease of assimilation
into American society.
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Emigration post-1920

2C

Emigration debilitated morale in Ireland and engendered pessimism
towards future prospects
(Connolly, 2004; 97).
Blessing (1985), O’Sullivan (1997) and Kelleher (1998) suggest that
emigration from Ireland to America was constant from the time of the
famine, but the type of emigrant did change with time.

Mulcrone (1999)

concurs and purports that the famine had set in motion a tradition of
sustained emigration on a scale unmatched in the modem world. In the
decades following tlie famine, the population of Ireland continued to
decrease and plunged from an estimated 8.5 million in 1845 to less than
half that number by 1914 (Mulcrone, 1999). The United States remained
the principle destination until the 1920s, when economic recession in
America led to strict immigration controls and the introduction of national
quotas. Thus, the proportion of flow entering the United States fell from 71
per cent in 1926-1930 to 47 per cent in 1931-1935.
According to Blessing (1985), by 1920, 40 per cent of emigrants from
Ireland were skilled, reflecting a change in the social status of individual
emigrating.

These people had been driven out by the nature of the Irish

economy and by the attraction of career opportunities abroad. Thus, even
in the 1950s, when the unskilled, uneducated mral labourer was the
typical migrant, there was still a notable minority of skilled people leaving
Ireland (Blessing, 1985).

Emigration from Ireland during the 1930s was slight but that changed
during the war years and emigration from Ireland during the Second World
War marked a watershed in Irish emigration history.

Much controversy

surrounds the net emigration figure for the period. The Irish census put
the total net emigration figure for the period 1936-1946 at 189,942, an
increase of 13.9 per cent since the 1924-1936 census. The figure generally
accepted for the war years is 26,000.

Emigration was practical as it
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allowed Irish unemployment figures to drop from 15 per cent in 1939 to 10
per cent in 1945. This drop was due to the resumption of emigration from
Ireland on a substantial scale (Connolly, 2000). A memorandum from the
Department of Finance at that time emphasised that “from both moral and
economic points of view it is preferable that workers should be allowed to
obtain emplo3nnent outside of the counti:y” (in Connolly, 2000: 60).

According to O’Grady (2001), between 1946 and 1961, over half a million
people emigrated from Ireland. O’Grady notes that, in 1922, the population
of the 26-country Free State stood at 2.9 million, but, by 1961, it had
dropped to 2.8 million. O’Grady (2001) and Lalor (2003) further state that
Ireland could only sustain its type of society by ensuring that a large
proportion of its population lived outside it.

Courtney (1995) states for

example, that there was “heavy emigration from the Republic of Ireland of
single persons who later married and had their children abroad”, (1995:
67). O’Grady (2001) believes that, if the safety valve of emigration did not
exist, then the pressure of such a large unemployed underclass would very
quickly result in radical change of one kind or another. The status quo
could only be maintained by literally exporting a large proportion of the
population. Even then, Irish society which existed prior to the 1960s could
only support an ever-declining number of citizens at a declining level of
income.

In the 1950s the Irish economy was under pressure and change was
essential for survival (O’Grady, 2001).

In direct contrast, Greeley (1972)

notes that the Irish who had previously emigrated to the United States had
become firmly established as the ‘American-Irish’ in their new adopted
land, and, by the 1960s, had everything that they had ever wished.
According to Hazelkom (1997) and Lalor (2003), rapid industrialisation
between 1950 and the mid-1970s has accounted for the most spectacular
shift in the Irish ‘class structure’.

Hazelkom notes that the transition of

class structure based on family property to one based on skills and
educational opportunities has been more rapid and more state-inspired
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than in most Western societies. In the process, according to Hazelkom, the
massive decline in agricultural and unskilled manual employment has not
been adequately met by the expanding, new opportunities for skilled
manual and non-manual employment in the public and service sectors.
Connolly (2004) concurs and notes that there was a widespread drop in
made workers engaged in Irish agriculture between 1946 and 1951, with a
significant decrease in non-family member farm workers.

According to

Connolly, these declines were created by advances in farm technology,
which in many cases led to the emigration of workers who were displaced
by new machinery.

Connolly further suggests that the decliue in the

number employed in agriculture also indicated that this was an area from
which migration was high.

Drudy (1986) suggests that the 10 per cent of migrants going to the USA in
the 1950s were from the middle classes, and non-manual workers made up
roughly 20 per cent of Irish males in Britain at this time.

According to

O’Grady (2001) and Delaney (2004), between 1951 and 1961, over 400,000
Irish people left Ireland — nearly a sixth of the total population:
The glaring failure of the self suffdent, insular, hermetically sealed,
pure, traditional Irish sodety was that it could only be sustained by
an enormous outflow valve. The majority of its children were forced to
emigrate to other countries — particularly Britain and the United
States, the very sodeties whose influences Ireland sought to insulate
itself against (O’Grady, 2001: 411).

Keogh (2004) concurs and states that tens of thousands left Ireland in the
1950s to find jobs abroad as there was no sign of economic recovery at that
time.

Dowling Almeida (2004) states that, between 1951 and 1960, the

Irish emigrant numbers to the United States totalled about 50,000 out of
2.5 million emigrants. Between 1958 and 1961, more than one third of all
Irish emigrants admitted to the United States went to New York City, and of
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those emigrants admitted to major cities, at least half chose New York
(Dowling Almeida, 2004).

O’Hanlon (2004) and Delaney (2004) note that, in the demographic history
of the twentieth century in Ireland, the 1950s are distinguished by the fact
that approximately one in eight of the population emigrated over the
decade. This rate of emigration, in both absolute and relative terms, was
not a new development, but an acceleration of previous emigration. It was
the highest recorded since the 1880s, and, at the end of the period, the
population of the state had shrunk to an all-time low of just over 2.8
million people.

Delaney (2004) further states that the ‘vanishing Irish’ of

the 1950s were driven by a complex range of factors, against the backdrop
of poverty, oppression, unemployment and the absence of sustained
economic development. According to Connolly (2004), the first 25 years of
Irish Independence witnessed poor economic performance coupled with
minor social change and the failure to stem the flow of emigration.
Connolly (2004) further states that the problems that high emigration
posed were only officially investigated and acknowledged following the
establishment of a commission set up by the first inter-party Government
to examine them.

Under the chairmanship of Dr. J. P. Beddy, the

Commission on Emigration and Other Population Problems commenced its
investigations on 5 April 1948. This was the first and (to date) the only
conscious effort made by any Irish administration to study population
trends with particular emphasis on emigration (Connolly, 2004). O’Hanlon
(2004) further states that the only major difference between the emigrant of
the 1950s and earlier emigrants is that, previously, the outward flow was
irreversible, but with increased transport and better access, migration (in
bound) became more of an option for an increasing number of migrants.

According to ConnoUy (2004), rural decay in Ireland had been a visible
feature since the late 1930s and was deemed a result of emigration; but,
O’Hearn (1995) noted that the situation for those who remained in Ireland
became worse after accession to the EC (now EU) in

1972, with
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unemployment rates increasing. The compelling force was that the
competition from free trade caused indigenous firms to close.

Hanlon

(1997) concurs and states that the Irish economy was again in recession in
the 1970s. This resulted from a large national debt having been built up,
and, as the world economy slowed down, it became increasingly difficult to
export, difficult to meet debt repayments, and attract foreign investors. The
market for mobile capital became increasingly competitive as many strong
industrial economies also sought investors. As a result of these features,
unemplo3rment mounted at a time when increased numbers of young
people were coming on to the labour market for the first time, resulting in
economic hardship for large sections of the population (Hanlon, 1997).
Courtney (2000) supports the views of Hanlon and states that the 1970s
saw an unprecedented number of people emigrating as a result of the
economic pressures.
OHeam (1995) states that the decade of the 1980s was particularly severe
on the Irish economy and, between 1980 and 1985, unemployment rates in
Ireland doubled from about 10 to 20 per cent, making unemployment the
major crisis of public policy.

While global recession elicited efforts to

restructure national and trans-national economies, the recession was
deeper in Ireland than in the rest of Europe.

Several Irish crises of the

1980s lent support to critics of Irish economic policy and forced Irish policy
makers to respond.

Mass unemployment was the most obvious crisis

(O’Heam, 1995).

Kelleher (1998) concurs and notes that unemployment and a sense of
hopelessness gripped Ireland which resulted in many secondary school
students being forced to leave Ireland in numbers that had not been seen
in many years.

According to KeUeher, it is impossible to determine how

many young people left Ireland for America in the 1980s, but the Irish
consulate in New York put the figure close to 50,000. According to OTIeam
(1995), the emigration crisis of the 1980s hit both working-class youth and
professionals. Annual emigration rose from 8,000 in 1981-1985 to 30,000-
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45,000 from 1985-1987.

O’Heam (1995) believes that public reaction to

emigration was not universally regarded as a crisis and many regarded
emigration as “part of the natural order of things and a policy alternative to
high unemployment” (1995: 96).

2C: 1

A New Type of Emigrant to the United
States

According to Walter (2002), when the iDaby boom’ generation came onto the
labour market in the 1980s, the Irish economy was contracting, and
employment patterns were shifting towards a knowledge-based economy.
As a result, unemployment and emigration soared again. The majority of
the emigrants of the 1980s were urban, in contrast to past emigrants, with
the majority being non-graduates. Those who were graduates made up 3.6
per cent of all migrants in 1986, down from 7.9 per cent in 1984 (O’Heam
1995).

Hanlon (1997), Gray (2000), and Walter (2002), state that middle-

class emigration is common place in Ireland, and that Ireland has always
been a victim of a “brain drain”. Hanlon states that this is more harmful
today in the 21^^ century because so many of these middle class people are
graduates who have been educated by the Irish state.

Hazelkom (1997)

concurs and states that “contemporary Irish migrants tend to be highly
educated, with commensurate skill levels, to come mainly from an urban
environment and to be predominantly young — concentrated in the fifteento-twenty-four age group — single and mobile” (1997: 185). Hanlon (1997)
and Gray (2000) state that, although many of these graduates are able to
find work in Ireland and are able to make a reasonable Hiring; they stiU
decide to emigrate because their career paths are international in nature.

Hanlon (1997) suggests that, in order to fuLfil their professional aspirations,
such people go to where multinationals have established their headquarters
or certain key operations. This inevitably leads them to a handful of core
regions. KeUeher (1998) and Walter (2002) concur and state that the ‘New
Irish’ — the name the migrants called themselves — who came to America
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were very different from their predecessors, as they were well educated and
had developed communication skills appropriate to a population that were
compelled to compete in the world market.

According to Hanlon (1997), the changes that took place in capitalism after
the Second World War facilitated Irish policies for industrialisation. This in
turn led to a heavy dependence upon multinationals.

The international

nature of such firms encouraged their Irish employees to develop
international careers. The Ireland that the migrants left behind was very
different to that of previous emigrants as, according to Kelleher, Ireland
prospered in the late 1970s. A high level of education and exposure to the
international community, through membership in the European Economic
Community, combined with an ever-expanding media environment to give
the young Irish higher expectations than previous generations.
Hazelkom (1997) and Courtney (2000) state that the 1980s witnessed a
dramatic and rapid return to mass migration from Ireland.

According to

Mac Einri (2000), the international recession of 1979 and 1980, and the
baby boom of the 1960s, severely impacted on Ireland and net out
migration resumed on a large scale. Between 1981 and 1986, the Central
Statistic office (CSO) in Dublin estimated a total net migration from Ireland
of 72,000.

By the late 1980s, the old scourge of emigration was well and truly
part of Irish landscape again and there was a lot ofpolitical and social
influence in the topic (Courtney, 2000: 300-301).

Reflecting the significant structural changes within Irish society since the
1950s, Hazelkom states that the estimated 210,000 people who left the
country between 1982 and 1991 reveal a more complex class structure
than previous generations:
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For Irish migrants with few or no qualifications, their place in the
secondary labour market has been confirmed; their work is casual,
non-unionised, often subcontract, giving the impression that a specific
kind of Irish migrant labour is entrenched. But the 1980s have also
seen the growing presence of skilled and graduate migrants in the
professional, managerial and administrative fields, thus illustrating
that the migration experience is strongly influenced by the class
structure of the indigenous society (Hazelkom, 1997; 180).
Courtney (2000) states that the estimated net emigration for the period
1988 to 1989 was 46,000; a figure widely quoted and used in public
discourse, but disputed by Courtney. According to Courtney (2000), the
actual figure was nearer to 65,000 (estimation based on official data and
unpublished statistics);

My suggestion that the figure might be as high as 65,000 in 1989; an
underestimate as it transpired was used as a ‘political football’ in Bail
Eireann and elsewhere.

My estimate of gross emigration for the

period 1982 to 1988 was 224,000 and 51,000 for 1987 to 1988, when
net emigration was 130,000 and 32,000, respectively

(Courtney,

2000: 302).
According to Dowling Almeida (1997), Irish emigrants possessed higher
expectations of their new host country mainly, due in part to their exposure
to the American life-style though the media:

They were exposed to life in the United States via television and film,
which at the very least may have aroused their curiosity about the
country, and very likely introduced them to opportunities that existed
outside of Ireland.

The United States had been familiar to the Irish

for centuries because of the history of migration between the two
countries, but the expansion of the broadcasting industry brought
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America into the living rooms of the Irish. It arguably made the United
States a more familiar place (Dowling Almeida, 1997: 203).

According to Dowling Almeida (1997), the undocumented status of so many
late twentieth-centuiy Irish migrants in America makes it difficult to
identify ^who’ they are, ‘how many’ they are, and Svhy’ they leave Ireland for
America. As illegal aliens their experience in America during the 1980s and
the early 1990s is presumably quite different from the experience of
previous generations of Irish who entered the country legally’ and could
technically mainstream into America economy and life-style.

As the late

twentieth-century migrants often live a shadow existence, they are difficult
to track and reluctant to talk (Dowling Almeida, 1997).

Corcoran (1993)

previously stated that the Irish ‘illegals’ faced many obstacles during the
late 1980s, ranging from workforce dangers to personal alienation.
By the early 1980s, Kelleher (1998) notes that New York was emerging from
a major recession. The New Irish found little difficulty getting jobs in the
traditional Irish emigrant occupations of construction, bar work, and home
care.

The New Irish lacked proper legal documentation to work, but lax

labour laws combined with a network of Irish and Irish American employers
provided them with opportunities. Dowling Almeida (1997) states that most
of the emigrants did not have a social security number; therefore, they
could not pay taxes, resulting in the Irish often being referred to as the
‘Invisible Irish’. Kelleher (1998) believes that this made it extremely difficult
to come up with a clearly defined profile of the New Irish as most of them
were undocumented, thus meiking it impossible to develop accurate
statistical information.

Harris (1999) believes that today modem families often force young people
to move out of home, but, with few exceptions, this has meant temporary
internal displacement. Dowling Almeida (1997) suggests that it was typical
for the New Irish to enter the United States as tourists or temporary
workers, and overstay their visas. Relatively few Irish entered the United
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States with appropriate documentation between 1981 and 1985. According
to Dowling Almeida, immigration legislation passed in 1986, 1988, and
1990 contained provisions providing thousands of non-preference visas for
the Irish.

By early 1991 more than 16,500 Irish, many of then former

illegal aliens, obtained green cards (permits to work and live in the United
States) as a result of the new laws.

Dowling Almeida believes that this

documented population will establish a seed group that could make it
possible for their families to enter the United

States legally and

presumably, prevent a recurrence of the ‘undocumented’ phenomenon of
the 1980s.
According to Hazelkom (1997), over the decade from 1984 to 1994, an
estimated 25 per cent of Irish graduates left for new opportunities, while
“the unskilled have been forced either to float between destinations, or, to
remain at home”, contributing to a large, permanent underclass in Ireland
(1997: 185).

Consequently, Hazelkom notes that official statistics citing

only 1,000 people migrating between 1990 and 1991 conceal the class
nature of Irish migration. Dowling Almeida, (1997) Gray (2000) and Lalor
(2003) note that probably 70 per cent of these migrants left for Great
Britain, and that the numbers that left for America or travelled to America
via Great Britain is a source of dispute, but the estimates lie between
40,000 to 150,000-plus.

According to Hanlon (1997), due to location and peripheral nature, Ireland
was deemed a poor substitute by professionals as compared with its core
rivals America and Britain in terms of opportunities for gaining quality
work experience. Hanlon (1997) and Connolly (2000) further suggest that
Irish industrial policy actively encourages those who have professional jobs
to pursue careers abroad.

Hanlon also believes that the working class

emigrate in times of economic hardship, whereas professionals go in good
and bad times, because they are not solely motivated by economics.
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2C: 2

The New Irish in America

In a survey undertaken by Dowling Almeida and the Emerald Isle
Immigration Center (EIIC) in the autumn of 1990 with 247 Irish migrants
(45 per cent female, 54 per cent male) in New York, it was found that 58 per
cent of those surveyed were undocumented.

Twenty-two per cent were

Donnelly Visa^^ recipients, 6 per cent had a visa through marriage, 4 per
cent had a visa through a relative, 4 per cent had a H-1 visa and 2 per cent
had sponsorship. This survey found that the peak year for migration was
1986 — the year that the Immigration Reform and Control Act (IRICA) was
passed and made jobs for undocumented aliens more difficult to obtain.
Two thirds of those who responded to the survey were employed before they
left Ireland, with 32 per cent with no job (in Dowling Almeida, 1997).

Dowling Almeida (1997), Courtney (2000), and Walter (2002) note that,
through the 1980s, the New Irish were characterised as undocumented
university graduates waiting at tables, tending bars, changing nappies or
hammering nails.

According to Courtney (2000), the overall number of

graduates who emigrated increased from 1,342 in 1986 to 2,039 in 1989.
This figure reduced to 1,271 in 1992 and rose again to just less than 2,000
each year between 1994 and 1996.

An interesting finding, in Dowling Almeida’s sample, was the age and the
place of origin of the respondents. The average year of birth for the males
was 1961, and 1965 for females, making them twenty-nine and twentyseven and a half years of age respectively, at the time of the survey.

In 1990 Paul Donnelly worked as a congressional aide who played a role in writing the 1990 H-IB
legislation. H-IB is considered a nonimmigrant visa and Hl-B holders are indentured to their
employers, since their legal right to remain and work in the United States depends on their
employment status.
H-IB allows applicants with professional or specialized employment
backgrounds to obtain employment in the U.S. for an initial three year period. Applicants through
extensions can stay for six to seven years if they are applying for a Green Card (www. Zazona.com).
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Previous research suggested that the population was younger, perhaps
under twenty-five years of age (Dowling Almeida, 1997: 200).

Dowling Almeida’s survey also revealed that migrants originated from all
over Ireland.

No county was particularly dominant, although Dublin and

Cavan boasted the most migrants, with 9 per cent and 8 per cent
respectively, for all respondents.

“Historically, out-migration had been a

phenomenon of the western counties, but the survey results coincide with
the National Economic and Social Council’s (NESC) 1991 Report on
Emigration, suggesting that “migration is no longer restricted to the rural
population. It has penetrated the middle-class and urban populations as
well” (Dowling Almeida, 1997: 200).

Dowling Almeida (1997) further states that the marital status of the
respondents is worth noting; almost one-third of the sample was married.
Throughout the 1980s the media consistently portrayed the New Irish as
young school leavers, but the New Irish who responded to the survey were
ten years out of secondary school.

Almost 60 per cent arrived between

1985 and 1987, so most had lived in the United States for at least three
years at the time of the survey. The survey also showed the average age of
the respondent upon arrival was over twenty-three years. By 1990, these
young adults had presumably established relationships, friendships and
life-styles natural for young independent adults, including marriage; it was
significant, that 80 per cent of the married respondents had Irish spouses
(Dowling Almeida, 1997: 200).

This, according to Dowling Almeida,

highlights two things:

•

The Irish in the survey did not seek the green card through marriage

•

Assuming the marriages took place in America, the population do
not mix with non-Irish.

According to Dowling Almeida (1997), the Irish remain “clannish”.

This

‘clannishness’ or reluctance among migrants to assimilate in the host
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country is not uncommon. In the case of the New Irish, Dowling Almeida
believes that it should be considered in the context of a larger dynamic that
involves their reasons for leaving Ireland and their plans for the future.
According to Corcoran (1993) and Drucker and Gumpert (1998), the
problems for emigrants arise from the fact that emigrants and the host
nation are faced with changes in cultural spheres including language,
heritage, ethnic pride and identity, ethnic interaction and inter-ethnic
distance, and perceived discrimination.

Padilla (1986) previously stated

that the cultural changes are often multidimensional. According to Castles
and Miller (1999) and Corcoran (1993), settlers are often distinct from
receiving populations in various ways; they may come from different types
of societies with different traditions, religions and political institutions.
They often speak a different language and follow different cultural
practices.
Dowling Almeida (1997) and Walter (2002) believe that the Irish who came
of age in the 1980s were probably the best educated the country had ever
produced, and, according to Dowling Almeida’s research, these young
people were raised with high expectations, but Ireland of the 1980s could
not fulfil the job expectations of these people as a result of the recession at
that time.

Dowling Almeida (1997) further states that historians argue that emigration
has been among the expected options for generations of young Irish people
since the 1800s.

Dowling Almeida’s research found that, despite the

economic obstacles, some New Irish explored the job market at home before
emigration. The majority of the respondents to Dowling Almeida’s research
had jobs when they left Ireland, which suggests that their decision to leave
was as a need for career advancement.

According to Dowling Almeida

(1997), the impact of the expectation and aspiration on migration is
considerable, but not necessarily defined by the number of years spent at
school, but the generation that produced the New Irish according to
Dowling Almeida were well versed on American culture and considered that
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the United States of America to be familiar, because of the history of
migration between the two countries:

For young Irish people of ability and desire, New York was not so
foreign a destination in the 1980s. Their situation was not unlike that
of a young adult from a small town in Maine or Midwestern America
who moves to New York City to start a career because his/her home
town cannot satisfy his/her ambition (Dowling Almeida, 1997: 203),
Gray (2000) states that there was a remarkable increase in emigration
between the first and second half of the i980s.

Gray believes that, if the

number of Irish “illegals” were taken into account in the United States, that
the figures for the Irish there would be greatly increased.

The United

States Irish Immigration Reform Movement calculated that the number of
Irish “illegals” in the United States was approximately 135,000 in the early
1990s (Gray, 2000).

Dowling Almeida (1997) notes that, when asked directly as to why they left
Ireland, results from the respondents were mixed.

Thirty per cent of the

entire sample cited joblessness, 25.5 percent indicated that a restrictive life
style and culture pushed them out. Many emigrated to New York, in search
of a better future:

The ‘push’ factor of social and cultural constrictions deserves
attention.

Evidence from this study suggests that many other

migrants left Ireland in search of personal as well as finanjcml
freedom.

Migration was the only route to escape the ‘cultural

straitjacket of Ireland’, where personal initiative and creativity were
scorned. A thirty-five-year-old woman from Kilkenny wrote that ‘the
biggest thing about New York for me is that nobody cares what you do
(Dowling Almeida, 1997: 204).

70

O’Driscoll (2005), reporting on an major emigration conference in New York,
in 2005, states that Donlon-Fany, (a therapist with the Aisling Irish centre
in New York), notes the average age of emigrants has dropped to between
18 and 25 years, and that those currently arriving in the United States are
less educated and much more prone to depression, compared to those
identified by Dowling Almeida (1987) during the hrain drain’ of the 1980s.
Courtney (2000) previously noted that, during the period 1991 to 1996,
there was a mu eh higher immigration level among females than males.
Donlon-Farry (2005) believes that today’s emigrant has many difficulties
adjusting to life in the United States, with many living a bicultural
existence between the United States and Ireland, unsure to which country
and culture they belong;

Many feel very vulnerable and they are very reliant on the ethnic
enclave for everything from accommodation, to work, to friends. There
are high levels of stress among the group because of seasonal
unemployment, particularly among men in the construction industry.
Many live in overcrowded apartments with unpacked suitcases on the
ground. They are never really nesting, and as a result, they feel very
lost.

Many have no life goals, so in five years they don't know

whether to remain in the United States, or to return home to Ireland (in
O’Driscoll, 2005: 6).
Gray (1997) notes that, in modem day Ireland with the advent of advanced
communication technology, leaving seems less final, even though many of
those who leave never return again to live in their native Ireland. According
to Gray, leaving evokes memories of past leavings and the loss of
generations of Irish emigrants from Ireland. Even in the 1990s, that sense
of loss is easily evoked and those who remain have to carry on in the
absence of many friends and family members (Gray, 1997).
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Ties
and
Homeland

2C: 3

America

. . .

Connections

with

the

had no past, but only a present and a future
(Lowenthal, 1986: 110).

The Irish emigrant of 1841 left for different reasons and retained
different memories from the emigrant of 1881, 1911, 1920s, 1950s,
1980s, or 1990s.

Eairly eighteenth century Irish emigrants had both

problems and opportunities.

They encountered an often hostile host

society, but they also entered an Irish-American world at the moment of
its creation, and still tied to the motherland, many of these emigrants
would become its senior partners.

The transition of later arriving Irish

was smoothed by the pioneering of those who had come first, and who
had remained clannish and connected, but the “short cuts” to power
within that community were gone, taken either by the pioneers or by
their sons (Emmons, 1997).

According to Flynn and Kelleher (2003), a county such as Cork alone
can boast many connections and ties with the United States.
and

Kelleher further note

that many Cork emigrants

Flynn

and

their

descendents became very famous in the United States: actors such as
Angela Lansbury, John Mahoney, Brian Dennehy, Jack Lord, Hurd
Hatfield, and Charlie Chaplin; Director, Alfred Hitchcock;

Writers,

such as Frank O’Connor, Sean O’Faolain, and Fitz-James O’Brien;
Architect,

developer of the

Skyscraper and

“Father of American

Modernism”, Louis Henri Sullivan; Boxers, Jack Doyle, James “Yankee”
Sullivain and Billy Conn; Industrialist, Henry Ford; Speaker of the
House of Representatives, Thomas P. “Tip” O’Neill; Pioneers, William
Penn, and Sir Walter Raleigh and many more, claim Cork connections.
These people and many more gave Ireland a valid reason to be proud of
its people in the United States.

Many of these maintained strong

connections with the motherland, ensuring that the bonds and ties
were never severed.
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Mac Einri (2000), Lalor (2003), and Flynn and Kelleher (2003) state, that in
the

1980s

and

1990s,

there

was

an

emergence

of a new and

distinguishable emphasis on the ties between the Irish at home, and the
Irish around the world. In part this was cultural — the new wave of Irish
singers, musicians and cultural artists from within the country and also
from within the diaspora, put Irish identity “on the map”.

Mac Einri

(2000) and Walter (2002) further suggest that the attention paid by Irish
President Mary Robinson (1990-1997) to the global Irish diaspora was
also significant.

President Mary Robinson emphasised the broader

Irish community in the world by paying equal attention to the
‘becoming Irish' — those immiigrants, asylum-seekers and refugees who
were beginning to arrive into Ireland for the first time in modern
history. President Robinson sought to place the diaspora at the centre
of Irish consciousness and chose the theme of ‘Cherishing the
Diaspora’ for her address to the joint houses of the Oireachtas in
February 1995:
Our relation with the diaspora beyond our shores is one which can
instruct our society in the values of diversity, tolerance, and fairmindedness . . . The Men and women of our diaspora represent
not simply a series of departures and loss.

They remain, even

while absent, a precious reflection of our growth and change, a
precious reminder of the many strands of identity which compose
our story . , . We need to accept that in their new perspectives may
well be a critique of our old ones (Robinson, 1995).

President Mary McAleese, who succeeded President Robinson in 1997,
has continued in the same tradition. Both presidents, have successfully
continued in their mission to the diaspora and have opened a
significant dialogue between the Irish at home and those of Irish
descent around the world:
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There has been an increasing, if initially grudging, acceptance that
the Irish identity of those within the diaspora is not simply a pale
shadow of 'authentic’ Irish identity in Ireland, but has something
distinctive to contribute.

Where once the Irish in Ireland laughed

at the outlandishness of Irish-American culture, as they saw it, or
claimed that Irish culture could only exist in bastardized form
outside the Motherland, the Irish Diaspora increasingly claimed its
own place and denied that its culture was inferior.

Such

forwardness from the diaspora did not always go down well in
Ireland — the brashness of Riverdance may have offended some
who disagreed with its aesthetic values but it must have offended
others because the proponents came from within the mainstream
of Irish culture, but an Irish culture nurtured outside Ireland (Mac
Einri, 2000: 4).

Walter (2002) concurs and states that the Irish diaspora is now “speaking
back to the homeland”, thus enhancing the bonds and connections
between the two countries.

Walter further believes that thinking about

‘diaspora’ rather than ‘emigration’ brings into focus a new kind of
relationship between the two countries. It draws attention to ties between
Ireland and the different communities abroad - through visits, remittances,
phone calls, assistance to new arrivals, and cultural exchanges. These ties
also include more than one generation, recognising that sense of ethnic and
national identity are not confined to birthplace groups but extend to their
own families and descendants.

This re-orientation was confirmed by the

change of Article 2 in the Irish Constitution in 1999 to state that “the Irish
nation cherishes its special affinity with people of Irish ancestry living
abroad who share its cultural identity and heritage” (Walter, 2002:32).

Lowenthal (1986) believes that those who lack links vnth a place must
forge an identity through other pasts.
roots remain dislocated.
pioneer

lands

to

often

Immigrants cut off from their

Discontinuity impels many who grow up in
exaggerate

attachments

to

romanticized
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homelands.

“Some need the tangible feel of native soil” (1986; 42).

Lowenthal (1986) further states that we cannot function without links
with a recognizable past. To cope with change, one needs considerable
continuity with the past; “survival requires an inheritable culture”
(Lowenthal, 1986).

Dowling Almeida’s (1997) research found that the Irish diaspora in America
wanted to maintain contact with Ireland. The results showed a consistent,
conscious attempt to hold on to their Irish roots without giving up what
they have come to enjoy in America. The remarks of a documented twentyseven-year-old man from County Offaly, according to Dowling Almeida,
reflect other survey results which suggest that the links with home were
not entirely severed for all respondents:

New York is a wonderful city to come and work in and earn money,
but New York is not the place to raise a family and grow old in. There
is no place like home after all (in Dowling Almeida, 1997: 206).

Kelleher (1998) concurs and notes that, during the 1980s, many of
the older Irish in New York believed that the young Irish were not
interested in assimilating into

American culture.

One

possible

explanation for this, according to Kelleher, was that communication
between Ireland and the United States was much easier and cheaper
for the New Irish compared to any previous generation of emigrants;

Although

many

complain

of

homesickness,

communication

between America and Ireland is so easy that the emigrants say
they often know what's going on at home before their family does
and vice versa. In addition to the newspapers and the continuing
flow of new arrivals from Ireland, economical phone rates between
the United States and Ireland make it possible to keep in fairly
frequent contact with friends and family. AT&T reported that in
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1988, 5.1 million calls were made to Ireland, an increase of 3.4
million since 1982 (in Kelleher, 1998: 29).

Dowling Almeida (1997) and Walter (2002) believe that the personal ties
with home are very strong.

Research undertaken by Dowling Almeida

found that over half (55 per cent) of all respondents phone home to Ireland
once a month, and this phone contact with home did not diminish over
time.

Regardless of the year of arrival, according to Dowling Almeida, a

minimum of 50 per cent of all respondents continue to phone home more
than once a month.

According to Dowling Almeida, interest in the

homeland is so great that sixty two per cent of the documented
respondents said that they wanted to vote in Irish elections; having a green
card did not diminish the New Irish interest in the political process at
home. Dowiing Almeida (1997) notes that a group called the Irish Emigrant
Vote Campaign (lEVC) was formed in 1991 by migrants in the United States
who want the Irish Government to grant to emigrants the right to vote,
many of whom, according to the Irish Voice, “wish to return home at some
time and therefore have a voice in the future direction of the country” (in
Dowling Almeida, 1997; 206);

Sean Minihane returned to Ireland in the 1990s to accept a job with
an engineering firm in Dublin, but he still considers himself chairman
of the Irish Immigration Reform Movement (RRM) in America.

The

following year he was selected to co-ordinate the emigrant vote
campaign in Ireland for the lEVC.

Clearly he has not cut the cord

between the two countries (DowUng Almeida, 1997: 208).

Danaher (1997), however, notes that the Irish were preoccupied with the
causes of their native home which resulted in a lack of the establishment of
a new culture in their adopted land.

According to Dowling Almeida (1997),

despite the pull towards Ireland the undocumented Irish in America cannot
leave America because of their illegal status.

Forty-four per cent of the

undocumented respondents ranked the inability to travel to Ireland as their
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number

one

problem.

Dowling

Almeida

(1997)

states

that,

if

undocumented aliens leave the United States, they run the risk of being
denied re-entry:

With the passage of the 1986 immigration legislation, tighter screening
procedures were enforced at the points of entry (including Shannon
airport in Co. Clare) to reduce the number of visa overstays.

As a

result, many undocumented Irish remain in the United States. Much
as they miss home, they are not willing to relinquish what they have
in America. A twenty-six-year-old woman from Westmeath wrote, “I
would much prefer to live in Ireland, but only if I could live in comfort
with a secure income” (Dowling Almeida, 1997: 206).

Dowling Almeida (1997) states that documented Irish freely travel between
the two countries. Almost half (42 per cent) of the documented Irish in her
research visit Ireland at least once a year, compared to 37 per cent who go
home less than once a year.

The latter number, according to Dowling

Almeida, may include those who cannot return to Ireland because of
financial restraints.

Respondents to Dowling Almeida’s survey do not

believe that they can reproduce Ireland in America.

While they enjoy the

financial and social freedom available in America, their adopted country
■will never be their permanent home.

Easy

accessibility

to

Ireland

through

improved,

affordable

communication, combined with the fact that the New Irish were
disenfranchised because of their undocumented status, may have
made them at least appear reluctant to assimilate into American
society. It should also be remembered that the sheer number of new
immigrants meant that when they congregated in the Irish bars they
appeared to be clannish, but it was natural for the young Irish to
stick together.

In the pubs they were able to discuss the latest

information from Ireland.

They were able to discuss the problems

they faced in the United States.

Because there was very little
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emigration from Ireland in the 1970s, the age difference between the
New Irish and previous immigrants was dramatic. All these factors
had the effect of isolating the New Irish to some extent. But the fact
that the emigrants kept in touch on a regular basis with Ireland put
pressure on the Irish Government to be responsive to their needs and
support their struggle for legal status (in Kelleher, 1998: 216),

According to Dowling Almeida (1997), in the short term, the New Irish
emigrants will not have to choose between America and Ireland as modem
communications and air transport between the two countries offer the
oppoidunities to coexist between the two countries.

Dowling Almeida

believes that the green card makes it possible for a migrant to work in the
United States and visit Ireland for a period every year.

Mac Einri (2000)

and Walter (2002) concur and note that it is therefore conceivable for the
current generation of Irish migrants to lead bi-national lives.

Dowling

Almeida (1997) and Walter (2002) state that the 1991 National Economic
and Social Council (NESC) report on emigration notes a change in the
character of Irish emigration over the last century. Since the Second World
War, its findings show signlflcaint simultaneous population flows both in
and out of Ireland, suggesting that emigration may not be the final act of
severance from the homeland that it was m the last century.

Walter (2002) reports, that there is evidence of a large-scale redistribution
of the Irish population in the USA, in subsequent generations. He believes
that the Irish American population is widely scattered throughout the
country. The largest proportion are located in the South (33.3 per cent),
followed by the North Central region (26.0 per cent), which includes the
mid-West states and then the North East (21.7 per cent) closely followed by
the West (19.1 per cent). According to Walter (2002), the Irish in America
show a strong clustering in managerial and professional occupations for
both women and men, with much smaller proportions in manual
occupation. Walter further states that this clustering is more marked for
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the longer established pre-1980 emigrant group suggesting both upward
mobility with age and the limitation to low-paid work amongst new arrivals.

Walter (2002) believes that the constantly changing nature of IrishAmerican ethnicity over the last century offers a reminder of the malleable
nature of expatriate identity. As domestic events in the United States have
led to an indigenous form of Irish ethnicity, one can better appreciate the
broader conceptual approach of the Irish diaspora.

Walter further states

that ethnicity may be viewed as a means by which emigrants negotiate the
complementary pull of trans-national ties with the domestic gravities
exerted by their foreign environments.

2C:4

Irish-American
Homeland

According

to

Fitzgerald

Political

(2004),

Ties

Ireland’s

with

official

the

diplomatic

representation in the United States dates back to October 1924, when
Saorstat Eireann

(The

Irish

Free

State)

sent its first diplomatic

representatives outside the British Commonwealth.

Fitzgerald suggests

that this event alone encapsulates the importance of the United States to
Ireland.

Fitzgerald further suggests that the same criteria have not

necessarily always applied the other way round.

For Washington,

Ireland is essentially another western European state, though one with a
large and relatively influential ethnic population in the United States.

Mac Einri (2000) believes that, when examining Irish-American links, it
is important to acknowledge the notable success of Irish political
lobbying in Washington. This lobbying group was successful, not only
in placing Irish immigration high on the agenda in the Congressional
debates on new migrants, but also in promoting Irish interests in the
growing debate concerning the United States role in Anglo-Irish affairs.
The success of Irish diplomats, lobbyists and politicians was a tribute
to a new confidence and maturity (Mac Einri, 2000).

Kelleher (1998)
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concurs and notes that Irish names still appear in the roster of
politicians in cities like Chicago, Boston, and New York.

Fitzgerald

(2004) believes that one of the primary symbols used to engender good
relations between two countries is state visits; of particular note was
the visit by Sean T. O’Kelly to the United States in 1959 and President
John F. Kennedy’s visit to Ireland in 1963. According to Fitzgerald, it
was the lead-up to the O’Kelly trip, rather than the visit itself, that is
most noteworthy, while the reciprocated journey four years later by the
United States president remains one of the historical highlights of
Irish-American relations.

The visit to Ireland by John F. Kennedy in

the summer of 1963 was of profound political significance in Ireland. It
was regarded as an indication that Ireland was in the mainstream of
international affairs.

The President’s visit to the Kennedy family

ancestral home-stead in Dunganstown provided the most memorable
images of the visit (Fitzgerald, 2004).
According to Flynn and Kelleher (2003), many successful American
politicians claim Irish connections: “Philip Roach was bom in Fermoy,
Co. Cork in 1820, and emigrated to the United States in 1825.
became Mayor of Monterey, California in 1849.

He

William R. Grace was

born in Riverstown estate, north of Cork aind, after emigrating to the
US, became the first Irish Catholic mayor of New York in 1832.
Richard “Boss” Croker was born in Clonakilty in 1841 and became a
Tammany Hall Politician.

Patrick Collins was born in Fermoy in 1844

and was the second Irish-born mayor of Boston.

Thomas P. “Tip”

O’Neill had his roots in Mallow, Co. Cork and was a speaker of the
United States House of Representatives from 1977 to 1986” (2003:7186).

Fitzgerald (2004) believes that, in the case of Ireland and the

United

States,

bilateral ties

are characterized

by networks and

relationships that are both deeply rooted and wide and, to the present
day, Irish-American links remain strongly bonded.
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Section 2
Consumer Behaviour and Tourism

2D

Consumer behaviour is tJie study of how and why consumers make
purchasing decisions.

It involves the study of what has been

consumed, but also the reasons that have led to such consumption.
Consumer

Behaviour also

attempts to appreciate how products,

services and consumption activities contribute to the broader social
world one experiences (Solomon, et al. 2002).

Consumer behaviour

explores the uniquely individual psychological factors that shape our
behaviour such as personality and motivational state. It seeks to give
marketers

an

insight into how their products

and

promotional

messages are perceived, and how consumers develop favourable or
unfavourable attitudes towards products and services.

Our behaviour

is shaped by societal and family influences and, to be more effective,
marketers need a more thorough understanding of this complex series
of personal, psychological, and external influences (Gibson and Nielsen,
2000). Solomon et al. (2002) define consumer behaviour as the process
involved when individuals or groups select, purchase, use or dispose of
products, services, ideas or experiences to satisfy needs and desires
(2002: 5)

According to Jacoby (1976), consumer behaviour reflects the totality of
consumer’s decisions with respect to the acquisition, consumption, and
disposition of goods, services, time and ideas by decision-making units
over time. Murray and O’Driscoll (1999) state that consumer behaviour
may be interpreted as a number of decision-making steps which start
with the recognition of a consumption need and end with the learning
involved in consuming the product or service purchased to satisfy that
need.

Dibb et al. (1994) and Kotler and Armstrong (2004) both define

consumer behaviour as the buying behaviour of final consumers —
individuals and households who buy goods and services for personal
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consumption.

All of these final consumers combine to make up the

consumer market.

Lunsdon (1997) states that the marketer has to be aware of the wideranging number of internal motivations, external influences, and the
formative stages in the buying process,
offerings.

associated with tourism

Lunsdon (1997) believes that, while it is impossible to

evaluate every permutation, it is advantageous to have a general
understanding, even though there are major limitations found in many
of the studies. According to Swarbrooke and Horner (1999) and Crotts
(2000), consumer behaviour is the key to the underpinning of all
marketing activity which is carried out to develop, promote and sell
tourism products.

Consumer behaviour is a dynamic but difficult

subject to research, particularly in the field of tourism, where decision
making

leading

to

purchases

by

consumers

are

of

emotional

significance (Crotts, 2000).

2D:1

Tourist Consumer Behaviour Models

Swarbrooke and Horner (1999), state that the purpose of consumer
behaviour models is to attempt to give a simplified version of the
relationship of the various factors that influence consumer behaviour.
The models that were developed describe consumer behaviour with the
intention of trying to control the behaviour patterns.

The models,

however, fall short of these objectives and only suggest an appreciation
of interactive factors that influence behaviour patterns (Swarbrooke
and Horner, 1999).

According to Crotts (2000), an enduring component of the travel and
tourism literature is research that has attempted to describe the extent
to which travellers acquire information in their purchase deliberations
and the degree to which the use of these sources may be influenced by
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selected explanatory variables.

Crotts notes that such studies have

often drawn upon the findings in the consumer behaviour literature
related to the consumer's use of information sources as applied to
durable and nondurable products.

Such cross-product comparisons

create a basis for understanding why some resort travellers conduct
more pre-purchase search for information than others.

Crotts (2000)

relays that one striking conclusion has emerged from research:
Though age, income, and education have often been found to
influence the amount of pre-purchase information in consumer
durables, seldom have they done so in the case of experience goods
such as tourism. Instead, trip-specific variables such as the size of
a vacationers evoked set (i.e., the number of vacation alternatives
seriously considered), amount of pre-trip planning time available,
distance travelled, and the frequencies of repeat visitation to a
destination have proven to be far more productive in explaining the
total amount o/in/ormafion collected and each source's subsequent
degree of influence on vacation decision-making (2000: 161).

There are many tourism researchers who have put forward differing
models of tourism behaviour. Researchers, such as Shih (1986), reviewed
the concept of Values and Lifestyles (VALS); Um and Crompton (1990)
tested the role of attitudes in the pleasure travel destination choice
process and Woodside and Lysonski (1989) also presented a model of
traveller destination choice etc.

According to Crotts (2000), models of

consumer behaviour in tourism are worth examining.

While examining models of consumer behaviour in tourism, Hudson
(2000) relays that Zaltam and Burger (1975) define tourism consumer
models as a simplified but organized and meaningful representation of an
actual system or process. According to Hudson (2000), an early attempt
to provide some understanding of tourist purchase behaviour was made
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by Wahab, Crampon and Rothfield (1976). Wahab et aL, suggest that the
holiday purchase is unique, in that there is:

(i)

No tangible return on investment

(ii)

Considerable expenditure in relation to earned income

(hi)

A purchase that is not spontaneous

(iv)

An expenditure that involves saving and preplanning.

According to Wahab et al (1976), “these elements make a tourist all the
more sensitive to being disappointed.

He or she will be embittered by

anything or anybody who shatters that illusion” (in Hudson, 2000:19).

Schmoll (1977) developed a model based on the Howard and Sheth (1969)
and Nicosia (1966) models of buyer behaviour. According to Swarbrooke
and Horner (1999), the Howard and Sheth model is the most frequently
quoted model of buyer behaviour.

The model is important because it

highlights the importance of inputs to the consumer bu5hng process, and
suggests ways in which the consumer orders these inputs before making a
final decision. Although the Howard and Sheth model has been developed
as a result of empirical research, and is a comprehensive theory of buyer
behaviour, it does have limitations, because it does not explain all buyer
behaviour (Swarbrooke and Horner 1999).

Other researchers, such as Mayo and Jarvis (1981), believe that individual
travel behaviour can be explained by the length of the decision-making
process and by the influence of psychological factors on a person’s
choices.

According to Mayo and Jarvis (1981), understanding how an

individual traveller makes a decision requires an insight into the
psychological and social factors that influence their choices.

Mayo and

Jarvis (1981) note that the internal psychological factors that influence
travel behaviour are perception, learning, personality motives, and
attitudes. Mayo and Jarvis state that these psychological factors do not
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operate in a vacuum, and that travel decisions are also affected by forces
outside the individual, and by other people: for example, role and family
influences, reference groups, social classes, culture and subcultures.

Mathieson and Wall (1982) also developed a model suggesting a linear
five-stage model of travel buying behaviour.

The behavioural model

proposed five principal phases:
1

Felt need or desire to travel

2

Information collection and evaluation

3

Travel decisions

4

Travel preparations and travel experience

5

Travel satisfaction evaluation (in Hudson, 2000: 22).

Gilbert (1991) criticized the above model, proposed by Mathieson and
Wall, because they omitted the important aspects of perception, memory,
personality, and information processing, which is the basis of traditional
models.

Despite the limitations of Mathieson and Wall’s model, the

framework was designed solely to indicate that the impacts of tourism are
the consequence of tourist decision, and recognizes that the impact of
tourism is dynamic: altering with corresponding changes in destination
features, trip characteristics, and the personal and behavioral attributes
of tourists. One of the most recent models of vacation tourist behaviour
was presented by Moutinho in 1987. This model consists of a flow chart
with the following three components:
1

The pre-decision and the decision process

2

Post-purchase evaluation

3

Future decision-making (in Hudson, 2000: 24).

Each part of the model is composed of fields and subfields, linked by
other concepts related to tourist’s behavioural process. The inclusion of
post-purchase evaluation and future decision-making in Moutinho’s
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(1987) model was an attempt by Moutinho to contribute to a global
analysis of tourist behaviour.

Gilbert (1991) suggested that the last

stage of Moutinho’s model could have been incorporated in the first part
of the model where issues of attitude, evoked set, and perception can be
treated in a more complex way.

A less comprehensive model of tourist-buyer behavior was presented by
Middleton a year later in 1988.
response”

This model was called a “stimulus-

buyer behavior model.

Middleton’s model has tourist

interactive components, with the central component identified as “buyer
characteristics and decision process”, which incorporates motivation.
The first two components are inputs, most of which can be manipulated
by marketing managers, while the final component represents the
purchase

output.

Middleton

(1988)

and

Schulman

(1990)

also

recognized the importance of friends and reference groups within the
communication

process.

Hudson

states

that

previous

research,

undertaken by Wells and Gubar (1966) and Schulman (1990), also
suggests that information accessible to individuals through family,
friends, and work colleagues can be extremely influential on purchase
decisions.

According to Middleton (1988), tourist motivation is the dynamic process
in buyer behaviour, bridging the gap between the “felt need” and the
decision to act, or purchase.

Middleton emphasizes that actions on

purchases are linked directly to motivations, which in turn are linked to
the buyers’ characteristics.

Middleton also sees product satisfaction as

the most powerful means of influencing future buyer behavior and
provides a link in his model between post-purchase and the decision
making processes.

Moutinho (1987) has also provided this link in his

model, but there is very little research into how much product satisfaction
influences buyer behavior, and if brand loyalty in tourism, relating to
destination choice, is weak or strong.
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Relating to research on the non-user, or non-purchase, of tourism,
Hudson (2000) notes that the area is under-researched:

Not only is there a lack of research into the link between satisfaction
and repeat purchase (or non-purchase), the knowledge of the non
user and the constraints facing this group is virtually non-existent
(2002: 27).

Hudson believes that non-users may represent a significant marketing
opportunity, and with increased application of marketing research to
understanding the motivations of different segments, greater success in
converting non-users to users should occur in the future. Hudson notes
that, for tourism, while research on non-users is difficult, it is vital for
marketers.

Discovering why people are not purchasing the services

provided by an organization is important, as most tourism organizations
need to attract new customers if they are to thrive, or even survive.
Hudson believes that one should note the difficulty and high cost of finding
out about non-users as a major marketing challenge for those in the
tourism industry.

Such research, however, can help marketers identify

different types of non-users for whom different marketing messages need to
be developed and transmitted. Such groups may be ex-users who need to
be tempted back, those who are aware of the product but need to be
persuaded to buy it, and those who are not aware of the product's
existence.

The lack of research into the non-user and the associated

constraints

represents

an

important

gap

in

consumer behaviour

research.

Hudson

(2000)

and

Kotler

and

Armstrong

(2004)

conclude

that

understanding consumer’s needs and bu3nng process is the foundation of
successful marketing. By understanding how buyers proceed through the
decision-making process, the various participants in the buying procedure,
and the major influences on buying behavior, marketers can acquire
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many clues about how to meet buyer needs.

Sv^rarbrooke and Horner,

(1999) and Hudson (2000) state that consumer behavior research in
tourism has focused on motivations, typologies, destination choice, and
the decision process itself.

The models of consumer behaviour have

been transformed by authors interested in the tourism choice process.
From a marketing point of view Hudson (2000) believes, however, that all
of the models discussed are not predictive, for two reasons:
1

The models are stereotypical and generalized, whereas, in
reality, the decision process will vary significantly among
different groups of tourists.

2

The models have no time dimension, so they do not indicate to
the practitioner when to intervene in the process to influence
the decision (2000: 29).

Decrop (2000), on the other hand, warns against intellectual myopia.
According to Decrop, there is not one but several ways of looking at
vacationers’ decision-making and behavior processes.

Traditional

models. Decrop notes, like those developed by Um and Crompton (1991),
Moutinho (1982; 1987), and Woodside and Lysonski (1989) are based on
such pervasive paradigms as positivism,
cognitive information processing.

(limited) rationality,

and

Decrop (2000) states that, until

recently, tourism behaviour literature and practice have leaned heavily
on those models.

Decrop believes that, while these models are useful,

they fail to translate the complexity of real life (the problem of attitudebehavior discrepancy is the most noteworthy example) and in addressing
such important issues as the role of emotion and feelings,

low

involvement and passive information search, nostalgia and daydreaming,
etc.

These problems,

according to Decrop,

have urged a more

naturalistic and experiential vision of tourist behaviour.

Decrop

suggests that Woodside and MacDonald (1994) and Teare (1994) are
major contributors to the study of tourism behaviour.

Decrop (2000) believes t±Lat Woodside and MacDonald (1994) address, to
some extent, the gap that existed in previous models, as they use
qualitative data to describe a general systems framework of how leisure
visitors may make destination choices. Woodside and MacDonalds’ (1994)
framework gives insight into how decisions, interactions between members
of a travel party, and activities or events that occur during pleasure trips
are related to each other and lead to other activities or events.

An

important assumption of the model, according to Decrop (2000), is that
activation of initial travel choices (due to “triggering events”) spreads over
time to related travel choices.

In conclusion, Swarbrooke and Homer (1999) believe that the diverse
characteristics of tourism means that consumer behaviour in tourism
will inevitably be very complex. Swarbrooke and Horner also believe that
most consumer behaviour models in tourism seem to be linear and
rather simplistic compared to general consumer behaviour models.

2D:2

Consumer Behaviour: Family Holiday
Decision-Making

According to Crotts (2000), the decision-making in which consumers
engage when deciding where to spend their vacations should not be
thought of as a uniform process. Shulman (1990) and Crotts (2000) believe
that deciding where to spend the family’s annual vacation is a different
process from deciding where to spend a weekend get-away. The degree to
which the consumer is concerned for, or interested in, the purchase
process will likely influence the amount and importance of information
search.

Swarbrooke and Horner (1999) believe that the decision to

purchase a tourism product is the outcome of a complex process.

The family is very important when deciding on destination choice as the
family is still the predominant social group in which people choose to
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spend their free time, particularly their vacations (Dumazedier, 1967;
Kaplan,

1975; Cheek, Field, and Burge,

1976; Crompton,

1981).

Davidson (1985) states that thirty-nine million, or 60 percent, of all
families in the United States took a holiday in 1985.

According to

Gibson and Nielson (2000), from a tourism perspective, the family is an
extremely important unit of consumption, as the family remains the
dominant purchaser of tourism services.

Gibson and Nielson further

state that many Irish seaside resorts are almost completely dependent on
the attraction they hold for families. Gibson and Nielson believe that the
understanding of how families purchase holidays is of great importance to
tourism mai'keters.

Gibson and Nielson (2000) state that the term ‘family’ can be difficult to
define, because it is in such a state of flux, but suggest that the
contemporary family consists of a wide variety of combinations of people
where families may also be included as a subset of households. Holdert
and Antonides (1997) defined a family as two or more persons related by
blood, marriage or adoption who reside together. Holdert and Antonides
further state that, from a tourism perspective, a family is a major
consumer of the tourism product.

Tourism researchers have viewed ‘family decision-making’ operationally
as being one of three types; husband-dominant^^, wife-dominant^^, or a
joint decisioni'^ between husband and wife (Sharp and Mott, 1956;
Blood and wolfe, 1960).

Characteristically, two-thirds or more of all

holiday decisions such as problem recognition, information search, and
the final destination decision are shared by the husband and wife (Sharp
and Mott, 1956; Kenkel, 1961; Davis and Rigaux, 1974; Cunningham
and Green, 1974). Furthermore, specific decisions such as travel routes

12

The husband is the predominant decision-maker (Nichols and Snepenger, 2000; 145-146).
The wife is the predominant decision-maker (Nichols and Snepenger, 2000: 145-146).
Both husband and wife are involved in the decision-making process (Nichols and Snepenger,
2000: 145-146).
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and commercial lodging are also made by the couple (Myers and
Moncrief, 1978). According to Nichols and Snepenger (2000), the other
one third of family decision-making has been either husband, or wife
dominant.

Nichols and Snepenger (2000), note that although several studies have
examined family decision-making within the holiday context, the topic
has not received a great deal of attention over the past decade. However,
the recent family literature indicates changes in husband and wife
relationships.

The increased participation of women in the workforce,

along with the blurring of sex roles will profoundly affect holiday
behavior by families (Lipman-Blumen and Tickamyer, 1975; Waite,
Goldscheider, and Witsberger, 1986; Bartels 1990; Maas 1990; Bartels
1990; Nichols and Snepenger 2000).

Nichols and Snepenger (2000)

further state that current and future holiday planning may be less likely
to be a joint-decision than in the past, owing to changing sex roles.
Consequently, Bartels (1990), and Nichols and Snepenger (2000) believe
that

decision-making

differences identified.

should

be

monitored

and

similarities

and

According to Maas (1990), women are very

different to men, especially when they travel. Maas believes that women
of all ages are an increasingly important target audience within the
travel industry, but, in order to sell to women, it is vital that one knows
what they want and what motivates them. Women like to be pampered,
are more likely than men to want to visit new places, and stay in
different hotels when on return visits to destinations (1990: 253).

Nichols and Snepenger (2000) undertook research to replicate and
extend research on family decision-making as it relates to holidays. The
study, a 1983 exit survey collected for the Alaska State Division of
Tourism, provided the data for analysis, and it evaluated husbanddominant, wife-dominant, and joint decision-making couples on socio
demographic characteristics and prior travel behavior.
comparisons

between

family

holidaymakers

was

In addition,
made

across
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anticipation and planning, travel to the destination, on-site behaviour,
and evaluation of the travel experience, as suggested by Clawson and
Knetsch (1966).

Nichols and Snepenger (2000) define ‘the family’ as a husband and wife,
travelling -with or without children.

Consistent with prior research,

decision-making within the family was viewed as husband-dominant, wifedominant, and joint (Wolfe, 1959; Davis, 1977). From their study, Nichols
and Snepenger note that neairly one-half of the visitors to Alaska were
families, and the proportion of families utilizing husband-dominant,
wife-dominant, and joint decision-making was consistent with previous
findings on family decision-making.

Nichols and Snepenger (2000) state

that, for holiday decisions, the overwhelming majority of families’ utilized
joint decision-making as the predominant form of holiday decision
making.

The proportion of families utilizing joint decision-making

corresponds to findings by Sharp and Mott (1956), Blood and Wolfe
(1960), and Myers and Moncrief (1978).
Nichols and Snepenger (2000) also suggest that a fourth role structure
exists that may become more relevant to both tourism marketers and
scholars.

Autonomic decision-making occurs when either the husband

or the wife makes the decision and either one is equally likely to make
the decision.

Nichols and Snepenger (2000) state, for example, that the

selection of lodging may be made by either spouse and the choice is
likely to be made by either spouse. It may be difficult to predict lodging
preferences without knowing who the decision-maker will be.

Other

holiday decision-making behaviour may become more difficult to model
with the increased potential for autonomic decision-making.

According to Bartels (1990) and Nichols and Snepenger (2000), the study
of

family

decision-making

could

help

tourism

marketers

in

the

development and facilitation of exchange, based upon product decisions,
price structures, promotional campaigns, and distribution channels.
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Nichols and Snepenger (2000) believe that more research in this area is
needed to assess whether family decision-making segmentation would be
useful in understanding the holiday market.

Crotts (2000) reflecting the views of Swarbrooke and Horner (1999,
suggests, that a search of the travel and tourism literature reveals an
assumption that vacation purchase decisions involve complex decision
making.

Crotts (2000) states that in complex decision-making, as

opposed to straight re-purchase, consumers are highly involved in the
purchase process and evaluate the alternatives in a detailed and
comprehensive

manner.

More

information

is

sought

and

more

alternatives are considered than in limited decision-making.

Assael (1987) theorized that complex decision-making is more likely for
high-priced products, (the purchase of an annual holiday) products
associated with performance risks, specialty purchases, and products
associated with one’s ego. According to Schul and Crompton (1983) and
Gitelson and Crompton
expected to

(1984),

vacation

consumers are generally

actively search for information

alternatives during their vacation deliberations.

and evaluate

several

Since a vacation is

assumed to be a relatively expensive product involving significant
amounts of a person’s discretionary time (McIntosh and Goeldner, 1986)
and income (Gitelson and Crompton, 1984), requiring purchases to be
made on symbolic communications alone (Gitelson and Crompton,
1984), it is viewed by most people as an extension of their personality
(Mill and Morrison, 1985), and complex decision-making should be the
rule, not the exception.

When a consumer arrives at a state of “need”, or a deprived state, at the
beginning of the decision-making process, they then decide to purchase
a product, service or, experience, to satisfy that particular need. At this
point, a consumer searches for alternatives, and evaluates same.

The
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next section briefly examines the evaluation process in which a
consumer partakes while engaging in the decision-making process.

Evaluation of Alternatives in Tourism
Decision-Making

2D:2.1

Once a consumer recognizes a need or a problem, relevant information
from long-term memory is used to determine and evaluate satisfactory
alternatives that exist. This is called internal information search, which
is nothing more than retrieving decision-relevant information stored in
an individual’s long-term memory.

The internal information may have

been actively acquired at one time from past information searches or
passively through low-involvement learning,
repeatedly exposed to marketing stimuli.

where consumers are

In addition, prior experience

with the destination or service provides a consumer with a wealth of
information that is not available to a first-time visitor (Swarbrooke and
Homer, 1999; Crotts, 2000; Kotler and Armstrong 2004).
According to Crotts, when internal search proves inadequate in the
making of a purchase decision, then the search process focuses on
acquiring information from external sources.
information search.

This is called external

Sources of external information available to

consumers commonly appear in the literature as: personal, marketerdominated, neutral, and experiential sources (Beatty and Smith, 1987;
Assael, 1987; Hawkins, Best, and Coney, 1995).

According to Crotts (2000), many tourists consider the Internet as a
fifth uniquely interactive source of external information, while others
would assign homepages to marketer-dominated or neutral sources
depending upon their purpose or content. Kotler and Armstrong (2004)
concur and state that the Internet is the most dramatic new technology
driving

the

connected

information search.

age

and

increasingly

used

for

external

Companies are using the Internet to build closer
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relationships with customers and marketing partners, and to sell and
distribute their products more efficiently and effectively. Internet usage
surged in the 1990s with the development of the user-friendly WorldWide-Web^5

According to Kotler and Armstrong (2004), the new

millennium has seen Internet penetration in the United States reach
close to 66 per cent, with some 160 million people accessing the Web in
any given month.

In 2004, Internet users worldwide approached 1

billion (Kotler and Armstrong, 2004).

According to Davies (2003), the

Internet is now an integral part of the travel marketing process. Davies
believes that the web may represent only a tiny proportion of total
travel bookings, but on-line sales can be expected to grow rapidly over
the next decade.

Nicholls and Roslow (1990) previously noted that the web provides
immediate tangible confirmation of reservations and is very beneficial
for booking reservations, as travelers itinerary can be made rapidly and
with little effort.

Harrington and Lenehan (1998) concur and state that

developments in technology have increased consumers’ knowledge of, and
accessibility to, a wider range of facilities. Harrington and Lenehan further
state that the Irish Government has been quick to recognise the potential of
the Internet, particularly from the tourism perspective.

According to

Harrington

and

Lenehan,

the

Irish

Tourist

Industry

Confederation (ITIC)^^ has established that awareness of IT (Information
Technology), and a willingness to adapt and apply new innovations in
technology, wiU emerge as key issues for efficient working in a wide range of

An internet-wide distribution system that operates on computer networks; a global information
retrieval system with information stored at locations called web servers throughout the world. It is a
relatively recent phenomenon, which came into use in 1993.
The representative body of the Irish tourist industry. The tourist Industry, through ITIC, is
represented on a number of national and industry associated organisations. This enables the industry
to bring a commercial tourism dimension to the strategies being pursued by these bodies. The ITIC is
a member of the following organisations; Social Partners (Sustaining Progress 2003-2005), and the
Tourism Marketing Partnership (TMP). Through the ITIC, the Irish tourism industry is represented
on the boards of Tourism Ireland Limited, Failte Ireland, and the EU Committees (ITIC, 2004).
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tourism businesses. The ITIC recommends that IT should be at the core of
identifying and promoting significant segments of Irish tourism worldwide.

According to

Crotts

(2000)

consumers

often

engage in

external

information search in the absence of purchase deliberations and,
increasingly, there is use of the Internet in order to gather data and aid
purchase. Ongoing search for information is conducted both to acquire
information for later use, and because the process itself can be so
pleasurable. Determining when a purchase deliberation actually begins
is a critical issue for researchers attempting to distinguish between
pre-purchase and on-going information search (Hawkins, Best, and
Coney 1995; Crotts, 2000).

The consumer considers only a limited number of alternatives in
planning a vacation (Woodside and Sherrell,
Ronkainen, 1980).

1977; Woodside and

The concept of the evoked set in the tourism

literature is defined as the “Travel destinations of which the consumer is
aware and has some likelihood, greater than zero, of visiting, (selecting)”
(Woodside and Ronkainen, 1980: 7).

Crotts (2000) notes that this

evoked set of travel destinations becomes the list of alternatives on
which the potential traveller has reached positive conclusions, and is
most likely to draw from, in reaching a purchase decision.

According to

Crotts

(2000),

the inept set is

composed of those

alternatives the consumer dislikes and therefore is unworthy of further
consideration.

Information about these destinations is not likely to be

processed

the

Destination

by

consumer

alternatives

even

toward

when

which

the

it

is

readily

consumer is

available.
basically

indifferent are known as the inert set. Consumers will generally accept
information about alternatives in their inert sets, although they do not
actively seek such information.

Swarbrooke and Horner (1999), state

that the challenge for tourism marketers is to move their product from
the inert set to the evoked set.
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Crotts (2000) believes that, to choose among the destinations in the
evoked set, a consumer compares each on the relevant evaluative
criteria. This process requires that the consumer acquires information
about each alternative on each of the pertinent evaluative criteria.
Woodside and Ronkainen (1980) found that travellers initially consider a
limited range of destinations when planning a vacation trip.

Crotts

(2000) notes that, to date, there has been little additional research into
the evoked sets of travel consumers, which would validate the findings of
Woodside and Ronkainen.

Crotts (2000) believes that two of the more important criteria for
pleasure travellers when evaluating which destination alternative to
purchase, are quality and price. Josiam and Perry Hobson (2000) state
that in the market-place customers are normally offered a choice of
items that vary in price and quality.

The higher-priced items are

perceived to be of higher quality. Josiam and Perry Hobson (2000) state
that this is referred to as S3rmmetrical domination and further note that
customers maximize value by making choices that balance their ability to
pay with their need for a certain quality level.

Huber, Pa3ne, and Puto

(1982) suggested an alternative to this scenario, with the introduction of
an asymmetrically dominated item.

An asymmetrically dominated

alternative is one that is higher in some important attributes, such as
price, but is lower in other equally valuable attributes, such as quality.
This item is referred to as the “decoy.” According to Huber, Payne, and
Puto (1982), it is not expected to be chosen because it offers low value.
The only purpose of introducing the decoy into the choice set is to shift
the consumers’ selection in favour of the target (an item high in price and
quality) that dominates the decoy. The “option” is the third item in the
choice set and is low in both price and quality. According to Josiam and
Perry Hobson (2000), Huber, Payne, and Puto (1982) the study has many
limitations.

Josiam and Perry Hobson (2000) note that, since Huber,

Payne, and Puto (1982) offered decoys with virtually zero value in a
laboratory setting, the decoy effect was magnified.
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According to Swarbrooke and Horner (1999), consumers may engage in
active external information search, but may not have enough good
information in their memories to make adequate vacation purchase
decisions.

In

such

cases,

they will seek to

acquire

additional

information to evaluate the possible alternatives. Crotts (2000) cites one
extreme of the purchase involvement continuum; that of Tiabit’ and
states that habitual decision-making involves no decision per se.
According to Markin (1969), habit refers to the elimination of all
cognitive activities connected with making a decision; for example, prior
satisfaction with a vacation destination may lead to repeat purchases
and eventually purchases based on habit. Purchasing through habit is a
way of ensuring

satisfaction

based

on past experiences

and

of

simplifying decision-making by reducing the need for information search
and evaluating alternatives.
Habitual decisions can be broken down into two distinct categories:
destination-loyal decisions and repeat-purchase decisions (Hawkins, Best,
and Coney, 1986). Having selected the resort previously and being satisfied
with that purchase decision, the consumer will repurchase the same
experience without further consideration of other options. This person is a
loyal patron because of his or her high commitment to one destination. In
contrast, Crotts (2000) notes that one may believe that all resort properties
along a vacation corridor are similar.

Having spent a vacation at one of

them and finding it satisfactory, this traveller will repurchase the same
experience using habitual decision-making.

This visitor is a repeat

customer who has no loyal commitment to the resort in question. Repeat
purchasers can be induced to change their purchase habits because
they possess little commitment to the destination.

On the other hand,

destination-loyal

to

visitors

are

highly committed

their preferred

destination and will not change easily.
Research into consumer decision-making conducted by Teare (1994) in the
United Kingdom hotel leisure market, showed that prior product experience
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and product involvement lie at the core of the decision-making process.
This finding reflects Reid and Crompton’s (1993) taxonomy of leisure
purchase decision paradigms that is based on the level of involvement.
Decrop (2000) believes that prior experience is still an important factor: it
influences the formation of expectations, assessment criteria, and finally,
the tourist’s personal rating system (derived from experience-based norms).
Decrop believes that it is no longer reasonable to speak of one universal
decision-making process.

Depending on the individual, the group, the

moment in time and the circumstances. Decrop suggests that more
decision-making processes and variables are possible, which can be
used as a basis for distinguishing different tourist types.

Sproles and

Kendall (1986) and Lysonski, Durvasula, and Zotos (1996) previously
recognized this approach.

2D:3

The Tourism Product: Marketing and
Consumer Behaviour

Middleton (1994) and Gunn (1998) do not distinguish between product
and service when they refer to the ‘tourism produet’. The assumption is
that the product and service are virtually synonymous.

All elements of

the augmented marketing mix — people, process and physical evidence
are subsumed under the banner of the product. Kotler (1996) defined a
product as:

Anything that can be offered to the market for attention, acquisition,
use or, consumption, that might satisfy a want or a need. It includes
physical objects, services, places, organizations, and ideas (1996:
274).

Murray and O’Driscoll (1999) suggest that ‘product’ or ‘service’ can be
used interchangeably:
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A product is a bundle of physical, service and psychological benefits
designed to satisfy a customer’s needs and related wants.

The

"physical’ aspect is tangible and the service aspect consists of all the
product benefits that make the product saleable (1999; 258).

Kotler and Armstrong (2004) believe that, in today’s market place, the
concept of ‘product’ and ‘service’ has moved on to a new level: that of
‘customer experiences’.

To differentiate their offers, marketers are

developing and delivering total customer experiences.

Products are

tangible, services are intangible, and experiences are memorable. Kotler
and Armstrong (2004) further state that products and services are
external, while experiences are personal and take place in the minds of
individual consumers.

Companies that market experiences realise that

customers are really buying more that just products and services. They
are bu3hng what those offers will do for them.

According to Frechtling

(1990) the travel industry is non-traditional, limited by the goods and
services travellers demand rather that the nature of the supply.
According to Frechtling (1990)

and Crotts (2000),

reaching today’s

consumers is an extremely difficult and expensive task. Learning about the
whys of consumption is not an easy undertaking, as the answers are often
locked deep within the consumer’s head (Kotler and Armstrong).

Since

1988, for example, travel advertisement expenditures in the United States
alone have exceeded $1 billion annually.
million

of

travel

advertising

Airlines accounted for $574

expenditures,

followed

by

domestic

destinations at $216 million, cruise lines at $195 million, and other
countries (outside US) at $90 million.
expenditures

do

not

It should be noted that these

account for local

advertising programs and trade papers,
promotion,

or public

relations

costs

and

regional

co-operative

or the production,

associated

with

sales

promotional

campaigns (Ogilvy and Mather, 1996).
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Tisch (1990) and Crotts (2000) note that, once information is developed
and

transmitted

by

the

marketer,

consumers

must

acquire

the

information and be influenced by it for the expenditure to make sense.
Marketing programmes that do not directly or indirectly influence
consumer decisions are by definition failures. Crotts believes that
decision-making is the very heart of the study of consumer behaviour
and marketing communications and advertising is considered one of the
principal means to influence consumer decision-making.

Robinson

(1990), Swarbrooke and Horner (1999), and Crotts (2000) state that
tourism marketing managers use their advertising budgets to recognise
the problems consumers are facing, and then develop the promotional
message to solve those problems. Marketing managers may often wish
to cause consumers to recognise problems and marketing managers
may also use their promotional funds to suppress consumer decision
making.
Zeithaml and Bitner (1996), Murray and O’Driscoll (1999) and Crotts
(2000) note that to “create and keep customers” is a central tenet of
marketing, particularly relationship marketing, where one firm attempts
to conceive mechanisms where a customer repurchases the same service
without considering the alternatives,

due to either an emotional

attachment to the brand or marketing inducements that create brand
loyalty.

Airlines’ frequent flier programs are a good example of

suppressing

consumer

decision-making.

Robinson

(1990)

and

Swarbrooke and Horner (1999), believe that, by rewarding a consumer
for making a repeat purchase in the form of free airline tickets, the
airline is, in effect, attempting to suppress consumer decision-making
when airline travel becomes necessary. Others attempt to create brand
loyalty by encouraging an emotional attachment to the individual service
and/or destination.

Tisch (1990) and Crotts (2000) believe that marketing managers are
particularly interested in both the amount of information consumers are
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acquiring and where they are acquiring the information, because it gives
them direct access to consumers.

According to research conducted by

Crotts (2000), subjects in the 'no information' search group apparently
relied on internal information in making their trip decisions, but, at
some point in time, information stored in the long-term memory must
have been acquired from external sources.

Similarly, according to

Swarbrooke and Horner (1999), information retrieved from long-term
memory could have been actively acquired from past information
searches or past personal experiences with the destination. In addition,
information may have been passively acquired through low-involvement
learning, gleaned from external sources.

Crotts (2000) further states

that the information seekers indicated that they actively acquired
external information from personal sources,

followed by neutral,

experiential, and marketer-dominated sources of information.
Lumsdon (1999), Crotts (2000) and Gibson and Nielson (2000) believe
that marketer-dominated sources of information are often found to have
the least direct influence on consumer decision-making.

Instead,

according to Crotts, (reflecting the findings of Gibson and Nielson (2000),
previously discussed in this chapter) advice from friends and relatives,
or what many call ‘word-of-mouth advertising’, generally has the most
effect, as the most frequently acquired and influential source of
information available to the traveller. Robinson (1990) and Crotts (2000)
believe that word-of-mouth can be good or bad, and intuitively must be
based on the friends’ and relatives’ previous experience with the
destination or its promotions.

Success, therefore, depends on a

destination’s ability to create satisfied customers, due to its impact on
repeat patronage and positive word-of-mouth.

Reilly (1988) and Crotts (2000) state that travel guides, travel agents,
and other sources of neutral or unbiased information have considerable
impact on the travel and tourism industry.

Crotts also believes that,

just like word-of-mouth, neutral sources can be positive or negative and
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that destination travel guides, such as those from the Lonely Planet, are
generally based upon

the

travel writer’s

unannounced visit and

interaction with the destination.

Crotts and Guy (1993) note that one might question why it is important
to advertise, if marketer-dominated information is only one of many
sources of information available to the consumer.

According to Crotts

and Guy (1993), many well-established tourism businesses spend very
little on advertising, relying instead on their reputations to create and
retain satisfied customers. Robinson (1990) and Crotts and Guy (1993)
believe, however, that most firms find that advertising provides them
with an additional means to create consumer awareness and distinguish
themselves from the competing alternatives.
Swarbrooke and Horner (1999) state that most consumers can be
expected to acquire information from external sources and it is these
consumers who Eire the audience for advertising and promotional efforts.
Reilly

(1998)

and

Robinson

(1990)

previously

stated

that

it

is

understandable for tourism marketing managers to continually evaluate
and refine their promotional efforts on the basis of their ability to reach
and influence their target audiences in a cost-effective manner.

According to Crotts (2000), tourism marketing managers often re
allocate the spending of their advertising budgets, based upon an
uncerstanding of their customers’ media preferences, as well as tracking
eaca medium’s performance in generating awareness and demand in a
cos'.-effective manner.

Advertising tracking and conversion studies are

the most frequently used means of determining what works and does not
wore in tourism advertising.

Lumsdon (1999) further purports that, to

effectively and efficiently promote a destination to potential visitors, it is
critcal not only to identify the types of information sources visitors use
durng their trips, but also when the sources are used. Swarbrooke and
Horier (1999) believe that it is important, therefore, to understand if the
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promotional strategy being employed conforms to the timing of visitors’
need for information.

Perdue and Pitegoff (1990) suggest that a destination’s promotional
activities can be organized into three general types as follows:
(1) promotions aimed at influencing potential visitors before they
leave their homes
(2) promotions aimed at influencing the traveller while en-route
from home to a destination area
(3) promotions aimed at influencing visitors after they arrive at the
destination (1990: 45-49).

Crotts (2000) believes that a firm should formulate its promotions to
when consumers have a need for information.

This will improve its

success, as prospective consumers are more receptive to the information.
According to Swarbrooke and Homer (1999) and Crotts (2000), knowing
when visitors are making their decisions across an entire range of
purchase decisions has important implications for an entire region’s
tourism economy.
Research undertaken by Crotts and Reid (1993), regarding the long-haul
market, showed these visitors stayed longer in their chosen destination,
spent, on average, twice as much on food and supplies bought in stores;
twice

as

much

on

food

and

beverages

in

eating

and

drinking

establishments; and three times as much on paid forms of lodging. Crotts
(2000) believes that these findings identify an important segment of
visitors, namely the long-haul, long-stay visitor market who made their
generic decision to visit the destination, and, after arriving, decided what
they would do and see.

As a result of these findings,

Crotts (2000)

notes that it is important, therefore, that local area attractions allocate
more resources to deliberately target this market with promotional
activities designed to get them out of their hotel rooms (or friends’ and
relatives’ homes) and interacting even more with area businesses. Crotts
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also suggests that it is paramount that the tourist has an enjoyable
experience in the host destination, and partakes in as many activities as
possible, thus, increasing the chance of fun and enjoyment while on
holiday.

2D:4

The Tourist Experience and Behaviour in
a Destination

According to Urry (1994), making theoretical sense of ‘fun, pleasure
and entertainment’ has proved a difficult task for social scientists as
there is relatively little substance to sociology of tourism.

Boorstin

argues that contemporary Americans cannot experience ‘reality’ directly
but thrive on ‘pseudo-events’i^; and Boorstin’s analysis (1964) is one of
the earliest formulations of the ‘pseudo-event’.

Urry (1994) believes

that tourism is the prime example of participation in the ‘pseudo
event’. Urry also suggests that, isolated from the host environment and
the local people, the tourist travels in guided groups and finds pleasure
in inauthentic, contrived attractions, gullibly enjo3nng the ‘pseudo
events’ and disregarding the ‘real’ world outside.

As a result, Urry

(1994) notes that tourist entrepreneurs and the indigenous populations
are induced to produce even-more extravagant displays for the gullible
observer who is thereby further removed from the local people.
According to Urry (1994), over time, via advertising and the media, the
images generated of different tourist gazes come to constitute a closed
self-perpetuating system of illusions which provide the tourist with the
basis for selecting and evaluating potential places to visit.

Boorstin

(1964) believes that such visits are made within the environment of the
familiar American-style hotel which insulates the tourist from the
strangeness of the host environment.

In contrast to Boorstin (1964),

MacCannell (1976) argues that ‘pseudo-events’ result from the social

Stage, or contrived events, e.g., banquets at Bunratty Castle, in Co. Clare, in an effort to represent
the past.
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relations of tourism and not from an individualistic search for the
authentic.

Urry (1994) notes that a number of later writers develop and refine this
relatively simple thesis of a historical shift from the ‘individual traveller’
to the ‘mass society tourist’; particularly noteworthy is Turner and Ash’s
The Golden Hordes (1975), which explores the situation where the
tourist is placed at the centre of a strictly circumscribed world.
Surrogate parents (travel agents, couriers, hotel managers) relieve the
tourist of responsibility and protect him/her from harsh reality.

Their

solicitude restricts the tourist to the beach and certain approved objects
of the tourist gaze. In a sense, according to Urry (1994) and Turner and
Ash (1975), the tourists’ sensuality and aesthetic sense are as restricted
as they are in their home country. This, Urry (1994) believes, is further
heightened by the relatively superficial way in which indigenous cultures
necessarily have to be presented to the tourist.

In the search for new

places to visit, what is constructed and presented to the tourist is a set
of hotels and tourist sights that are bland and lacking contradiction, “a
small monotonous world that everywhere shows us our own image . . .
the pursuit of the exotic and diverse ends in uniformity” (Turner and
Ash, 1975: 292).

Cohen (1972; 1979; 1988) is somewhat critical of the bland traditional
methods of facilitating tourists and maintains that there is no single
tourist type as such, but a variety of tourist types or modes of tourist
experience; what Cohen terms the ‘experiential’, the ‘experimental’ and
the ‘existential’ do not rely on the conventional tourist services.

To

varying degrees such tourist experiences are based on the rejection of
such ways of organizing tourist activity.

Moreover, Cohen (1988)

believes that one should note that the existence of such confinements on
tourists does permit many people to visit places which otherwise they
would not, and, to have at least some contact wdth the ‘strange’ places
thereby encountered.

Indeed, until such places develop a fully-fledged
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tourist infrastructure much of the ‘strangeness’ of such destinations will
be impossible to hide and to package in a complete array of ‘pseudo
events’.

Urry (1994) believes that the most significant challenge to Boorstin’s
(1964) theory; confinement of tourists, is developed by MacCannell
(1976; 1989), who is likewise concerned with the in-authenticity and
superficiality of modern life.

MacCannell states that it is impossible to

avoid the nature of the sensory impressions experienced in the
‘metropolis’,

“the rapid

crowding of changing images,

the

sharp

discontinuity in the grasp of a single glance, and the unexpectedness of
on-rushing impressions” (1976: 49).

MacCannell (1976) maintains that

these are symptomatic of the tourist experience and disagrees with
Boorstin’s

(1964)

account,

which

he

regairds

as

reflecting

a

characteristically upper-class view that “other people are tourists, while I
am a traveller” (1976: 107).
All tourists, for MacCannell (1976), embody a quest for authenticity, and
this quest is a modem version of the universal human concern with the
transcendence. According to Urry (1994), the tourist is a contemporary
pilgrim, seeking authenticity in other ‘times’ and other ‘places’ away
from that person’s everyday life.

Urry (1994) believes that particular

fascination is shown by tourists in the ‘real lives’ of others which
somehow possess a reality which is hard to discover in people’s own
experiences.

MacCannell (1976)

suggests that modem society is

therefore rapidly institutionalizing the rights of outsiders to look into its
workings: “Institutions are fitted with arenas, platforms and chambers
set aside for the exclusive use of tourists” (1976: 49).

MacCannell (1976) is particularly interested in the character of the
social relations which emerge from the fascination that tourists have
with the ‘work lives’ of others in the host destination.

MacCannell

(1976) notes that such ‘real lives’ can only be found backstage and are
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not immediately evident to us. Hence, Urry (1994) notes that the gaze
of the tourist will involve an intrusion into people’s lives, which would
be generally unacceptable.

Urry, therefore, believes that the people

being observed and local tourist entrepreneurs gradually come to
construct back-stages in a contrived and artificial manner.

Tourist

spaces’ are thus organized around what MacCannell (1976) calls
‘staged authenticity’.

Urry (1994) states that the development of the

constructed tourist attraction results from how those who are subject
to

the tourist

gaze

respond,

both to protect themselves from

intrusions into their lives back-stage and to take advantage of the
opportunities it presents for profitable investment. Crick (1988) notes
that there is a sense in which all cultures are ‘staged’ and are in a
certain sense inauthentic. Crick further suggests that all cultures are
invented and re-made with the elements re-organized.

Urry (1994)

suggests that it is not clear why the apparently inauthentic staging for
the tourist is so very different from what happens in all cultures.
MacCannell (1976) states that, unlike the religious pilgrim who pays
homage to a single sacred centre, the tourist pays homage to an
enormous array of centres or attractions.

According to MacCannell

(1976), these can include sites of industry and work. MacCannell also
notes that each centre of attraction involves complex processes of
production in order that regular, meaningful and profitable tourist
gazes can be generated and sustained; therefore, such gazes cannot be
left to chance. Hence, Urry (1994) suggests that tourists have to learn
how, when, and where to ‘gaze’ and that clear markers have to be
provided that indicates some event or experience which previously
happened at that spot; Urry (1994) notes that problems arise because
there are so many attractions, or sites, at which to pay homage. Urry
believes, consequently, that it is difficult to attain and keep tourists’
attention as they can be amazingly fickle, constantly seeking out, or,
anticipating something new, or, something different.
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According to the OECD (2004), identifying and analyzing the Irish
tourism experience (the experience of the customers of Irish tourism) is
of primary importance in the formulation of Ireland's tourism policy
and in shaping the competitive position for the industry. It is essential
that an overall analysis of the industry is undertaken from a customer
perspective and that the tourism product is defined accordingly. From
this perspective the tourism 'product' can be best described as "the
complete experience of the tourist from the time of departure from
home to the time of return” (OECD, 2004:13). According to the OECD,
the tourism experience embraces a number of inter-related elements
such as people, place and pace, accessibility, facilities and services.

2E

Tourism Motivation
It is part of the understanding of science to uncover why tourists find
travel exciting
(Pearce, 1982: 21).

This section reviews and examines the literature relating to tourist
motivation, in order to ascertain and determine why tourists are motivated
to choose particular destinations.

Given the often transient nature

inherent in motivational factors, their constant examination and analysis is
of the utmost importance to marketing strategists and industry leaders.
Core motivational factors that are enduring and persistent are particularly
powerful. Their identification through research assists in the positive and
effective exploitation of their foundational significance, within the tourist
industry. Kotler and Armstrong (2004) state that the American consumer
market consists of more than 287 million people who consume many
trillions of dollars worth of goods and services each year, making it one of
the most attractive markets in the world. To understand what motivates
this market is vital.

Solomon et ah (2002) believe that to understand

motivation is to understand why consumers do what they do.

This

section, therefore, seeks to elucidate and extract from the literature such
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factors as can be proven to motivate and inspire the decision-making
process when choosing a destination such as Ireland.

Wahab et al. (1976) note that man has been travelling for military and
business reasons and in search of food since prehistoric times. Carvings in
the tombs of the pharaohs of ancient Egypt depict royal parties taking
tours for pure pleasure and in ancient Rome many people traveled to the
city to watch the games and athletic contests.

According to Witt and

Moutinho (1995) and Fretching (1990), people’s desire for travel is related
to their immediate socio-physical environments emd the appeal of the
beyond.

Cohen and Taylor (1976) argue tliat overseas holidays are

structurally similar to pastimes, games, and sex, because one of their chief
purposes is identity establishment and the cultivation of one’s selfconsciousness. According to Lowenthal (1986), Americans travel to Europe
for the past they lack at home. Americans long to see history everywhere,
adding historical flavour to the most modem aspects of life. According to
Pizam and Mansfeld (2000), understanding tourists’ needs and the “why
and how” of tourist behaviour is the foundation of effective marketing.
Dann (1977) stated that we live in an anomic society and this fosters a
need in people for social interaction which is missing at the home
place.

There is a need, therefore, to travel away from the home

environment.

Ego-enhancement, on the other hand, according to Witt

and Wright (1993), derives from the level of personality needs. Witt and
Wright further state that, just as there is a need for interaction, so,
also, people need to be recognized.

Analogous to the desire for a

“bodily tune up” is the need to have one’s ego enhanced or boosted.
Witt and Wright believe that, at home, one already has a social
position, but away from home one can pretend to be “waited on”. Witt
and Wright state that the tourist can escape into a world of fantasy on
holiday and indulge in all kinds of behaviour generally frowned on at
home:
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Related to anomie, the fantasy world of travel seeks to
overcome the humdrum, the norm-less-ness and meaningless
ness of life, with more satisfying experiences. As regards egoenhancement, travel presents the tourist with the opportunity
to boost his or her ego in acting out an alien personality
(Dann, 1977: 188).

According to Witt and Wright (1993), most attempts to explain tourist
motivation take a content theory approach to the problem and, despite
its limitations, many show marked similarities,
Maslow’s Hierarchy of Needs^^.

in particular, to

Lumsdon (1999) states that Maslow’s

motivational theory has wide appeal because of its simplicity and
applicability to different sectors.

Mill and Morrison (1985) argue that

travel is viewed as a need or want satisfier, and also believe that Maslow’s
hierarchy ties in with travel motivations and the travel literature.
Lumsdon (1999) concurs and states that Maslow’s theory has been
often used to explain consumer behaviour in tourism.

According to

Gibson and Nielsen (2000), the most basic concept underlying marketing is
that of human need.

Gibson and Nielsen state that a human need is a

state of felt deprivation.

Human beings have many complex needs and

these are well illustrated by Maslow’s Hierarchy of needs (Gibson and
Nielsen, 2000).

Hudson (2000) suggests that Dann (1977) and Dann’s

tourism motivators (push and pull factors) can be linked to Maslow’s list
of needs. According to Hudson (2000), there “is a thread running through
all the theories of tourism motivation as follows”:
(i) Travel is motivated by “going away from” rather than “going toward”

something;
(ii) Travellers' motives and behavior are markedly self-oriented (in
Hudson, 2000: 9).
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This model will be explained in the motivational model section.

Ill

According to Gibson and Nielson (2000), exposure and attention are vital
stimulators for tourist motivation. Potential tourists must be exposed to
messages about products and services before they can be expected to
notice them. Exposure is achieved when it is possible for a tourist to see
or hear a message. Gibson and Nielson believe that exposure refers to the
process by which the consumer comes in physical contact with the
stimulus (brochure, press, advertisement, Internet site etc.). Gibson and
Nielson further state that family and friends have a pivotal role in the
motivation of the potential tourist in helping to decide on a destination.
Gibson and Nielson report that research undertaken by Galway Tourism
in 1997 found that 52 per cent of respondents received information about
Galway through friends and relatives as opposed to 11 per cent who
received information from literature and 37 per cent who received
information from other sources.

According to Gibson and Nielson, the

survey highlighted the critical importance of ensuring positive word-ofmouth communication.

2E:1

Motivational Models

In this section the main models relating to tourist motivation will be
reviewed.

2E;1.1

Maslow’s Hierarchy of Needs Model

Maslow (1943) identified five main classes of needs: physiological
safety, love (social), esteem and self-actualization.

Maslow further

suggested that these needs form a hierarchy. He argued that if none of
the needs in the hierarchy were satisfied, then the lowest needs, the
physiological need (thirst, hunger) would dominate behaviour. If these
were satisfied, however, they would no longer motivate, and then the
individual would be motivated by the next level in the hierarchy, safety
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needs. Once these were satisfied, the individual would move up to the
next level, continuing to work up the hierarchy as the needs at each
level were satisfied:

Abraham Maslow's work centered on the belief that our needs are
hierarchical in nature, whereby certain basic needs such as
hunger and thirst must be fulfilled before the individual can
contemplate moving on to fulfill other, higher order needs, such as
a need for self-esteem

(in MacDonagh and Weldridge, 1994: 64).

Maslow’s hierarchy begins at the bottom with physiological needs,
followed by security needs, belonging needs, esteem needs and, finally,
self-actualization needs, which are at the top of the hierarchy.

In a

later version of the theory, Maslow (1954) added two other sets of needs
— aesthetic needs and the need to know and understand, but it is not
entirely clear how these needs fit into the original hierarchy.

One of

the main reasons for the popularity of Maslow’s hierarchy is probably
its simplicity, for example, potential tourists experience ‘a need’ to take
a vacation, or, experience ‘a belonging need’ to visit the land of their
ancestors.

The convenient five, or level classification system makes it

easy to present to psychologists, which may explain its wide adoption
in applied areas (Crotts, 2000).

According to Mill and Morrison (1985), travel is also regarded as a
need, or want-satisfier.

Mill and Morrison believe that a person has

certain needs, of which he or she may, or may not, be aware.
needs then translate into wants.

These

For instance. Wit and Wright (1993)

note that a person may need affection but will want to visit friends and
relatives. Mill and Morrison (1985) believe that motivation occurs when
an individual wants to satisfy a need.

Mill and Morrison note that

Maslow’s need-hierarchy ties in with travel motivations and the travel
literature. Those who state they travel to escape or relieve tension, for
example, can be seen as seeking to satisfy their basic physiological
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needs; travelling for reasons of health can be seen as a way of
attempting to satisfy one's safety needs.

Pearce (1982) supports the hierarchy as suggested by Maslow and
believes that tourists are attracted to holiday destinations because of
the

possibility

of

fulfilling

Maslow’s

hierarchy

of

needs

(self-

actualization, love and belongingness needs and physiological needs) in
the order of importance. When one considers the avoidance side of the
motivational paradigm, if one experiences a concern where safety is the
predominant feature, then additional emphasis will be placed on failure
to satisfy psychological needs, love and belongingness needs, and self
esteem needs (Wit and Wright, 1993).

Pearce (1982) notes that self-actualization needs play a special role in
the

travel

experience.

Self-actualization

needs

reflect

concerns of the traveller which are largely self-determined.

personal
Pearce

further states that, when travellers reflect on their holiday experiences,
the fulfillment of self-actualization needs is frequently recalled because
they reflect largely unplanned spontaneous and personal interests.
Pearce further states that unlike safety and physiological concerns,
self-actualization needs are not directly controlled, or, influenced by
other people, and the prevailing circumstances.

Pearce believes that

self-actualization incidents constitute a different category or type of
tourist experience which is highly valued when it occurs but cannot he
directly manipulated by external factors.

Hudson (2000) believes that Maslow’s (1943) needs hierarchy theory was
originally developed in the context of his work in the field of clinical
psychology, but has become widely influential in many applied areas such
as industrial and organizational psychology, counseling, marketing, and
tourism.
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2E:1.2

Vroom’s Expectancy Theory

Witt and Wright (1993) suggest that it is beneficial to examine Vroom’s
(1964) expectancy theory when examining tourist motivation.

Vroom

uses two formulas (equations) but Witt and Wright suggest that
Vroom’s theory is not without complexities which limit its ability to
predict individual’s behaviour. According to MacDonagh and Weldridge
(1994), Vroom proposed a model of motivation based on three variables:
valence, instrumentality and expectancy.

The theory is based on the

supposition that one prefers a favourable to a less favourable outcome
and will become motivated to ensure one.

MacDonagh and Weldridge

note that favourability is the result of the interaction of valence,
instrumentality and expectancy.

Nevertheless, according to Witt and Wright (1993), the application of
expectancy theory to the study of motivation does have a number of
significant advantages. At the theoretical level, it enables many of the
existing concepts in the study of tourist motivation to be incorporated
within a single theoretical framework.

Witt and Wright note, for

example, that by making the assumption that people's needs influence
the attractiveness (valence) of holiday destinations, expectancy theory
is able to incorporate the work of need theorists, such as Maslow. Witt
and Wright note that this makes it possible to integrate the emotional
aspect of motivation — the needs which instigate the desire to travel in
the first place — with the cognitive aspect — the decision-making
involved in choosing whether to go on holiday and, if so, where.
Similarly, Witt and Wright note that it can incorporate any of the
reasons for travel suggested by writers on tourist motivation, by
assuming that they are among the many factors which influence the
attractiveness of different holiday destinations.

Witt and Wright (1993) note that, as expectancy theory provides a
framework for the analysis of tourist motivation rather than suggesting
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specific reasons for travel, it enables a much more sophisticated and more
realistic view to be taken of tourist motivation.

Expectancy theory has

traditionally placed strong emphasis on individual differences in the
valence or attractiveness of different outcomes. Thus, taking an expectancy
theory approach to tourist motivation, according to Witt and Wright,
would lead to the assumption that:
(i)

There is a wide variety of reasons for travel

(ii) These reasons vary widely for person to person.

2E:1.3

Dann’s Push and Pull Strategies

Dann (1977) argued that much of the “so-called” motivation research
did not really answer the fundamental question:

“Why do people

travel?” Dann notes that there are two factors or stages in a decision to
travel; the push factors and the pull factors, and in that order.

The

push factors, according to Witt and Wright (1993), are those that make
you want to travel.

The pull factors are those that affect where you

travel, given the initial desire to travel.

They ‘pulT you to a certain

resort after you have been ‘pushed’ into wanting to travel.

The pull

factors are therefore consequent on a prior need to travel. According to
Witt and Wright (1993), understanding “What makes people travel?”
can only relate to push factors.

Furthermore, Witt and Wright (1993)

state that motivation provides a way of resolving the problem of push
and pull factors, or anomie and ego-enhancement, in Dann’s (1977)
terms, in tourist motivation. According to Witt and Wright (1993), both
push and pull factors are important, but Witt and Wright believe that it
is futile to argue which is more important, as that will depend upon
each

individual’s

home

circumstances

and

the

type

of holiday

attributes that he or she considers important.
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Crompton (1979) agrees with Dann (1977) in relation to push and pull
motives.

He

identified

nine

motives,

seven

classified

as

socio-

psychological or "push' motives and two classified as cultural or "pulf
motives.

The push motives, according to Crompton (1979), were escape

from a perceived mundane environment, exploration and evaluation of
self, relaxation, prestige, regression enhancement of kinship relationships,
and facilitation of social interaction. The pull motives, Crompton states,
were novelty and education.

Crompton (1979) believes that, in general, people may be reluctant to give
the real reasons for travel if those reasons are deeply personal or intimate.
Mannel and Iso-Ahola (1987) identify two main t5^es of push and pull
factors, personal and interpersonal.

They suggest that people are

motivated to leave behind the personal or interpersonal problems of their
environment and to obtain compensating personal or interpersonal
rewards. The personal rewards noted by Mannel and Iso-Ahola are selfdetermination, sense of competence, challenge, learning, exploration, and
relaxation. The interpersonal rewards arise from social interaction.

Murray’s Classification Scheme of
Motivation

2E:1.4

Witt and Wright prefer Murray’s (1938) classification scheme, suggesting
that, from the point of view of tourist motivation, it provides a much more
comprehensive list of human needs that could influence tourist behavior.
Murray

(1938)

listed

a total of fourteen physiological and thirty

psychological needs, from which it is possible to identify factors that could
influence a potential tourist to prefer or avoid a particular holiday. Due to
its complexity, however, Hudson (2000) believes that Murray’s work is not
as easy to apply as Maslow’s hierarchy, and has therefore not been
adopted by tourism researchers.
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2E:1.5

Plog’s Tourism Motivational Model

According to Hudson (2000), the tourist motivation model proposed by
Plog (1974) has been one of the most widely cited.

Lumsdon (1999)

believed that Plog’s model is particularly appealing and is best known for
its broader categorization of travellers in three typologies: allocentrics,
psychocentrics, and mid-centrics.

Travellers who are more allocentric,

according to Plog, are thought to prefer exotic destinations, unstructured
vacations rather than packaged tours, and more involvement with local
cultures.

Psychocentrics, on the other hand, are thought to prefer

familiar destinations, packaged tours, and “touristy” areas.

Later, Plog

(1974) added energy, which describes the level of activity desired by the
tourist; high-energy travellers prefer high levels of activity while lowenergy travellers prefer fewer activities.

Hudson (2000) believes that

Plog’s (1974) theory is difficult to apply, as tourists will travel with
different motivations on different occasions. According to Hudson, there
are many holidaymakers who will take a winter skiing break in an
allocentric destination, but will then take their main holiday in a
psychocentric destination.
Other researchers, such as Smith (1990), have criticized the model
proposed by Plog (1974) after testing it. Smith (1990) concluded that the
test carried out by him of the allocentric/psychocentric model failed to
support the hypothesized association between personality types and
destination preferences.

Hudson (2000) states that there are many

different studies of tourism motivation and typologies, but Hudson notes
that some of the research studies have shown a link between the
behaviour of individucils in their own environment and the destinations
that they ultimately choose.
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Motivating
Factors
Specific Destinations

2E:2

for

Choosing

If the past is a foreign country, nostalgia has made it the foreign
country with the healthiest tourist trade of all
(Lowenthal, 1986: 4).
Americans en masse find comfort in looking back; historical villages
and districts become surrogate home towns that contain a familiar and
reassuring landscape for people whose points of reference elsewhere
have been altered beyond recognition (Lowenthal, 1986).

The past is

tangible and secure; people think of it as fixed, unaltered, and indelibly
recorded (Wyatt, 1964).

According to Pearce (1982), after examining motivational tourism
analysis, it can be suggested that the direct challenge to tourist
practitioners is that they may be emphasizing the wrong perspective in
their advertising and marketing strategies.

Pearce argues that travel

consumers are not motivated by the specific qualities of the destination
and

its

attractions,

destination

to

but rather by the

fulfill

their

broad

particular

suitability

psychological

of the
needs.

Conceptualizing holiday destinations according to their capacity to fit
human needs may produce some strange and novel mental maps of
travel destinations. Instead of distance, culture and climate to classify
destinations, Pearce (1982) believes that one can envisage clusters of
vacation centres which are predominantly self-exploration, or socially
interactive and exciting.

When exploring the travel motivation market for Ireland, Hill (1965)
and

Gibson

and

Nielsen

(2000)

note

that

the

Irish

holiday

is

psychologically a period during which the individual is hoping to take
in and store “internal goods” with which he will return enriched,
regenerated and recharged to his own environment. From this point of
view, according to Hill, and Gibson and Nielsen, the environment in
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which the holiday is taken has to be perceived as rich, in that all these
imports are available.

Christaller

(1964)

observed that many kinds

of tourists

favour

peripheral locations, and are motivated to travel to places which are
removed from the urban and industrial concentrations.

According to

Pearce (1982), this is particularly valid for tourism that is based on
natural resources (the seas, mountains, remote landscapes) and where
the motivation to travel is partly to escape urban life.

Gibson and

Nielsen (2000) believe that Ireland provides such a location and tourists
are motivated to travel to Ireland to experience same.

According to

Pearce, travel to peripheral, distant locations requires money and time,
thus, many tourist locations begin their existence as the “haunts” of
the aristocracy who have followed the earlier footsteps of adventurers,
explorers and scientists.

Pearce notes that the aristocratic phase of a

tourist resort may be

short-lived,

if the price

of reaching this

destination soon falls within the economic compass of the middle class.
Nash (1979), for example, observing the rise and fall of Nice as an
aristocratic tourist culture, observes that “with the arrival of increasing
numbers of lower ranking bourgeois and people of doubtful reputation,
Nice began to lose some of its aristocratic cachet” (1979: 67).

According to Pearce (1982), it is likely that the process of successive
class intrusion in the original sense of tourists relocating themselves is
on the decline. The costs of international air fares now provide less of
a class barrier, shaping holiday travel patterns, where many different
types of tourist can reach the same location. Pearce further notes that
it is possible that the social demarcations within these accessible
tourist areas will probably increase by encouraging zones of pricecontrolled exclusivity.
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Motivating
Factors
for
Choosing
Ireland as a Tourist Destination

2E:2.1

MacCannell (1975) viewed tourism as a modern functional substitute
for the spiritual aspects of religion and argued that many modern
tourists are seeking authenticity and meaning.

MacCannell believed

that their travels represent a journey to the sacred sites of our culture,
famous buildings, cities and favoured environments.

Felle (2001)

supports this theory and notes that, in an investigation undertaken by
the Market Research Bureau of Ireland (MRBl) in 2001, it was reported that
American tourists, in particular, are looking for a genuine Irish experience.
According to the report, people travelling to rural parts of Ireland on
holiday are predominantly looking for peaceful, relaxing holidays in places
where they can connect with the local people, the local area, and culture (in
Felle, 2001).
According to O’Connor (1993), one of the most striking features of Irish
tourist motivation imagery is the way in which Irish people are represented.
They are regarded as an essential ingredient in the publicity package.
O’Connor suggests that there has been much more emphasis, in tourist
publicity material, on the qualities of the people of Ireland than is the case
in other European countries.

O’Connor (1993) Brown (2004d), Wright &

Linehan (2004a) and Wright (2005b) concur and further state that the
warmth and friendliness of the Irish people is consistently high on the list
of attractions of visitors to Ireland. Along with this, the tourist image has
been constructed by selecting and promoting certain aspects of Irish
culture, such as leprechauns and shamrock, as dominant motifs.
view

of

Ireland

as

a

country

of

‘shamrocks

and

“The

shillelaghas’,

‘padd3nvhackery, and leprechauns’, is of common cultural currency”
(O’Connor: 1993: 70).

Urry (1994) believes that the countryside is an important aspect of the
overall tourist experience and suggests that it embodies some of the
following characteristics:
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A

lack

of planning,

and

regimentation,

a

vernacular quaint

architecture, winding lanes, and a generally labyrinthine road system,
the virtues of tradition and the lack of social intervention (1994: 97).

O’Connor (1993) relays that Quinn and Peillon concur and state that
Ireland is represented as a place of picturesque scenery and un-spoilt
beauty, of friendly and quaint people, and a place which is steeped in past
traditions and past ways of Life which embodies a sense of escape (in
O’Connor, 1993).

According to Deegan and Dineen (1997) and Wright

(2005a), one of the main driving forces of the Irish tourism industry has
been the wish expressed by many tourists to travel to destinations where
environmental quality is deemed superior to that of their own country.
Deegan and Dineen believe that Ireland possesses an excellent physical
environment. The easy pace of life coupled with the friendliness of the Irish
people are prime tourism assets, much desired by international visitors,
but often overlooked by policy-makers. In addition to the environment, it is
increasingly evident that the renaissance of Irish culture, music and
literature, which have become prevalent in the international media in
recent years, is playing a significant role in the tourism performance
(Deegan and Dineen, 1997).

O Murchadha (1993) previously suggested that it is not the expanse of
scenery that the tourists remember but the “crazy guy” that they asked for
directions, thereby introducing a sense of entertainment and fun into the
overall tourist experience:

“Go down past Mickey Pat’s pub”, he said, they will chortle, relieving

their incredulity, “and turn left where the old school used to be” . , .
It’s the wit, the courtesy, the informality, that staggers them

(in

O’Connor, 1993: 78).

According to Wright and Linehan (2004b, 2004c, 2004d), one of the most
striking features of tourist imageiy is the way that Irish people are

122

represented in tourism promotional literature. Wright and Linehan further
note that tourists who choose Ireland as a holiday destination are
motivated by a perceived expectation, directly retrieved from promotional
literature, that they will receive a Cead Mile Failte (a traditional Irish
welcome) coupled with a sense of fun and mystery:

This perceived friendliness of the Irish people was to the forefront of
the decision-making process of potential tourists when deciding on
Ireland as a holiday destination (2004c: 41).

W’'alter (2002) notes that the booming economy in Ireland, may affect the
perception of Ireland as a destination by many American tourists, in the
future. Walter further states that it is ironic that the booming economy in
Ireland has brought to Ireland the very economic values and fast pace of life
that Americans are continually trying to escape. Walter believes that many
tourists are at risk of being disappointed as Americans travel to Ireland to
experience an authentic way of life. According to Tourism Ireland (2005a)
Americans in particular look to Ireland to experience an hld-fashioned’ way
of life and also to investigate ancestral ties with the home-land.

These

bonds and ties can be strong enticements and are strong incentives for
visiting Ireland.

2E;3

Place Attachment as a Tourist Motivator
The study ofpsychological bonds with tangible surroundings has been
dominated by an interest in the home environment
(Brown, 1993: 62).

According to Churchman and Matrani (1998), place attachment is
defined as a positive emotional bond that develops between individuals
or groups and their environment. Gray (1997; 1999) concurs and states
that one of the distinctive features of any national identity is that it
connects a group of people to a pairticular geographical place.

Gray
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(1997) previously noted that it is the very idea of exile that assumes a
bonded place/nation to which one is naturally connected. This rooting
of a people in the land or soil of their national territory assumes a
‘natural’ connection between a people and the landscape of the place
that they inhabit.

Emigration, therefore, or the leaving of that nation

where one ‘naturally belongs’, is then seen as disruptive and unnatural.

Irish-ness continues to be connected with the nation, most notably
through the ideas of kin and family (Gray, 1999). It is believed that Irish
emigrants are bodily located somewhere else, but are only at home
spiritually and emotionally in Ireland (Gray,
McDowell

(1997),

there is

a reciprocal

1997).

relationship

According to
between

the

constitution of places and people, nationals and national places. Carter
et al. (1993) previously state that, if places are no longer the clear
supports of our identity, they nonetheless play a potentially important
part in the symbolic and physical dimension of our identifications. It is
not spaces which ground identifications, but places (Carter et al. 1993).
Begona (1997) states that, in its different dimensions of landscape,
space, and territory, place is overwhelmingly present in the minds and
social interactions of people.

Lowenthal (1986) believes that the past,

also, is integral to our sense of identity; the sureness of “I was” is a
necessary component of the sureness of “I am”. According to Lowenthal,
ability to recall and identify with our own past gives existence meaning,
purpose, and value.

Even traumatically painful memories remain

essential emotional history; amnesiacs bereft of their past are also
deprived of identity.

Identification with earlier stages of one’s life is

crucial both to integrity and to well being.

Churchman and Mitrani

(1998) report that environmental psychology also has an understandable
interest in this topic because all emigrants must cope with differences of
some sort between their old and new environment, in its physical as well
as social and other aspects.

According to Churchman and Mitrani

(1998), one of the concepts in environmental psychology thought to be
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appropriate for describing and understanding the person-environment
relationship is that of place attachment.

Churchman and Mitrani state that different behavioural, affective, and
cognitive expressions of attachment have been identified, mainly ■within
the context of ■within-country or within-settlement moves.

Churchman

and Mitrani further believe that attachment to a place usually develops
through immediate experiences in it, and therefore it is influenced by the
physical environment, among other things.
(1986),

According to Lowenthal

attachment to familiar places may buffer social upheaval,

attachment to familiar faces may be necessary for enduring associations.
Hasbany (1976) pre'viously stated that, in reactions to the dislocations of
the 1960s and early 1970s (due to emigration from Ireland for example),
people became obsessed -with bygone times.

“Life was once livable and

yes, yes, if we looked long and hard enough at some right in our past, it
would be right again” (1976: 819).
Churchman and Mitrani (1998) believe that changing one’s country must
have implications for one’s attachment to both the old aind the new
environment and that emigration from one country to another usually
entails many changes, including changes in culture, language, and
environment; and a possibly wrenching break from one’s family and
friends. These effects, according to Churchman and Mitrani, can be very
distressing.

Churchman and Mitrani (1998) report that, like most

situations in life, migration has costs and benefits, advantages and
disadvantages,
experience

one

and people
or

the

differ in the

other.

Three

consequences have been identified:

degree
kinds

satisfaction

to

of

which they

psychological

from the move,

changes in social contacts and life style, and changes in psychological
well-being (Van Vliet, 1986). Van Vliet believes that the move itself is
but one variable, -with many interrelated intervening variables also
playing a role in the process and its outcomes.
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According to Churchman and Mitrani (1998), the intervening variables
that have been found to be related are personal, familial, social,
cultural, economic, and environmental.

The three most important

factors that appear extensively in the literature are the existence of a
social support network, the ability to control and predict, and the
ability

to

choose.

Most

importantly.

Churchman

and

Mitrani

reiterating previous research on relocation undertaken by Shumaker
and Taylor (1983) state that place, and place attachment play an
important role in the life of the individual.

Giuliani (1991) proposed

the more general concept of attachment bond, which could be a link to
any object as well as to the home or any other place.

Giuliani

describes this attachment bond as:

The state of psychological well-being experienced by the subject
as a result of the mere presence, vicinity or accessibility of the
object,

and the state of distress set up

by the absence,

remoteness or inaccessibility of the object (1991: 134).
According to Brown (1993), the concept of place-identity has evolved
from an association with a sense of embedded-ness in the home
environment to a belief that it may incorporate a more active form of
self-maintenance through environmental interaction.

Thus, Brown

believes that one may develop psychological bonds with places that
are spatially dispersed and identity may be related to an enhanced
geographical awareness.

Brown (1993) asserts that the study of psychological bonds with
tangible surroundings has been dominated by an interest in the home
environment. Brown proposes that these bonds are developed following
long-term involvement, and the belief that it takes time to get to know a
place.

Through the routines of daily life, Brown notes that the home

environment becomes a place of familiar and predictable activities,
comprising experiences which are, most often, unconscious or taken for
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granted.

Brown further states that the process of attending to and

providing interpretations of the home environment, means that people
not only come to know and have feelings about these places, they also
come to know and have feelings about themselves. In this way. Brown
believes that the home can come to represent an enduring symbol of
the self.
Gray (1999) believes that to state that one is ‘Irish’ is to reveal
something of the self. According to Gray, this ‘truth of the self must be
recognized by others if Irish-ness, and indeed the self, are to be
nurtured and sustained.

Irish-ness, therefore, is claimed as an

‘authentic’ identity that is partly expressive of the inner self, or as a
‘truth of the self.

According to Winston (2002), a study of the needs

and issues concerning the return of older Irish people from the United
States to Ireland, showed that emotional attachment to Ireland was the
prime reason for wanting to return.

Gray (1999) previously argued

that, for many emigrants, there is a sense of moral duty, loyalty and
responsibility to the native soil. Gray believes that for many emigrants
a connectedness with Ireland extends beyond ‘rooted-ness’ in national
‘place’, to a visual and emotional relationship with an inherently
national landscape.
A persuasive heart-wrenching sadness occurs when I read about
Ireland.

My sadness, apparently pathological, according to my

physician, is described by him as simply a mental hiccup that
must be tolerated. I know exactly how to cure this phenomenon:
move directly to Ireland, (Jim Graham, Wisconsin, in Pollard,
2005; 8).
Brown (1993) states that it can be argued that social changes have led
to a greater role for tourism in the formation of what has been termed
‘place-identity’.

Increased mobility has been accompanied by a

reduction in identification with a specific place-based community as
more individualistic life styles find expression in a pattern of socio-

127

spatial activities.

Tuan (1980) has suggested that ‘rooted-ness’ is

probably beyond the grasp of most people in a highly mobile, rapidly
changing society.
Tourism may be characteristic of what Seamon (1979) has referred to
as an ‘encounter’; an interaction with the environment of heightened
consciousness.

In this way, Brown states that tourism icons become

increasingly important as people attempt to establish some degree of
symmetry between self and external behaviour in space. A destination
may be the setting for experiences which render that particular place a
discrete, temporally and perceptually bonded, unit of psychologically
meaningful material space.

In

analysis

of

human

ecology

from

a

symbolic

inter-actionist

perspective, Ericksen (1980) has suggested that, in post-industrial
society, people have become more assertive.

They act as ‘probers’ of

their spatial moorings, according to Brown (1993).

Conceptually,

Brown notes that a ‘referential space’ provides a body of perspectives
which make possible a critical comparison of spatial anchors.

Brown

believes that they can be ranked in terms of the extent to which they
contribute to an individual’s sense of worth or mission.

Brown states

that the spatial idiomatic has become less related to place of residence
than to the inquiry of having visited the destination.

Identification with spatial anchors may be translated into normative
expectations, as illustrated by Jakle’s observation:
Every British traveller had always been to Harlem, and so every
British traveler would always continue to go to Harlem. It was one
of the things that was ^done\ for when he returned, the first and
often the only, question that would be put to him, was ‘Did you go
to Harlem? If he faltered, stammered a little and replied, ‘Well not
exactly’, there would be a painful silence and then a painful
change of conversation (Jakle, 1985:261).
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Thus, Brown (1993) believes that a destination may embody shared
meanings as a symbol endowed with cultural significance.

The

relationship between a tourist and the environment is mediated by the
perception of destinations as features within a symbolic landscape.
According to Tourism Ireland (2005a), the Scots-lrish who emigrated to
the United States in the 1700s admit to close bonds to their ancestral
home:

There is a remarkable similarity between the beliefs, behaviour
and dialects of the Scots-lrish in America and the people of
Northern Ireland.

There is also a growing awareness among

Americans, particularly in the South-Eastern States, of their Scotslrish ancestral cultural background (2005a: 10).
According to Urry (1994) and Swarbrooke and Homer (1999), tourists are
like pilgrims in that they move from a familiar place to a far place and
then return to the familiar place. At the far place, according to Urry, both
the tourist and the pilgrim engage in the worship of shrines which are
sacred, albeit in different ways, and, as a result, gain some kind of
uplifting experience. Urry believes that what is often involved is a semi
routine action, or a kind of “routinised, non-routine”.

Urry (1994)

suggests, therefore, that a search for authenticity is the basis for the
organization of tourism: “one key feature would seem to be that there is a
difference between one’s normal place of residence, or work place, and the
object of the tourist gaze. Minimally, there must be certain aspects of the
place to be visited which distinguish it from what is conventionally
encountered in everyday life.

According to Urry, tourism results from a basic binary division between
the ordinary everyday and the extraordinary. Tourist experiences involve
some aspect or element which induces pleasurable experiences which are,
by comparison with the everyday, out of the ordinary. This is not to say
that other elements of the production of the tourist experience will not
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make the typical tourist feel that he or she is ‘home from home’, and not
too much ‘out of place’.

“Potential objects of the tourist gaze must be

different in some way or other” (Urry, 1994: 11).

According to Gray

(1999), there is a power in the landscape to ‘naturalize’ identity. There is
a fusion between territory and its people.

‘Homely belonging’ is closely

tied to communality and territory.

2E:3.1

Ancestral Links to Ireland: A Tourist
Motivator
The Emigrant’s Prauer
Brigid that is in Faughart,
Blinne that is in Killeavey,
Bronagh that is in Ballinakill,
May you bring me back to Ireland
(Fairon, 1992: 60).

According to Bord Failte (1999) and Gibson and Nielsen (2000), one of the
main motivators for choosing Ireland as a destination is to visit friends and
relatives (VFR). Research undertaken in 1999 by Bord Failte found that, of
the 37 per cent of all United States visitors who travel to Ireland each year
for a holiday, 24 per cent of these travel to visit friend and relatives.
Heame (2004) believes that many Americans with ancestral connections
and links with Ireland are keen to find the graves of their ancestors.

The Census Bureau defines ancestry as a person’s ethnic origin, heritage,
descent or roots, which may include ethnic identities that have evolved in
the United States (in O’Driscoll, 2004).

There are 70 million people

worldwide who can trace their ancestral lineage to Ireland.

Ancestral

links continue to be an important motivation for choosing the island of
Ireland as a holiday destination (Tourism Ireland, 2004).

According to

O'Driscoll (2004), an analysis of the United States population by the United
States Census Bureau in 2000, found that the Irish remain the secondlargest ethnic group in the United States. The analysis is the first detailed
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breakdown of the ethnic origins of Americans who filled out the 2000
census.

It found that the Irish remained the largest ethnic group in the

north-east with 35 million Americans claiming that their ancestors came
from Ireland.

Staunton (2006) concurs and further relays that President

George W Bush of the United States, states that on days such as St.
Patrick’s Day, March 17* the number of people claiming Irish-ness
increases from 35 million due to the “wannabe Irish” s3mdrome (2006: 6).

According to the United States State Department (1991), United States
relations with Ireland are based on common ancestral ties, on similar
values, and political views.

The United States seeks to maintain and

strengthen the traditionally cordial relations between the people of the
United States and Ireland. Fitzgerald (2004) believes that Irish-American
links are very strong, and that these links will remain strong in the future.
Tourism Ireland (2005a) concurs and believes that ancestral ties with the
homeland are strong incentives for visiting Ireland. According to Tourism
Ireland (2005a), over 35 million United States citizens have ancestral links
with the Island of Ireland.
According to Tourism Ireland (2005a), an ancestral programme called the
Scots-Irish programme was established specially to target the Ulster-Scots,
or Scots-Irish as they are known, who had emigrated to the United States.
This programme entitled “rediscover the part of the world that’s already a
part of you” is expected to be successful in re-awakening the nostalgia
ingrained

in

these

people.

People

with

Scots-Irish

heritage

are

predominantly clustered in the South-Eastern states such as North and
South Carolina, along with Virginia, Kentucl^, Tennessee and Texas.
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Figure 2;1

Ancestry: Country Profile

Tourism Ireland
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Source: US Census Bureau 2000

According to Tourism Ireland (2004), 31 per cent of those identified by the
Menlo survey have ancestral links to the island of Ireland. Walter (2002)
states that, in 1990/1991, nearly 35 million people in the United States
claimed Irish ancestry, a ratio of 1:134 of birthplace : ancestiy.

These

potential holidaymakers are most likely to have visited previously, while 14
per cent plan to visit within the next 12 months, compared to just 6 per
cent of those without ancestral links.

Heame (2004) supports Walter (2002) and states that genealogy is a
thriving industry. Surveys place genealogy ahead of baseball as the second
most popular hobby in America.

Heame relays that, if you submit any

surname into an Internet search engine, you will receive thousands of
matches linking the submitted surname to large commercial sites like
genealogy.com. Heame believes that ‘roots tourism’ offers one of the best
incentives to reluctant travellers affected by the terrorist attacks on the
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United States. Irish ancestry it is a very potent tool to entice Americans to
travel to Ireland in search of relatives.

Heame (2004) reports that connecting with the interest in genealogy is one
of the key goals of Irish Genealogy Ltd, an umbrella organization set up
in 1996 to co-ordinate and homogenize the national genealogy project:
“There is a very clear focus on family and heritage in the United States,
and there always has been, but the Internet has really driven it, because
there is so much data available online, enabling families to connect
across generations and across continents”, (in Hearne, 2004: 05). The
digitization of Irish church records, a major source of genealogical
information, has been central to that effort. The records are located in
the communities that generated and gathered the information, so that,
when somebody travels to Ireland, rather than going to Dublin, Cork or
Belfast, they are encouraged to actually go and walk the land of their
ancestor.

The centres charge for committed research and part of their

genealogy role is to homogenize a very diverse product-offering from each
of the thirty three autonomous centres. As a great deal of the enquiries
to the centres involves e-mail and telephone contact (involving no
charge), the existence of these centres is viable from a business view
point (in Hearne, 2004: 05).
According to Hearne (2004), as a result of the way that genealogy evolved
in Ireland, there is not a central repository of records as in other
countries.

Instead, each of the thirty three Irish Family History

Foundation (IFHF) centres throughout the country maintains records for
their local area. Fas plays a fundamental role in keeping the IFHF going.
The network of centres owes its existence to Charles J Haughey (former
Taioseach, who, having returned from a trip to Australia in the mid1980s recognized the lack of public resources going into genealogical
research and support. As a result of the current government’s policy of
reducing Fas schemes, however, many of the centres are coming under
serious pressure. One, in North Tipperary, for example, closed in 2003.
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Failte

Ireland

also

provides

frontline

genealogical

resources

at

www.genealogy.ireland.ie, where prospective tourists are taken through
the various research options available to them.

Hanafin (2004) believes that every family has secrets and mysteries:

In my case, it was a sepia-tinted photograph of my granduncle's
family taken over 80 years ago in the United States. My Grandfather
was the first of the family to emigrate to the United States from Ireland,
and then my granduncle followed in the early 1900s. After years of
searching for my granduncle, 1 was fortunate to eventually find a
Hanafin family website where I posted my family history.

Two

months later, I received a reply, and a family reunion ensued
(2004:18).
Malone (2005), for example, states that his father spent eleven years doing
genealogical research about his great-grandparents who came from Ireland.
According to Malone, the search took many years and involved travelling to
Ireland and hiring genealogists. In 2004, while searching on Google on the
World-Wide-Web, Malone found the required information:

“I accidentally

came across John Malone’s declaration of intent to become a United States
citizen in a list of ‘alien papers’ transcribed from Fayette County records”
(2005: 11).
According to Browne (2005), Commander Eileen Collins the first woman to
command a space shuttle and whose great great-grandfather came from
Cork, piloted the space shuttle ‘Discovery’ on its ‘Return to Flight’ mission
to Edwards Air Force base in California, on August 9 2005. Commander
Collins and her husband Pat travelled to Cork, Ireland in 1993 in order to
search for her family roots and investigate her ancestry:
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Kissing the Blarney Stone turned out to be a far more nerve-racking
experience than anything that I have ever experienced during my
career at NASA (in Browne, 2005).
According to Clayton-Lea (2004), actor Aidan Quinn^^, who was bom in
Chicago in 1959 to emigrant parents from County Offaly, is another
example of the strong connections that exist between Ireland and the
United States.

For the majority of his childhood Quinn grew up in

Rockford Illinois. The Quinn family were often referred to as foreigners by
the local people, because their parents spoke with Irish accents.

The

community was a very tight puritan Mid-Western community, but Quinn
never forgot his Irish roots and spent copious amounts of time investigating
his Irish ancestry:
/ opened the door of my Grandmother’s house, took a peek and

breathed in the atmosphere. I looked at my Grandfather’s clock and
everything was so familiar. It all came back to me; I had visited there
before at the age of four. It is difficult to describe how the smells —
the peat, the Irish fry — it all seemed so comfortable, so familiar and
good. It was an extraordinary experience coming back to the place
where you find so many people whose traits that you recognise, who
look like your family. That sudden realisation: “this is my tribe” (in
Clayton-Lea, 2004:33).
Clayton-Lea (2004) further states that Quinn enjoys coming back to Ireland
on a regular basis, if only to soak up the Irish atmosphere. Quinn believes
that his Irish heritage and ancestry make both himself and his family much
more rooted in other aspects of their lives.

Harty (2005) believes that the Irish in America, despite their identification
with the American way of life, still hold onto, and greatly appreciate, their
Quinn has always favoured Irish roles because of his ancestry and has stared in such Irish movies
as, The Playboys 1992, Michael Collins 1996, This is my Father 1999, Evelyn 2002, and Song for a

Raggy Boy 2003.
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Irish heritage. Actress Maureen O'Hara, another Irish-American, remained
firmly committed to her Irish roots.
refused ^British citizen’

20

According to Harty (2005), O’Hara

to be used as her former nationality when she

became an American citizen in 1946. O’Hara’s stubborn resistance caused
a change in the emigration proceedings, and, shortly thereafter, natives of
Ireland were no longer identified as British in the naturalisation process.
Her profound pride in her Irish heritage served her well amongst IrishAmericans, and, in particular, when she served as Grand Marshal in the
1999 New York City St. Patrick’s Day Parade. On that day the crowd called
out “Mary Kate” after her role in The Quiet Man. When this film was made
in Ireland in 1952, Ireland was one of the poorest countries in Europe
(Harty, 2005). According to Dan McLaughlin, Chief Economist of the Bank
of Ireland, “Ireland today, is now richer than America. For the most part of
Ireland’s

modem history,

Irish

people went to

remittances to poor relations back home in Ireland.

America and

sent

Now, United States

companies in Ireland are sending remittances in the form of profit cheques
back home to America (in Harty, 2005: 06). Harty (2005) and Hearn (2004)
believe that the connections and bonds with Ireland and the United States
are enduring.

20

Ireland did not become a Republic and leave the British Commonwealth until 1949 (Harty, 2005).
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Section 3
2F

The Tourism Industry

OECD countries are the main tourism countries in the world both in terms
of receipts from, and expenditure on, international tourism.

These

countries include: Australia, Austria, Belgium, Canada, Denmark, Finland,
PYance, Germany, Greece, Iceland, Ireland, Italy, Japan, Luxembourg, the
Netherlands, New Zealand, Norway, Spain, Sweden, Switzerland, Turkey,
the United Kingdom, and the United States.

These countries contribute

substantially to tourism development in the world.

Many of the OECD

countries have pursued important interventionist policies, notably in the
promotion of international tourism (Vellas and Becherel, 1995).
According to Towner (1988), tourism is a multidisciplinary field of interest
and most research lies firmly within the social science disciplines.

Any

research method requires the careful consideration of the range of source
material

available

together

with

its

limitations.

The

systematic

measurement of tourism only began in the twentieth century when its
increasing volume and economic impact created a need for statistics.
Government records before 1914 were mainly collected for health, safety,
taxation, police, and migration purposes (Towner, 1988).

Burkart and

Medlik (1974) previously noted that no distinction was made between
tourists and other travellers prior to 1914.

2F:1

Defining Tourism

Moloney and O’Sullivan (2004) believe that tourism by its nature is
difficult to define.

In general, they suggest that that “people demand

tourism and that those living in the receiving tourism area supply
whatever need is required” (2004: 10).
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Pearce (1982) states that tourism may be defined as the loosely inter
related amalgam of industries which may arise from the movement of
people, and their stay in various destinations outside of their home area;
Burkart and Medlik (1974) note also that the movements that characterise
tourism are of a short-term nature and that the traveller is not concerned
with seeking employment.

Tourism is, in essence, a phenomenon

concerned with the leisured society at play.

Brown (1993) defines tourism as the theory and practice of touring and
travelling for pleasure.
attracting

tourists

Brown further defines tourism as the business of

and

providing

for

their

accommodation

and

entertainment. A tourist, on the other hand, is defined by Brown (1993) as
a person making a tour or visit as a holiday, often as part of a group, or a
person travelling for pleasure, especially abroad.

Lalor (2003) states that

the World Tourism Organisation defines a tourist as “a person travelling to
and staying at least one night in a country other than his or her country of
usual residence . . . for leisure, business or other purposes” (2003: 1056).
According to Lalor, this definition extends beyond holidaymakers, as
business travellers and other categories of visitors are all customers for
tourism services.
Pearce (1982) notes that a United Nations conference on travel and tourism
held in Rome in 1963 proposed that tourists were temporary visitors
staying at least 24 hours in the country visited.

The purpose of their

journey, according to Pearce, must be capable of being classified under the
following headings: leisure (including recreation, holiday, health, study,
religion and sport) or business, family visits, and conferences.

This

definition, Pearce notes, categorises almost all travellers as tourists.

According to Johnson and Thomas (1993), the definition of a tourist is
wide-ranging: the purpose of visits includes holidays, business trips,
visits to friends and relatives, and miscellaneous visits (for reasons
such as

study,

religion,

shopping or sports

activities).

Taking
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international tourist activities worldwide, Witt et al. (1991) note that
about 70 per cent of tourist trips are for holiday purposes, about 15 per
cent are for business, and about 15 per cent for all other reasons.

The Heart of England Tourist Board defines tourism as “the temporary
short-term movement of people to destinations outside the place where
they normally live and work, and activities during their stay at these
destinations; it includes movements for all purposes, as well as day
visits or excursions” (in Moloney and O’Sullivan, 2004).

Moloney and

O’Sullivan (2004) define tourism as “the activities of persons travelling
to and staying in places outside their usual environment for not more
than one consecutive year for leisure, business, and other purposes”
(2004: 10).
According to Lowyck et al. (1993), tourism is a composite product that
belongs to the tertiary sector.

Theuns (1984) believes that the three

most important components of the tourism product are ‘transport, stay
and attractions’. Lowyck et al. (1993) further state that the core of the
tourism product is made up of the tourism attractions, which can be
divided into the original existing attractions (climate, nature, culture
and shopping facilities) and the attractions particularly designed for
tourists.

Lowyck et al. (1993) note that tourism is a very fast-growing

industry and the enormous growth in the supply of tourist activities is
due to Government actions which stimulate tourism (planning and
development) and to the development of the tourism product by tour
operators.

According to Lowyck et al. (1993), from an academic view point,
tourism is regarded as a subject of study concerned with the motives,
expectations and experiences of the tourist and with the economics,
socio-cultural and environmental impacts of tourism in the host
countries. Lowyck et al. (1993) note, that one of the first steps towards
the establishment of an academic approach to tourism research was

139

undertaken by MacCannell, in 1976. Since then, according to Lowyck
et al.

(1993),

tourism research has

developed into

a relatively

autonomous academic field.

According to Archer (1989), a basic aim of tourism research is to
provide a systematic framework to explain and teach the tourism
phenomenon in its various forms. Lowyck et al. (1993) believe that this
implies an interdisciplinary approach by which tourism is viewed as an
independent domain of study.

They further note that different basic

disciplines such as supply theories, concepts, methods and techniques
facilitate in-depth research into tourism.
economics,

geography,

Basic disciplines such as

psychology and sociology,

and also other

disciplines and research domains like management, marketing and
leisure sciences, provide important contributions to tourism research
(Lowyck et al. 1993).
Lowyck et al. (1993) note that regarding economics, for example, most
concepts and theories are directly connected with the production
industry, but with some modifications these concepts and theories can
also be applied to the service industry as well.

Lowyck et al. believe

that such treinsformations of models to make them relevant for tourism
research are also applicable to other disciplines, such as statistics,
psychology, marketing, and planning.

According to Theuns (1984), analysis of demand can be tackled by a
socio-economic approach or by a psychological approach. Lowyck et al.
(1993) note that the socio-economic approach examines correlations
between

the

participation

at

tourism

events

and

socio-economic

characteristics such as income, level of education, age, residence and
family situation. The psychological approach, on the other hand, seeks
to discover the motives that stimulate people to travel.
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The Growth of Tourism
Economic Importance

2F:1.2

and

its

According to Swarbrooke and Horner (1999), the desire to travel was
predominantly based on religious devotion, concerns over health, and
trade, rather than pleasure.

The earliest recorded tourism in Europe

dates back to the time of Ancient Greece.

It tended to be specialist in

nature and related to religious practice; people visited religious festivals
and consulted oracles.

They also visited sporting events such as the

Olympic Games which began in bc776 — but even these had a religious
significance.

Today, Europe is still the most popular continent as a

destination for international tourists (Hawkins and Ritchie, 1991).

The travel and tourism industry is one of the world’s largest industries, yet
it is poorly defined. As a relatively new field of study it has not existed long
enough to accumulate comprehensive policy knowledge (Hawkins and
Ritchie, 1991).

Tourism plays a major role in the world economy and is

expected to become even more important in years to come (Witt and
Moutinho, 1995). As an industry it has a marked impact on employment,
the balance of payments, and the economic stability of many countries.
Tourism is a dynamic industry. Policy makers and planners must forever
be aware of the changing international market trends and respond
effectively to them (Deegan and Dineen, 1997). According to Gibson and
Nielsen (2000) and the OECD (2004), tourism is today the single largest
industry in the world, and a significant contributor to wealth in Ireland.

According to Johnson and Thomas (1993), there has been a rapid
growth in world tourism since the

1960s.

Organisation

international

in

1990

noted

that

The World Tourism
tourist

arrivals

worldwide substantially increased from about 70 million in 1960 to
over 400 million by the end of the 1980s (in Johnson and Thomas
1993). Johnson and Thomas (1993) believe that the rate of growth has
been uneven but there seems little doubt that the tourism industry will
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continue to grow strongly over the next decade.

According to Davies

(2003), international tourist arrivals are forecast by the World Travel and
Tourism Council to reach one billion by 2010 and reach more than 1.6
billion by 2020, representing an overall average annual growth rate of 4.2
per cent in the period 1995-2020. Davies further states that Europe will
continue to be the most visited region in the world, with a projected total of
717 million tourists by 2020 — almost half the projected total.

Johnson and Thomas (1993) previously noted that, in many developed
countries, tourism is one of the fastest-growing sectors of the economy
and is a major source of employment growth.

The OECD (2004)

concurs and notes that the Irish economy, in particular, is one of the
most open economies in Europe.
including

fiscal

management,

Ireland’s macro-economic policies,

tax

reforms,

income

policies

and

investments in education, have laid the foundation for the “virtuous
circle”, reinforcing growth and strengthening the resilience of the
economy. Ireland can include among its achievements: (i) the defeat of
unemployment as an economic scourge — with the unemployment rate
down from 16 per cent to 4 per cent; (ii) the reduction in public debt
from 100 per cent of GDP to 33 per cent; (hi) a significant investment in
infrastructure; and (iv) a substamtial enhancement of social benefits
(OECD, 2004).

Lewis and Beggs (1990) state that the relationship between a national
department of tourism, and the tourism industry of a country, is an
important one. The ITIC (2004) believe that the Irish Government needs
to be more supportive towards the tourism industry.

According to

Travers (2003, 2005), the Department of Arts, Sport and Tourism is
now more proactive in seeking to influence the decisions, programmes
and policies of the various other departments and agencies that impact
on tourism.
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Gearing Swart and Var (1974) note that government investment in the
tourist industry should be directed towards those areas which have the
power to attract the greatest number of visitors.

According to Johnson

and Thomas (1993), the number of tourist destinations has increased
markedly and the range of tourist activities has broadened, giving rise
to many different types of tourists.

Urry (1994) and the OECD (2004)

believe that tourism could only develop when a variety of economic, urban,
infrastructural

and altitudinal changes had transformed the social

experiences of large sections of the population of European societies during
the course of the nineteenth century. Crouch and Shaw (1993) concur and
state that international tourism is now within the financial reach of the
lower socio-economic groups by comparison to the situation that existed in
the 1970s or 1960s.
According to Pearce (1982), tourism is a vast multinational enterprise
which is of central importance to the economies of many countries. Pearce
states that economic reseEirch on tourism has been directed towards topics
such

as

tourism

development.

demand,

marketing,

forecasting,

planning

and

Pearce relays that development studies are concerned with

investigating why some countries and areas are more appealing to the
tourist than others. Pearce also suggests that economic studies on tourism
need to understand the differences among different tourist populations.
This, according to Pearce, consists of categorizing tourists according to
their motivation for traveling but may also involve considerations of socio
economic well-being and on-site attitudes. Harrington and Lenehan (1998)
concur and state that tourism is facing unprecedented change because of
changing lifestyles and rapidly evolving technologies.

Harrington and

Lenehan further state that the changing profile of customers makes it
difficult for marketers to determine future tastes and preferences and,
because of the growing complexity of the market, the concept of the
‘average traveller’ has become redundant.
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According to Urry (1994), mass tourism in the mid-1960s in Europe
became internationalized, and there has been immense growth of
international tourist flows since 1960. Urry reports that, by 1984, there
were almost 300 million tourist arrivals worldwide and international
tourism was the second-largest item in world trade.

International

tourist receipts increased 47.6 times over the period 1950-84,

Urry

believes that internationalization of tourism means that one cannot
explain tourist patterns in any particular society without analyzing
developments taking place in other countries. The internationalization
of tourism, especially in Europe, means that every tourist site can be
compared with those located abroad. So, when people visit somewhere
in their own country they are in effect choosing not to visit a site
abroad.

The internationalization of tourism means that all potential

objects of the tourist gaze can be located on a scale, and can be
compared with each other (Urry, 1994).
The result of such internationalization, Urry (1994) believes, is that
different countries, or different places within a country, come to
specialize in providing particular kinds of objects to “be gazed upon”.
Many tourist sites have emerged in the last decade or two, and
countries have come to specialize their tourism on history and heritage,
and this affects both what overseas visitors expect to gaze upon, and
what attracts domestic residents to spend time holiday-making at home
(Urry, 1994).
According to Urry (1994), internationalization of holiday-making is
more advanced and developed in the United Kingdom than in most
other countries.

This is partly because of the early and innovative

development of the package or inclusive holiday in Britain, and partly
because of the availability of an exceptional number of historical sites
suitable for attracting large numbers of overseas tourists. Just as the
UK economy in general is an open economy, so this is specifically true
of tourism (Urry, 1994).
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Urry (1994) and the OECD (2004), suggest that the economic benefits
from tourism are often less than anticipated.

Lea (1988) suggests, for

example, that much tourist investment in the developing world has
been undertaken by large-scale companies based in America or Western
Europe (such as international hotel chains), and the bulk of such
tourist

expenditure

is retained by the trans-national companies

involved; 22-25 per cent of the retail price remains in the host country.
According to the OECD (2004), Irish tourism has been a major success
story and the OECD believes that it is the most profitable sector of
Irish-owned enterprise since the foundation of the State. Irish tourism
is a major source of foreign earnings with low import content.

It is a

powerful instrument of national and regional development (OECD,
2004).

2G

A Brief
Tourism

Historical

Background

to

Irish

Travel is as old as civilization. While the ancients may have travelled
for survival, and explorers of old charted their courses in anticipation
of discovery and riches, they are not too different from present-day
travellers
(Vladimir, 1990: x).

Ireland has played host to many visitors since time began: monks carrying
messages from Rome; scholars coming to study; merchants bu3dng and
selling butter and wine, along with the many invaders this country has had
over recent millennia (Bord Failte, 2000). According to Houston (1993), it
was physical and mental well-being that propelled the first tourists to
Ireland.

Bathing in the sea, ‘taking the waters’ or ‘taking the cure’ was

recommended by the medical profession of the time as a remedy for a range
of physical disorders. As a direct result of this, spas developed at Lucan,
Mallow, and Castleconnell. These Irish spas were, in effect, the first Irish
holiday resorts and, consequently, coastal villages became very busy.
Among the upper classes a huge interest in scenic tourism grew and
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because of this the west coast of Clare became very popular.

Heuston

notes that, as early as 1795, the Ennis Chronicle ran advertisements for the
‘rental of houses for the saltwater season’; and also states that the author
Charlotte Bronte spent part of her Irish honeymoon at Kilkee in 1854.
Alfred Lord Tennyson also visited Kilkee in the company of his friend Sir
Aubrey de Vere.

In August 1858, the Limerick Chronicle reported that

“Several noblemen and others of the elite with their families have already
come and gone, and many highly fashionable people are staying at present
in Kilkee.

Kilkee is evidently rising to importance as a fashionable

maritime resort” (Heuston, 1993; 16).

Charles Bianconi, an Italian bom in 1785, played a major role in the
development of Irish tourism when he arrived in Ireland at the age of
sixteen in 1802. Bianconi was in the business of selling prints in Clonmel
but he found the coach service inadequate to cope with his business needs.
As a result, he developed a network of horse-drawn cars painted in bright
red and yellow.

In doing so he provided an efficient scheduled coach

service linking the major towns in the south and mid-west. Bianconi linked
up with hotels for stop-overs, and began to offer the first packaged tours.
In his heyday Bianconi had 100 vehicles and 1,300 horses, and they
covered 1,632 miles every day until the railway network spread throughout
Ireland in the nineteenth century (Bord Failte, 2000).

When the South Clare Railway opened in May 1892, linking Kilkee with
Cappa Pier, where the steamer from Limerick moored, the result was
economically significant for Kilkee (Heuston, 1993). Heuston reports that,
from 1892, there was a significant increase in the numbers of worshippers
at Kilkee’s Church of Ireland during the peak months of July, August and
September. In County Wicklow, Bray became a popular resort for the same
reasons as Kilkee, and, according to Davies (1993), the upper classes, as
part of a tour of Wicklow, visited Bray “to gain the benefit of sea-bathing
and bracing air” (1993: 50). Much of Bray’s success as a resort was also
attributed to the introduction of the railway service, after which it began to
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flourish as a destination. During Easter 1861, four thousand rail visitors
were reported to have visited Bray, while in the same year nine hundred
and thirty people arrived at Whitsun on the 10 a.m. excursion train from
Dublin (Davies, 1993).

Ease of access resulted in a large increase in holiday-makers. The railway
companies of the time promoted travel by providing 'through-tickets’ from
major cities in Ireland, England, and Scotland, via Hollyhead and Dublin,
and onwards by train to Connemara, the west Clare resorts, or Killarney
(Houston, 1993).

The scheduled steamer service that linked up with the

railway began in 1836 with the establishment of the British and Irish
Steam Packet Company.

This company operated freight, livestock, and

passenger services between Ireland and Britain:
The railway boom opened Ireland in a manner which was never
before possible.

A Guide to the Donegal Highlands, published in

1845, describes how a traveller from England can catch an express
train from Euston London at 7.30pm, connect with a steamer at
Hollyhead at 1.15am, arrive at Greenore at 6am on the following
morning, catch a Great Northern Railway train which will be waiting
at the platform, enjoy a good Irish breakfast and be at Strabane by
9.45 am (Bord Failte, 2000: 21).
The new railway phenomenon of the nineteenth centuiy was directly
responsible for some of the large hotels that still exist today. The Great
Southern and Western Railway Company built hotels in Killamey,
Parknasilla, Caragh Lake, Kenmare and Waterville during the 1890s. The
Midland Great Western Railway Company built a hotel at Eyre Square in
Galway, and other railway hotels were built in Silgo and Mulrany.

Local

landowners also played their part in the overall development of Irish
tourism, and, in the case of Lord Kenmare, whose estate included the
Lakes of Killamey and Tore Waterfall, a deal was done whereby, in
exchange for giving the railway company a site for a hotel. Lord Kenmare
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sold tickets to visitors who wanted to view the lakes and the waterfall that
was on his land (Bord Failte, 2000). According to Nash (1993), the West of
Ireland began to feature in travel accounts from the 1850s.

Nash notes

that this was due to the growing taste for exploring primitive areas and
thus the region came to be the subject of travel literature. Nash reports
that by the 1900s, organized tours to Connemara were being advertised to
promote the area; “It was also the result of the development of transport
links which facilitated the opening of the region to tourists” (1993: 93).

Subsequent developments in the Irish tourism industry will be explored
below.

2G:1

The Irish Tourism Association and the Irish
Tourist Board

F.W. Crossley established the Irish Tourism Association (ITA) in 1893.
Crossley was the first entrepreneur to market Ireland as a holiday
destination. In 1899 he invited a group of British parliamentarians to tour
the country.

They were accompanied by several Fleet Street journalists.

Later, in 1909 he set up an Irish tourism office in London (Bord Failte,
2000). According to Furlong (2004), the First World War, the Easter Rising,
and the War of Independence in Ireland seriously curtailed the development
of tourism in the early twentieth century; consequently, the ITA had to
close down its operations.

According to Houston (1993), the First World

War led to a significant reduction in the Anglo-Irish population. Added to
this were the tensions of Living in Ireland during the War of Independence.
As a result, people who had enjoyed holidaying at Irish resorts reverted to
English and continental holiday destinations.

After the war, in 1923, J.C. Foley set up a completely new tourism
association, using the same name that Crossley had used in 1893, the Irish
Tourism Association (ITA).

This association had no connection to that
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p)reviously established and subsequently abandoned by Crossley. Initially
tills organization had no support from the state, and was funded only by
r.ailways, shipping lines, hoteliers and retailers, and by some councils and
ctorporations (Furlong, 2004). In return for subscriptions to the ITA, hotels
v^ere promised entry into the Tourists Guide of Ireland. As a result, three
hiundred hotels enlisted in the guide which constituted the first ever
accommodation guide for Ireland.

These subscriptions and the funding

from the stakeholders (railway, shipping lines, retailers, hoteliers, councils
and corporations), alone, could not support the ITA.

It soon became

evident that this organization could not survive without Government
funding.

In 1939, the Tourists Traffic Act was introduced by the then Minister for
Industry and Commerce,

Sean Lemass,

and this provided for the

establishment of a new board, The Irish Tourist Board (ITB), with J.P.
O’Brien as its chairman. The Tourists Act also obliged all hotels to register
with the new board, and those who failed to comply could not be deemed a
‘hotel’ or use the word in its title (Bord Failte, 2000; Furlong, 2004).
During Sean Lemass’ term as Minister for Industry and Commerce, the
then Taoiseach, Eamon de Valera, on returning from a visit to the Shannon
estuary at Foynes, where flying boats (large passenger planes) were landing,
complained to Minister Sean Lemass that the facilities at Foynes should be
improved. As a result, Sean Lemass immediately set about improving flying
facilities at Foynes.

Even though the flying boats eventually gave way to

conventional aircraft, resulting in a change of location from Foynes to
Rineanna — where Shannon Airport stands today — the attention given by
Minister Sean Lemass to the area, paved the way for the development of
Shannon Airport. Aer Lingus, Ireland’s national airline was established in
May 1936, and it operated its first commercial flight on 27 May 1936. The
lolar, a five-seater De Havilland DH84, flew from Baldonnel to Whitechurch
airfield near Bristol. The early flights were undertaken in co-operation with
Bristol and West Coast Airlines. Aer Rianta, (the Irish Airport Authority),
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was set up in 1937 when the first flights linked Dublin and Croydon near
London (Bord Failte, 2000; Furlong, 2004).

According to Bord Failte (2000), Irish tourism was to experience another
setback with the outbreak of the Second World War, causing Bord Failte to
suspend promotional activities for a further six years.

Heuston (1993)

confirms that the Second World War brought problems of access to Irish
resorts. Almost all car traffic ceased and the number of buses and trains
were greatly reduced. After the War, in 1945, the Irish Tourist Board (ITB)
resumed operations and proceeded to develop a new guide to hotels and
guest houses.

The board then proceeded to check and grade these

establishments. Tourism began to flourish again with a marked influx of
British tourists:
In Britain in the decade after the war, more people than ever before
took holidays at seaside resorts, and Irish resorts also saw an
upsurge in popularity (Heuston, 1993: 24).
According to Furlong (2004), in 1952, the Government established two new
organizations to promote tourism, Bord Failte and Fogra Failte.

These

organizations were later amalgamated into one organization, Bord Failte,
under the Tourist Traffic Act of 1955, and the first Director General, Dr
Timothy O’Driscoll was appointed in 1956.

Dr O’Driscoll formally

introduced marketing as it is known today and he obtained funds under
America’s Marshall Aid to finance the first study of the industry (Bord
Failte, 2000).

2G;1,2

The Northern Ireland Tourist Board

The Northern Ireland Tourist Board was set up in 1948.

The primary

function was to promote Northern Ireland as a tourist destination.
According to McArdle (1995), the Northern Ireland Tourist Board (NITB) was
the first regional tourist board set up in the United Kingdom and was
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funded by the Department of Economic Development. The NITB worked in
co-operation with Bord Failte.
Marketing Manager.

In 1968, the NITB appointed its first

According to McArdle, the role of the board was to

establish an intensive selling programme in Britain and the Republic of
Ireland. The Marketing Department at the NITB developed and introduced
marketing techniques and invested considerable amounts of money in
national television and newspaper advertising:

According to McArdle, when the troubles began in 1969 in Northern
Ireland, the NITB continued to collaborate with the British Tourist
Authority and with Bord Failte, but, due to continuing unrest, the NITB
declared Northern Ireland as “un-saleable” in 1972, and adopted a low
profile approach to marketing. As a result of this the board cancelled its
national advertising campaign in Britain, in the Republic, and elsewhere.
Bord Failte felt obliged to protect its own identity and to distance itself from
the Northern Ireland situation.

“During this difficult period the industry

was obliged to project an image of the Republic of Ireland which was
distinct from Northern Ireland” (Bord Failte, 2000: 16).
Even though the tourism industry was experiencing difficulties as a result
of the troubles, the NITB and Bord Failte continued to have close links and
shared promotional stands at trade shows abroad. These links would prove
to be very important for the future.

“Tourism is a social and economic

force, but it is very much also a force for peace and understanding between
peoples. Our continuing co-operation with Northern Ireland and Britain is
heartening (Bord Failte, 2000: 16).

2G:1.3

The Marketing Development of Irish
Tourism (1956-2006)

When the first study of the tourism industry was completed in 1956, Bord
Failte set about segmenting the market in order to target groups of people
that were likely to visit Ireland.

Bord Failte also began to look at the
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standard of accommodation available to tourists.

In 1956 a number of

grants and schemes were introduced in order to encourage the upgrading
of facilities. A State Guaranteed Loan Scheme was set up offering loans at
a 3.75 per cent interest rate, and a grant of €349 towards the cost of a new
hotel double bedroom and bathroom (Bord Failte, 2000; Furlong, 2004).
Sweeney observed that:

New hotels were built, State aid was provided for new projects and for
the expansion and development of existing establishments.

This

helped to provide a most agreeable mix-modem architecture in the
new buildings, a suggestion of the character of more leisurely times in
the updating of old mansions and castles (Sweeney, 1973: 8).

Bord Failte (2000) reports that new hotel chains became interested in
Ireland as a location and, in 1956, Intercontinental built three new hotels
in Dublin, Cork, and Limerick. Attention now focused on America as a new
target market and, according to Bord Failte, groups of travel writers were
brought to Ireland where they could sample the product for themselves.
During this period major promotions were staged at the annual conference
of the American society of Travel Agents. This proved to be a huge success
and, according to Bord Failte, it helped sustain Irish tourism at a time of
deep economic recession.

The release of the movie The Quiet Man was also instrumental in drawing
attention to Ireland as an Interesting and mysterious’ destination among
the American nation when it received two Oscars after it was released in
1952. “After the release of The Quiet Man in 1952, the rest of the world
began to sit up and take notice” (MacHale, 2000; 256).

The fascination

with Ireland as a result of this movie is still very strong today and
according to MacHale “every summer the West of Ireland is crawling with
fans from the United States, Italy, Japan, the United Kingdom, and Ireland
itself both North and South” (2000: 257).
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Khan (1998) concurs with MacHale (2000), and states that the film
industry has had a huge influence on attracting potential tourists to
Ireland. According to Khan, a recent study carried out by Irish Marketing
Surveys on visitor attitudes found that 10 per cent of visitors claim that
they decided on an Irish holiday after seeing films such as: The Quiet Man,

Ryan’s Daughter, Michael Collins, In the Name of the Father, and Far and
Away.

2G:1.4

Irish Festivals

In 1952, when Ireland was receiving attention from abroad after the release
of the movie The Quiet Man, Bord Failte was the instigator of a new project
to promote Ireland in the long term. This project was called ‘An Tostal’, a
new spring festival. According to Furlong (2004), this festival was designed
to encourage national progress in every field of endeavor, extend the tourist
season, encourage civic spirit and national pride, and give every city, town,
and village an opportunity to celebrate.

It was primarily aimed at

increasing the American market, with a view to encouraging Americans to
travel to Ireland during the spring.

Tostal committees were set up in 52

centres in Ireland and each centre was invited to devise a programme of
carnival and cultural events.

In the first year of An Tostal, the Irish

Countiywomen’s Association organized a National Roadside Gardens
Competition, This competition led on to the development of Bord Failte’s
‘Spring Clean’ campaign:

An Tostal, an Ireland at Home Festival, was the first major move to
spread the traffic, and that was back in 1953.

Was it successful?

Yes, because it made people talk tourism, it stimulated interest within
the country (Sweeney, 1973:9).

These organizations were the forerunners of the National Tidy Towns
competition which was inaugurated in 1958 by Bord Failte, and organized
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by t±iem until 1994 when the responsibility and organization of the
competition was transferred to the Department of the Environment. Bord
Failte continued to take an active part in other festivals and during the
1960s took a pro-active part in the creation of festivals, such as the Festival
of Kerry, the Galway Oyster Festival, and the Wexford Opera festival:

The Dublin Theatre Festival began in 1956 and has attracted world
attention each year since; Wexford Festival presented its first opera in
the town's tiny Regency Theatre Royal in 1951 and from mainly local
interest it has now achieved a role of importance in the musical world,
an event in which international singers are proud to be able to say
that they have participated; the festival of Kerry awakens interest in
‘the Rose of Tralee' as far away as Australia; Galway's Oyster
Festival is an event which hits the television screens in France and
elsewhere in the autumn; Cork International Film, a film festival with
a difference . . . festivals of this and that, but all providing some
special interest in the shoulder and winter months of the year
(Sweeney, 1973: 9).
These festivals would prove their importance in the future as major
contributors to the tourism industry.

Finlan and Martin (1990) suggest

that Irish festivals are of immense importance to the tourism industry. The
annual Galway Arts Festival has become the powerhouse that generates a
huge influx of a wide variety of visitors to the city, starting many days
before the event itself. Now that the festival has been moved to mid-July it
gives a powerful “kick-start” to the longer established Galway Races which
now follow immediately after the arts festival. The debate as to which of the
two events draws the most visitors is inconclusive, but both richly
complement each other, with large numbers of arts fans remaining on for
the races and as many race goers flocking in to catch the arts events.
These festivals greatly increase tourism business for Galway city (Finlan
and Martin, 1990).

Bord Failte also promoted Ireland by encouraging

improved design for Irish souvenirs and other merchandise.

Bord Failte
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worked closely with the Kilkenny Design Centre and promoted Irish fashion
designers such as Sybil Connolly and Irene Gilbert, through its magazine,
Ireland of the Welcomes (Bord Failte, 2000: 14).

According to Furlong (2004), the publication of the first programme for
Economic Expansion in 1958 marked the dawn of a new era in Ireland.
With this programme came free trade, the development of exports, and the
proactive attraction of industry from overseas.

Product development

continued to form an integral part of the promotion of Ireland, and
products such as Shannon cruisers and horse-drawn caravans were
developed for the tourist industry.

At this time (1958), Bord Failte also

developed angling and coarse-fishing holidays, and worked in conjunction
■with the Board of Works in order to enhance Ireland’s national monuments.
To coincide with all other improvements, Bord Failte also set about
publishing its own good food guide; this guide. Where to eat in Ireland, was
a major boost to the promotion of restaurants and food in general, as, until
that time, Ireland was virtually unknown for its culinary expertise (Bord
Failte, 2000).
Considerable progress had been made by Bord Failte with regard to the
marketing of Ireland by the mid-1960s, but, just as the setbacks of the two
World Wars seriously curtailed all tourist activity, history repeated itself
with the beginning of the troubles in Northern Ireland in 1969.
implications for Irish tourism were unexpected.

The

“As Northern Ireland

erupted into violence at the beginning of the seventies, the media,
particularly in Britain, seemed to carry little else but negative images of
this country.

British holidaymakers were understandably frightened, to

travel to Ireland” (Bord Fadte, 2000: 15).

Deegan and Dineen (1993;

(1997), concur and report that the revenue receipts from foreign visitors to
Ireland have shown significant fluctuations over a long time span, and that
the steady growth in real terms in the 1960s was followed by a 30 per cent
reduction over the 1969-1972 period — the start of the Northern troubles.
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2G:1.5

Marketing Creativity Through Necessity

As a result of the conflict in Northern Ireland and the forced separation in
marketing terms between the two bodies (Bord Failte and the NITB), Bord
Fmlte was forced to work even harder at promoting the Republic of Ireland
as distinct from Northern Ireland. Bord Failte introduced a novel scheme
called the ‘Guaranteed Irish Holiday’ which offered visitors a full refund if
they were in any way dissatisfied with their Irish holiday. The ‘Guaranteed
Irish Holiday’ scheme resulted in few claims, but it had a very positive
influence in assuring the British and the American holidaymaker that they
could really enjoy a visit to Ireland (Bord Failte, 2000).

America was an

obvious target for the Irish tourism industry as access capacity was greatly
improved in 1969 with the introduction of the Jumbo Jet. The Jumbo 450seat jet aircraft was introduced on the North Atlantic routes from 1969
onwards (Meally, 1968).
Even

with

the

advancements

of

modem

travel

and

improved

accommodation, in the years from 1969 to 1976 Ireland’s tourism industry
suffered major setbacks due to world economic factors.

“Tourism was

barely able to mark time in an economy which was experiencing inflation
rates of up to 23 per cent and world markets which were almost all in
recession” (Bord Failte, 2000: 16). In 1976 the tourism industry was very
depressed but by 1977 Irish tourism began to recover. The year 1977 was
a very significant one for the future of the tourism industry as it saw the
appointment of Padraig Faulkner as the first ever Minister for Tourism and
Transport.

In 1977, 1.5 million overseas visitors came to Ireland and

revenue was up by 30 per cent over previous annual figures (Bord Failte,
2000).

Overseas tourism continued to grow in 1978 and 1979, but Bord

Failte and the tourism industry were always conscious of the fact that they
could never become complacent.

Numerous travel books have been written about Ireland over the years and
in 1978 Murphy attempts to document an understanding of the troubles in
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Northern Ireland. In her book A Place Apart, Murphy attempts to draw a
number of broad conclusions about the origins and nature of the Northern
Ireland conflict based on personal encounters (in Cronin, 1993: 63).
Northern Ireland was still very much publicized as part and parcel of the
Irish experience and such publicity drew even more attention to the
political unrest.

The year 1979 was another negative one for the overall

image of Ireland with the bombings in Mullaghmore and Warren Point
(Bord Failte, 2000). Sommerville-Large, writing in 1982, stated that people
were in political denial and after meeting a group of fishermen he declared:

Phey have travelled all the way over in a bus from Rochdale to
Belturbet and now sat in great contentment ignoring rain and border
politics (in Hooper, 2001: 186).
Cronin (1993) concurs with Sommerville-Large and states that “the
problems of Ireland are as natural as rain falling and as dispiriting”
(1993:53). The beginning of the 1980s saw the continuation of violence in
Northern Ireland.

1981 brought the H-Block hunger strikes, which kept

Ireland in the world headlines for all the wrong reasons (Bord Failte, 2000).
The 1980s saw a revival in tourism activities in Northern Ireland despite
the continuing troubles.

The NITB began to re-establish itself in the

Republic of Ireland by concentrating on the activities market, participating
in the annual Holiday and Leisure Fair in Dublin and through continuing
collaboration with Bord Failte in the American market (McArdle, 1995).
The NITB also promoted home holidays with their Invite a relative home
campaign, and they strove to reintroduce Northern Ireland back into key
markets as a holiday destination (McArdle, 1995).

Despite all the efforts, the tourism industry was stiU in a depression as a
result of the recessions in both Britain and the United States, but the
situation began to improve in 1984. By 1984, the industry achieved a real
growth of 5 per cent when foreign-exchange earnings from tourism reached
€750 million.

This was increased further by the reduction m the rate of
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VAT applicable to hotel accommodation, from 18 per cent to 10 per cent,
and also because the Irish economy was recovering with the annual rate of
inflation down 5 per cent (Bord Failte, 2000). By 1996, all progress was to
be reversed again as the industry suffered a fall of 5 per cent as a result of
Arab terrorist attacks on Americans in Libya and also because of the
Chernobyl radiation disaster in Russia.

The adverse effect of these

disasters was a reduction in travel from America to Ireland (Bord Failte,
2000).

Even though the tourism industry had suffered many setbacks

because of the troubles in Northern Ireland and world economic recession,
it was generally believed that it could achieve more in terms of market
share. As a result of this confidence, the Hotels Federation commissioned a
report which forecast that tourism could be doubled if certain Government
policy decisions were taken and if new strategies were pursued. This report
coincided with the run-up to a general election, resulting in the content of
the report being used by Fianna Fail as part of its election manifesto (Bord
Failte, 2000).
The goals of the tourism industry were also key elements in the ‘Programme
for National Recovery’ which was published in 1988.

The general aims

were to double overseas visitor numbers to 4.2 million and thereby increase
foreign revenue by €635 million and to create 25,000 new jobs over a fiveyear period to 1992. These targets, which required the tourism industry to
grow at a rate of seven times more than it had done in the previous ten
years, were endorsed by the ITIC, the industry representative body, in April
1989 (Bord Failte, 2000).

The Government worked closely with the

industry and provided support through the Business Expansion Scheme
and also worked for the liberalization of air transport. Inflation rates began
to fall in Ireland and the industry received funding from such bodies as the
EU Rural Development Fund:

An Investment of some £850 million has transformed the range,
quality, and attractiveness of our product.
driven

by

This investment was

extensive support from the structural funds,

the
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International Fund of Ireland and the Irish Government (Bord Failte,
1994: 1).

As t±ie tourism year of 1987 drew to a close, Bord Failte drew up a fourpart strategy which consisted of targeted promotion, competitiveness,
improved distribution and product investment (Bord Failte, 1994). The aim
of this strategy was to encourage the development of high-quality tourism
products (such as new and refurbished hotels, and visitor attractions),
raise grading standards, make products more ‘price competitive’ and to
improve target marketing and the distribution system for Irish tourism
products (Bord Failte, 2000). These efforts met with successful outcomes.
Since 1987, in the six-year period from 1988 to 1993, tourism created
almost 30,000 new jobs in the Irish economy. This represented more than
50 per cent of all new jobs created in Ireland in that period.

Foreign

exchange earnings from tourism grew by €807 million and this was an
unprecedented performance (Bord Failte, 1994). Deegan and Dineen (1993;
1997), confirm these results and state that since the mid-1980s the
performance of Irish

tourism has been impressive relative to the

remarkably weak performance of the previous 25 years.

According to

Deegan and Dineen (1993; 1997), Ireland’s market share of world tourism
declined from the late 1960s through the 1970s, stabilised in the early
1980s, and began to improve in the late 1980s. Ireland’s share of world
tourism grew from 0.75 per cent in 1986 to 0.84 per cent in 1989. Over the
four-year period from 1988 to 1991 the revenue targets from overseas
tourists were more or less achieved.

The performances in 1990, and

particularly in 1991, suggested that Ireland attracted more high spending
tourists than in previous years (Deegan and Dineen, 1997).

Finlan and

Martin (1990) confirm the success of 1990, and state that “the summer of
1990 has been a boom year for Irish tourism — perhaps the best ever”
(1990: 7).
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As part of the overall development strategy for tourism, a National Tourism
Information and central reservation system called ‘Gulliver’ was set up.
This was developed in conjunction with the NITB. Gulliver was launched in
June 1991, involving a capital cost of €5m. Gulliver would be available to
tourist offices and travel agents worldwide, and would greatly assist the
work of the 100 tourist offices in Ireland, North and South. It was to be an
essential aid in helping all providers of tourism services in Ireland to
generate more business (Bord Failte, 1991). The Gulliver project proved to
be more complex than first imagined, and according to Bord FaUte, a new
company had to be established in 1997.

Gulliver InfoRes, a partnership

between FEXCO^i, Bord Failte, and the NITB, was incorporated specifically
to run the Gulliver information and reservations system (Bord Failte, 2000).

In 1993, overseas tourists spent over €1.27 billion in the country and total
tourism revenue, including home and Northern Ireland markets, broke the
€2.6 billion barrier (Bord Failte, 1994). According to McArdle (1995), these
figures represented an increase in tourism revenue of 52 per cent over the
past five years. The previously depressed market in Northern Ireland began
to show a significant increase in revenue and, according to McArdle, in
1994 the Northern Ireland Tourist board earned €307m.

Seventy five

million of this came from the domestic market and €232m from out of state
tourists (McArdle, 1995). Bord Failte attributes the increased figures to the
implementation of helpful Government policies, the positive response of the
tourism industry, and the improved political situation in Northern Ireland.
One of the most significant factors, however, according to Bord Failte, was
the arrival of a new competitor airline on the Ireland-Britain route. This
resulted in a sharp fall in average air fares, and, consequently, increased
traffic on the routes. This was a significant factor for Irish tourism as it

FEXCO was established in 1981 to operate Bureau de Change facilities throughout Ireland. Since
then, FEXCO has become a multi-facetted company operating global payments through many
individual products, including the operation of Western Union Money Transfer, Dynamic currency
Conversion, Stock broking. Vat Refunds, Call Centres, International Corporate Payments and Travel
Related Services. The company has operations in Ireland, UK, Spain, Malta, Australia, Finland,
Denmark, Sweden, USA and Dubai.
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liberalised air transportation and further promoted tourist traffic between
Ireland and Britain (Bord Failte, 2000). Geoghegan-Quinn (1998), argued
that the cost of flights on short trips like Dublin-London was exorbitant
before airline competition was introduced by Ryanair. The improved
political situation in Northern Ireland and the improvement in the British
economy further enhanced the Irish tourism industry (Bord Failte, 2000).

According to Bord Failte (2000), the government decided to re-examine its
existing structures before entering into the next five-year period to 1999.
From this review, a Tourism Task Force was established and its report
recommended that air transport should be further liberalized. This Task
Force proposed the easing of the compulsory stop at Shannon for
transatlantic flights and also the establishment of a National Tourism
Council.

Both recommendations were implemented by the Government

(Bord Failte, 2000).

The Government followed up on the Tourism Task

Force report by commissioning independent consultants to draw up a
report on the tourism industry. This report, which was published in 1995
and undertaken by A.D.

Little,

proposed that Bord Failte should

concentrate its resources on the marketing function and should divest itself
of some of its traditional activities. In line with the Little recommendations
a restructuring of Bord Failte into three divisions in 1995 was completed.
The

divisions were International Marketing,

Corporate Affairs,

and

Secretariat. According to Brosnan (1994), the report compiled by Arthur D.
Little found that Bord Failte provided Value for money’ for Ireland, but
needed to divest itself of extraneous activities m order to concentrate on
overseas promotion.

Brosnan also stated that the report recommended

that the agency should not be split.

The

International

Marketing

Division

immediately

embarked

on

a

programme called Tourism Brand Ireland’ (TBI) in conjunction with the
NITB.

This was to be the new brand marketing for Ireland (Bord Failte,

2000). Rogan (2003) notes that in 1997 Bord Failte in conjunction with the
NITB began to work on an initiative called Tourism Brand Ireland.

The
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peace process in Northern Ireland further facilitated co-operation between
the two bodies for the brand marketing of Ireland as a single destination.
Extensive research was undertaken at home and in the overseas market
and, as a result, Tourism Brand Ireland was launched in November 1996
(Bord Failte, 2000).

Thesing (1997) concurs, and notes that the NITB

closely co-operated with Bord Failte in promoting the entire island as a
tourism destination as a result of the peace process.

Thesing also notes

that the NITB contributed €634m to the development of Tourism Brand
Ireland:

A New all-Ireland project which will promote the island as a single
destination for high-spending tourists has been unveiled in Dublin.
The initiative follows a decision made early last year to create a
“Tourism Brand Ireland” which would unify the efforts of Bord Failte,
the Northern Ireland Tourist Board and tourism industry interests on
both sides of the border (McNally, 1996a: 7).
The launch of Tourism Brand Ireland, the new brand image for Ireland, was
a major step forward for the Irish tourism industry because, for the first
time, the brand image of Ireland was to be promoted on an island basis,
with no distinction between North and South (Dunne, 1996).

Tourism

Ireland (2005b) states that TBI has evolved into a highly successful global
branding strategy managed by Tourism Ireland (body responsible for the
international marketing of Ireland abroad). “Our brand is our reputation an idea that resides in the hearts and minds of our various audiences.
This reputation is built on the knowledge that we are a destination that
leaves its visitors enriched by many positive and rewarding experiences”
(2005b: 3).

According to Black (1997), Ireland was on course to become the first
country in the world to triple its earnings from tourism, despite claims by
some hoteliers of widespread cancellations and a general fall-off.

Black

(1997), reports that International Marketing Director, Noel Toolan, said that
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estimates for the first quarter of the year 1997 showed a solid 10 per cent
growth increase over 1996.

In 1999, Bord Failte expressed optimism

heading into the new millennium and opined that tourism was never so
buoyant.

Overseas visitor numbers in 1998 reached 5,534,000 and

revenue was a record €2,896m. For Bord Failte, 1999 revealed continued
growth, and estimates for the year showed that there would be a 7 per cent
increase in visitor numbers and a 7 per cent increase in revenue.

Even

with these gro\vth figures, Bord Failte claimed that this was not a time to
be complacent (Bord Failte, 2000).

In December 2000, the industry welcomed another change when an entirely
new body known as Tourism Ireland Limited’ was established exclusively
for the international marketing of Ireland abroad. This was the first time in
the history of Irish tourism that there would no longer be a distinction
between the North and South of Ireland in the international marketing of
Irish tourism, as Ireland in the future would be marketed as an entire
island (O’Mahony, 2001a).

According to O’Mahony, Tourism Ireland

Limited, the north-south body was created in December to market Ireland
for the first time as an entire island overseas with an estimated budget of
€28m.

Tourism Ireland Limited became fully operational on 1 January

2002.

This new company is now solely responsible for the international

marketing of Ireland abroad. With the establishment of Tourism Ireland,
Ireland, for the first time in the history of Irish tourism has an independent
company to exclusively promote the international aspect of its marketing.
As a result of the establishment of Tourism Ireland, the international
marketing of Ireland will have an excellent chance to further establish
Ireland as a desirable destination and as a destination that will figure
extensively in the decision-making process for all future tourists.

The

continuation of the formalized working partnership between the North and
the South of Ireland should prove to promote further the Peace Process in
Northern Ireland and inevitably the tourism industry for the island of
Ireland (Wright and Linehan, 2004d).
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The year 2003 brought more changes for the tourism industry in Ireland as
Bord Failte and CERT (the Government training body for tourism) ceased to
exist independently and formed a merger. According to Brovm (2002) and
Failte Ireland (2004a), the Government, in November 2001, approved the
creation of a national development authority, bringing together the
functions of Bord Failte and CERT. The new company was initiated under
the working title The National Tourism Development Authority’, came into
effect on 28 May 2003, and became fully operational by the end of 2003
under the new name ‘Failte Ireland’. According to Failte Ireland (2004a),
this signaled a fundamental change in the nature and types of supports
provided to tourism. Failte Ireland acts as an important support structure
for Irish tourism and, in particular, for Tourism Ireland.

Failte Ireland

promotes holidays to the domestic market along with the continual
development of products for the niche market.

It provides strategic and

practical support to develop and sustain Ireland as a high quality and
competitive tourism destination working in partnership with the tourism
industry (Wright and Linehan, 2004c).
The breakdown of Tourism Ireland’s marketing budget for 2005 was 4 per
cent for advertising, 11 per cent for print and distribution, 7 per cent for
publicity, 2 per cent for trade activities, 5 per cent for promotions, 1 per
cent for a flexibility fund, 54 per cent for direct marketing, 3 per cent is
spent on a call centre and 13 per cent goes on business tourism. The total
spend is €4.8 million. According to Tourism Ireland, budget allocation is
subject to change should additional funds become available.

Tourism

Ireland has identified a ‘Need Based Segments’ for the United States market
and as a result believes that the United States tourist is motivated to travel
to Ireland because of its culture, scenery, its historical, and cultural
heritage holidays.

Tourism Ireland also has a consumer database of

102,000 subscribers who have requested to receive regular e-updates on
Ireland (Tourism Ireland, 2004).
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According to the OECD (2004), Government policy for the development of
the tourism sector in Ireland has focused on supporting sustainable growth
in visitor expenditure with an emphasis on a wider regional and seasonal
spread of business.

The Agreed Programme for Government 2002

recognizes that “the tourism industry will continue to be a vital industry
requiring sustained
(2004:15).

support and investment in the

coming years”

The programme sets out ten priority measures relating to

marketing, access transport, product development and standards, the role
of local authorities and environmental management, the creation of a new
National Development Authority, and the construction of the National
Conference Centre. The Government regards the maintenance of top class
standard and services, and a continued focus by the industry on value for
money, as imperative for the continuing success of the tourism industry.
The Government White Paper on Tourism Policy 1985 was the first
comprehensive statement on tourism poHcy in Ireland. This was followed
by The Programme for National Recovery 1988-1993, The Operational
Programme for Tourism 1994-1999, The National Development Plan 20002006, and The Tourism Product Development Scheme 2000-2006 (OECD,
2004).

Irish Tourism: A Modern Outlook

2H

Since the Victorian era Ireland has been popularly regarded as a place
of great natural beauty worthy of the traveller’s gaze
(O’Connor, 1993; 69).
Tourism is an integral part of the Irish economy (ITIC, 2004). Ireland as a
country has benefited enormously from tourism. Tourism has had a major
influence on the economic and cultural fortunes of Ireland for over a
century (O’Connor and Cronin 1993).

According to Gibson and Nielsen

(2000), the tourism industry in Ireland has grown from strength to strength
in recent years and Irish tourism is well ahead of European and world
averages.

Gibson and Nielsen (2000) state that Ireland’s share of tourist
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arrivals has continued to increase; its 9.3 per cent increase, for example, in
international tourism arrivals for 1998, was almost four times the
international arrivals average increase, which was 2.4 per cent. According
to Rogan (2003), tourism is one of Ireland’s most important economic
activities, accounting for over 60 per cent of the country’s exports of
services.

In the year 2000, tourism was worth €4.8 billion.

This figure

includes out-of-state tourist expenditure, including spending by visitors
from Northern Ireland, fares to Irish carriers, and domestic tourism
expenditure.

The Irish Government earned approximately €2.0 billion in

2000 through taxation of tourism expenditure and the industry supported
145,000 jobs. Overall, the performance of Irish tourism in the year 2000
was on a par with European and world averages (Brown, 2001a).

According to the ITIC (2004), the Irish tourism industry, (which ITIC
believes to be undervalued by the people of Ireland) continues to be a major
economic driver in the state.

The ITIC believes that Irish Tourism is a

major economic sector; a significant instrument of national and regional
economic

and

social

development,

and

the

largest

internationally traded services sector in the economy.

Irish-owned

Brown (2004a)

concurs and states that the Irish tourism industry makes a major
contribution to the Irish economy, providing jobs, creating demand for food
and drink, contribution to the constmction industry and bringing vital
foreign exchange into the nationail coffers. According to the OECD (2004),
the Irish tourism is largely an Irish owned sector of enterprise, and an
engine of national and regional wealth creation delivering significant
benefits to the economy.

Expenditure (including receipts of over €700 million paid to Irish air and
sea carriers) by the 6 million overseas visitors to Ireland in 2002, amounted
to almost €4 billion. The equivalent figure in 1990 was approximately €1.5
billion. When inflation is taken into account, this represents a doubling of
revenue since 1990. The 2002 tourism receipts of €4 billion was equivalent
to more than 50 per cent of the total value of exports by Irish-owned
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manufacturing industry, or, more than twice of the value of exports of
Irish-owned internationally-traded services.

Tourism made a direct

contribution of 4.4 per cent to Ireland’s GNP in 2002 (OECD, 2004).
According to the Minister for Tourism, John O’Donoghue, “Irish tourism is
the second biggest earner for the Irish exchequer, consisting of €4 billion in
foreign revenue and €1.2 billion in domestic expenditure, supporting
150,000 jobs in the economy and currently receiving 7.2 million visitors for
the year end 2002” (Wright and Linehan, 2004c: 2). Failte Ireland (2005a)
concur and state that tourism in Ireland employs a core workforce of
145,000 people across 16,500 separate businesses.

When part-time

and casual workers are tctken into account, it is estimated that the
tourism workforce exceeds 200,000. According to the OECD (2004), it is
estimated that each million euro of overseas tourism expenditure supports
30 jobs and every million euro of domestic tourism spent, supports 23 jobs.
According to the CSO, (2004), overseas visitors to Ireland regained their
2000 level in 2003, having fallen back in 2001 and 2002.

The OECD

(2004) concurs and notes that, in 2003, international visitor arrivals
reached 6.2 million, an increase of 4 per cent on 2002.

According to Failte

Ireland

(2005b),

an analysis of its

Tourism

Barometer Survey’, covering almost 1,000 tourism enterprises, found
that the Irish Tourism industry, both overseas and domestic for 2005,
is on a par with 2004, even though all sectors of the industry are not
achieving that year’s levels. Failte Ireland believes that this trend will
continue, and further relay that hotel owners report a growth in
business compared to the corresponding period in 2004. According to
Travers (2005), the Irish Exchequer allocated €125 million in 2005 for
tourism related activities by the Department of Arts, Sport and Tourism
and the tourism state agencies — an increase of 13 per cent on 2004.
This enabled the Tourism Marketing Fund to increase by €4.3 million
to €35.8 million in 2005.
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According to Failte Ireland (2005a), tourism in Ireland is dominated by
small and medium sized businesses.

It is a people-centered service

industry, where staff are an integral part of the consumer experience.
Failte

Ireland

internationally.

believes

that

tourism

is

a

growing

business

Estimates from the World Tourism Organisation

suggest that international tourist arrivals will increase from 700 million
in 2002 to 1,600 million in 2020.

The tourism industry is currently

working towards meeting a number of demanding targets that should
see overseas visitor numbers reach 10 million by 2012 with an
associated rise in export earnings to €6,0 billion (Failte Ireland, 2005a).
The ITIC (2004) concurs and believes that the targets for growth should see
the number of visitors to Ireland grow from 6 million to 10 million by the
year 2012 and its revenue contribution to the economy double from €4.4
biUion in 2003, to €8.8 biUion, It is also expected, however, that Europe
will represent a diminishing share of this global expansion in tourism.
In order to grow tourism in Ireland, therefore, Failte Ireland (2005)
suggests that the industry must compete effectively in the global
marketplace.
Failte Ireland (2004a) states that overall performance of the Irish tourism
industry is satisfactory. Visitor numbers and earnings increased, while the
domestic market performed exceptionally well, with a 14 per cent increase
in spending to €971 million. While Ireland has increased impressively its
share of the United States visitor market to Europe; the United States
market is still one-quarter down on pre-September 2001 level.

In 2004,

6.5 million overseas visitors came to Ireland generating export earnings
of €4,2 billion. In the same year domestic tourism grew by 10 per cent
giving rise to total tourism earnings of €5.2 billion, and representing
some 4.2 per cent of GNP in 2004 (Failte Ireland, 2005a).

Failte Ireland (2005a) believes that, despite its size and significance,
the Irish tourism industry is a fragmented industry, and at an
operational level it can be considered as “an industry of every parish”
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(2005: 4).

Brown (2004c) previously noted that the industry must be

aware of the fact that visitors from different markets have different
needs.

Ultimately,

Irish

tourism

must

meet

the

challenge

of

sustaining itself as a high-quality premium product rooted in the
excellent skills and know-how of its workforce.

Deegan and Dineen

(1997) believe that Irish tourism, like any other sector of the economy,
is subject to change, as much from outside as from inside forces.
According to Deegan and Dineen, an amalgam of factors that are
difficult to

quantify can have

a significant impact

on lifestyle

preferences and holiday habits. Deegan and Dineen further state that
the Irish tourism market is increasingly comprised of niche tastes and
requirements.
According to Paul O’Toole, CEO Tourism Ireland, the perception of
Ireland as a less-than-exotic holiday destination coupled with intense
competition from other destinations in Europe and further afield
poses a significant, but not insurmountable challenge for the tourism
industry (in Tourism Ireland, 2005a).

Brown (2005a) concurs and

states that, in the medium-term, the outlook for Irish tourism macroeconomic factors present both opportunities and risks.

The strength

of the domestic market, the continuing United States recovery, and
the inevitable upturn in Europe offer the potential for broad-based
growth in the sector.

Ireland’s current high price level, however,

coupled with the weakness of the United States dollar makes for a
relatively unattractive destination in financial terms. Fully harvesting
the tourism crop offered by the benign economic environment will rest
on striving to ensure that quality improvements outstrip future price
increases (Brown, 2005a).

The future development of Irish tourism

requires appropriate supply-side measures to ensure that tourists enjoy a
good quality product and service, a clean un-spoilt environment, and
reasonable access transport options both to the country and within it. The
significant investment of funds through the Operational Programme for
Tourism should lead to stronger performance in the future (Deegan and
Dineen, 1997).
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According to the ITIC (2004), Ireland does not suffer from an insufficiency
of products, but from a scarcity of marketable products of acceptable
quality, delivered with professionalism.

In many cases, the raw product

material already exists; it simply has not been processed into marketable
form.

This requires the development of product ‘wrappers’, binding

together and integrating an array of existing products. The repackaging and
‘wrapping’ of existing products into marketable products offers two
advantages over the innovation of new products: it requires much less
physical product investment and lower business risk, and it provides a
deal' focus for product marketing campaigns in the future (ITIC, 2004),

The ITIC believes that innovation must be distinguished from invention.
The innovation process focuses on developing new applications for already
existing materials. The innovation of new tourism products should focus
on developing more complex and sophisticated products from the existing
product base, on product innovation, and on sales and marketing
innovations such as cross-selling (ITIC, 2004). According to Reilly (2005)
and Wright (2005a) it will be vital to make the regions more accessible to
international tourists and Ireland as a destination needs to offer more of a
taste of the country in its product range. Reilly states that it is paramount
that the tourism industry finds some solution to the continuing decline in
overseas tourism to the regions outside of Dublin. Reilly believes that it is
essential that tour operators make their product offerings more dynamic
and accessible to the international consumer market.

Davis (2003) and

Brown (2005) believe that Ireland as a destination has many positive
attributes; namely, it is perceived as a ‘safe’ destination, the quality of
accommodation and catering has improved immensely, and the range of
travel options by air and sea have never been greater.
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The American Tourist Market

2H:1

In the middle ages people were tourists because of their religion,
whereas now, they are tourists because tourism is their religion
(Runcie, Archbishop of Canterbury, 1988: 8).

The United States is the most lucrative market in terms of Tiigh spend’ and
provides some 15 per cent of overseas tourists to Ireland (OECD, 2004).
Foroohar (2003) concurs and believes that Americans are the big spenders
of global tourism, which consists of a $3.5 trillion industry that represents
10 per cent of world GDP, employing more than 200 million people
worldwide.

According to Coffey (2001), Ireland needs American tourists. On any given
day during summer/autumn, there are 35,000 to 40,000 Americans in
Ireland. American tourists account for approximately one-quarter of total
foreign exchange earnings from tourism (Coffey, 2001).

Hughes (2001)

beheves that American tourists are the lifeblood’ of many resorts and
attractions, especially on the western seaboard. Quinlan and Hickey (2001)
concur and state that, even though Americans account for less than onein-six visitors, they contribute more than a quarter of the total tourism
earnings. Six million, two hundred thousand visitors to Ireland spend €2.7
billion in Ireland, of which just over one million Americans spend €707
million: “The Americans are the biggest spenders by far” (Quinlan and
Hickey, 2001: 15). Failte Ireland (2005b) reports a 7 per cent growth in the
American market for 2005.

According to Bartels (1990), one of the most significant economic
trends of this century has been the explosive growth of the travel and
tourism industry in America. Tourism Ireland (2005a) states that, with
a spend of $58 billion in 2002, the United States accounted for 12 per cent
of world tourism expenditure and was ranked number one in the world by
the World Tourism Organisation. According to Tourism Ireland (2004), the
United States is the largest and most powerful economy in the world. Its
total population in 2000 was 281.4 million people; an increase of 13 per
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cent from the 1990 Census.

Fifty-four per cent of the population of the

United States resides in the ten most populous states, with 80 per cent
living in metropolitan areas. The economy of the United States performed
well in 2004 and GDP grew by approximately 4 per cent. The United States
also experienced a low inflation rate in 2004 and consumer confidence has
continued to grow. The United States had an unemployment rate of 5.5 per
cent in 2004, with the value of the dollar in relation to the euro continuing
to fluctuate.

According to the ITIC (2004) and Brovm (2005a), the currency exchange
rates have put the Irish Tourism Industry at a considerable disadvantage.
Since 2003, the euro has appreciated against the dollar by almost 19 per
cent.

Brown

(2005a)

believes

that

the

implications

for Ireland’s

competitiveness in relation to the United States are stark to the United
States visitor; Ireland and the EU are patently expensive. Brown (2005a) is
optimistic that, over the medium term, it is expected that the exchange rate
will revert to a range of between $1.15 and $ 1.20.
Swarbrooke and Horner (1999) state that Americans are very sensitive
to currency exchange rates and tend to travel to destinations where the
dollar is relatively strong against local currency.

According to

Swarbrooke and Horner, currency exchange rates and choice of
destination are inextricably linked and are a major determinant of
tourist purchase behaviour as they have a direct impact on the cost of
a holiday.

Bartels (1990) states that, while Americans have always enjoyed travel, a
number of important sociological changes in the second half of the
twentieth century opened the exciting opportunities of travel to millions
in the nation’s new middle class. The largest generation in the history
of the world is alive today in America consisting of young adults aged
25 to 44.

Besides vast numbers, this generation is the most affluent,

best educated, and most sophisticated group in world history. In 1990,
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they represented one-third of America’s population. They are also the
most frequent travellers. There is nothing subtle about trying to find
our market in the coming years; this is the obvious demographic
(Swarbrooke and Horner, 1999). In effect, one is selling to a sophisticated
adult market, dominated by baby boomers, which pull every other group
along in the broad wake of their choices, tastes, and desires.

It is the

spending power and recreational preferences of this generation that are
expected to propel the travel and tourism industry into the single largest
industry in the economy.

The overwhelming impact of the travel and

tourism industry in America has already set the stage for this accelerated
growtli (Bartels, 1990).

The hotel sector in Ireland is already preparing to accommodate the
affluent tastes of this demographic sector. According to O’Brien Lynch
(2005), for example, the conversion of the top floor of The Four Seasons
Hotel Group’ in Ballsbridge, Dublin, into some of the most expensive
apartments in the State, is as a direct result of American demand,
affluence,

and connections with Ireland.

The luxurious private

residences are to be the first such development in a Four Seasons Hotel
in Europe.

The predominant reason for choosing the Republic of

Ireland as the first location in Europe for the development is because of
the strong and sustained connections between Ireland and the United
States.

John Brennan, General Manager, The Four Seasons Hotel, in

Dublin, believes that the concept is right for Ireland at the present
time, both for its citizens and for those with Irish connections.

The

new venture also reflects the emergence of Dublin as an increasingly
important commercial centre and international travel destination in
Europe for the American market:

More and more Americans are buying two homes in San Francisco
and New York, for example, so why not in San Francisco and
Dublin, given the strong connections? We expect the demand for
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these properties to be strong from the American market

(in

O’Brien Lynch, 2005: 18).

Urry (1994) believes that, when examining the overseas visitors market,
it becomes apparent that there is immense potential for its future
development, and, in particular, the development of the American
tourist market. The negative aspect of the American market, according
to Urry, was that only 7 per cent of United States citizens possessed a
passport until very recently, but Urry emphatically states that this
figure would merely have to reach 10 per cent for there to be very large
increases in the number of potential United States visitors to Europe.
According to Tourism Ireland (2005a), however, 59 million United States
citizens or 21 per cent of its total population currently hold valid passports.
The year 2003 saw a surge in American passport applications for the first
time since 2000, thus improving the prospects for international travel and
Irish tourism.

2H:2

Characteristics of the American Tourist
Market

Swarbrooke and Horner (1999) state that up to recent years, relatively
few Americans visited Europe.

Of the estimated 52 million foreign

tourist trips taken by Americans in 1996, nearly as many were taken in
Mexico as anywhere else in the world outside of America. According to
Tourism Ireland (2005a), this trend has changed and an estimated 10.8
million United States citizens travelled to Europe in 2003. Tourism Ireland
(2004) states that the United States is Ireland’s second biggest tourist
market. Revenue per head (US revenue divided by US number of visitors)
at €892 was 80 per cent above the average in 2003.

According to Bord

Failte (1999), Gibson and Nielsen (2000) and Failte Ireland (2005a),
950,000 American tourists arrived in Ireland in 1999, compared to 419,000
in 1988. Failte Ireland (2005a) notes that the number of American visitors
increased to 1,056,000 in 2000, but decreased again to 892,000 in 2003.
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Brown (2004c) states that visitor behaviour from the United States market
has changed, with a higher proportion of United States holidaymakers
consisting of independent travellers, spending a higher proportion of their
time in the Dublin region. Brown (2004d) confirms the independence of the
United States market, and states that the majority of the American tourists
to Ireland used a hired car.

Tourism Ireland (2004) states that 43 per cent of all Americans who holiday
abroad visit Europe for leisure purposes.
Ireland.

Three per cent of these visit

Ireland now ranks seventh in destination choice among all

European destinations with United States visitors.

Although leisure

travellers take fewer trips than business travellers, they stay longer in their
chosen destination.

United States leisure tourists who travel overseas

consist of professional/technical, manager/executive, retired, student,
home-maker,

clerical/sales,

Government/military

and

unstated.

craftsman/factory
The

average

advance

worker.
airline

reservation is 54.8 days and the average advance planning is 88.2 days.
The average annual household income is $103,900.

According to Davies (2003), holidays are also becoming more specialized as
people demand more from their leisure time. Changing age demographics
show that the travel industry will have to become more adept at catering for
the ‘active over-50s’, more single people, and a growing proportion of
younger travellers.

Senior travellers represent more than a third of all

holiday spending and will represent a growing percentage of the overall
market. This group has a disproportionate amount of disposable income,
but are more demanding (Davies, 2003).

The majority of overseas United States leisure travellers belong to the top
occupational groups and a significant 11 per cent of this group consists of
retirees. Within this group, fifty-four per cent are male with an average age
of 45.4 years, and forty-six per cent of them are female with an average age
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of 42.9 years (Tourism Ireland, 2004). Paid holiday entitlement in United
States is short and impacts on time available for holiday taking.

Those

retired from workforce take longer holidays: thirty per cent spent 15+
nights on their last holiday compared to twelve per cent of all other
holidaymakers. Frequent travellers stay away longer: twenty-six per cent of
those who took a long trip (4+ nights) in the last three years were away
more than 15 nights compared to fifteen per cent among less frequent
travellers. The next 20 years will see a significant boom in those aged 55+
but, uniquely amongst Ireland’s major markets, the number under 35 will
also grow.

These potential holidaymakers are most likely to have visited

previously, while fourteen per cent plan to visit witliin the next 12 months
compared to just six per cent of those without ancestral links (Tourism
Ireland, 2004). Davies (2003) notes that one of the emerging markets is the
so-called ‘sport hippies’: style-conscious 16 to 34 year olds with a passion
for outdoor activities.

2H:2.1

Holiday Activities Undertaken by the
United States Market

According to Urry (1994), the six most popular leisure pursuits for
United States tourists were: visiting shops or markets (82 per cent);
restaurants or cafes (77 per cent); churches, cathedrals etc. (69 per
cent); historic sites and buildings (69 per cent); museums and art
galleries (64 per cent); and historic cities or towns (62 per cent).
Tourism Ireland (2004; 2005a) concurs, and states that some of the
favourite activities of the American tourist include visiting places of
historical and cultural interest.

Tourism Ireland (2004) believes that the

main reason Americans choose Ireland as a destination is primarily for
sightseeing, Irish scenery, Irish culture, and ancestral links.

According to Tourism Ireland (2004), United States tourists are more
interested in visiting cities than countryside areas, but golf and hill-walking
still rank as the most popular of active sports. 2003 saw a revival in United
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States holidaymakers visiting areas on the western seaboard. According to
Brown (2004e), the number of overseas visitors who engaged in hiking or
cross-country walking in Ireland in 2002, was 219,000.

Of these, one in

five came from the American market. This activity generated an estimated
€161 million.

According to Tourism Ireland (2004) two thirds of all United States
travellers arrive between the months May and September.

In 2003, 8.46

per cent visited Northern Ireland, 13.74 per cent visited the North West,
46.261 per cent visited the West, 49.278 per cent visited the Shannon
region, 56.318 per cent visited the South West, 34.193 per cent the South
East, 14.80 per cent visited the Midlands/East, and 68.386 per cent visited
Dublin: (The total number shown is greater than all island holiday numbers
as many visited more than one area (Tourism Ireland, 2004).

2H:2.2

Preferred Accommodation of the United
States Market

Failte Ireland (2004) states that 46 per cent of all American visitors use
moderate accommodation, 48 per cent use first-class accommodation, 11
per cent deluxe accommodation, with 22 per cent staying in budget
accommodation.

According to Tourism Ireland

(2005a), Americans

travelling on package tours are more likely to select hotels belonging to a
chain and hotel usage is high among United States holida3nnakers to
Ireland: "Where I stay is an important part of my vacation experience'' (in
Tourism Ireland, 2005a). Failte Ireland (2005b) concurs and reports that
there is a growth in hotel bed nights in 2005, which has translated into
improved profitability and a marginal increase in room yield for this key
sector. In contrast, bed and breakfasts, guesthouses, self-catering, caravan
and camping and hostel sectors cite a softening in demand compared to
2004.
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2H:3

How the American Market Learns about
Ireland

United States visitors discover Ireland as a destination from the following
sources: 22.10 per cent in tourism-body literature, 7.5 per cent in articles
in newspapers, 5.7 per cent in advertising for Ireland, 8.7 per cent from
articles in magazines, 5.7 per cent from travel programmes on TV/radio,
16.9 per cent from other promotional literature, 4.1 per cent from films,
27.1 per cent from a travel agent, 23.2 per cent from a tour company
brochure, 55.25 per cent from the Internet, 60,3 per cent from guide books,
43.5 per cent on advice from friend/relative/business associate. Word-ofmouth remains the greatest influencer in choosing Ireland as a destination,
while guide books and the Internet remain the best sources for planning a
holiday (Tourism Ireland, 2004).
From its research, Tourism Ireland found that 27 per cent of United States
travellers to Ireland listened to the radio and gathered information about
Ireland there, (outbound travellers favour their local station), 39 per cent
from watching network TV, 40 per cent from watching cable TV, followed by
travel magazines, news, home/garden, and auto club magazines with fewer
(7 per cent) from reading magazines.

It was established that the travel

section of Sunday papers has the best reach (Tourism Ireland, 2004).

2H;4

Future Needs of the American Holiday
Consumer

Close to half of American holidaymakers currently travelling to Ireland are
aged over 45 years. In future, older travellers will have different needs from
today's traveller.
industry,

resulting

This will have repercussions for the Irish tourism
in

the

demand

for

more

innovative

product

development. Ireland is positioned to sell to the commercially guided tour
market, but this market will change with its customers. The United States
market also should account for a growing proportion of hotel bed-nights.
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although the role of trade will continue to change and new sales channels
to consumers will be essential. Shorter holidays could mean less revenue
earned from each tourist. Air access will always be an issue.

Currently

there are four airlines operating ninety-two flights a week from nine United
States gateways to three Irish Airports.

The Orlando/Shannon/ Dublin

service operated by Aer Lingus is a charter (Tourism Ireland, 2004).

Corry (2004) suggests that many long haul customers are holidaying in
Ireland for shorter periods and that more Americans are accessing
Ireland through London. This means that the ‘Irish leg’ of their stay is
shorter than before.

On the other hand, Jeffrey and Hubbard (1988)

believe that, while hotel space in London remains in short supply,
Ireland can gain some additional American tourists. American visitors
will divert to other destinations in Europe like Ireland, rather than to
the rest of Britain.

This provides a distinct advantage for the Irish

tourism industry.

21

Tour Operators and Travel Agents
It is an amazing phenomenon that people never question why they
are going on holiday. They leave a comfortable, civilized home and
arrive in a strange hotel where they can't even eat when they want
to
(Pile, 1987: 9).

According to Reilly (2005) the operators of escorted motor coach tours
are outstanding planners and organizers, eager to maintain and
improve their offerings with quite sophisticated quality-control methods
and product experimentation.

The grand tour of Europe has never

ceased to outsell any other kind of tour.

It is not only the number of

countries that attracts people but the fact that many of the greatest
tourist attractions in the world can be seen up close on the one trip
(Martinen, 1990). Reilly (2005) concurs and states that the outlook for
the escorted tour business looks promising: "it is great to see the
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return of the escorted tour market from the United States.

American

visitors stay longer and tour widely and are big users of hotels, bed and
breakfast accommodation, restaurants, and visitor centres” (2005: 8).

According to Nicholls and Roslow (1990), marketers are concerned with
the delivery of products to end consumers.

Travel agents supply a

special sort of product, a service product, which is an intangible item.
Travel agents are community based and are perceived as trustworthy.
Consumers believe that they better understand their needs and are more
informed than any individual industry provider.
further believe that all travellers have needs.

Nicholls and Roslow

Some of these needs are

general; others are quite specific and vary according to the particular
traveller and the circumstance of the trip.

In 1990 there were 28,000

travel agencies in the United States (Davidoff, 1990).
Urry (1994) believes that the future of tourism lies in the ability of
potential tourists putting together much more flexible and personal
tourist packages, a kind of holiday ‘mix and match’ or what the industry
terms ‘Free and Independent Travel’ or FITs.

Accordingly, Urry states

that travel agents will have to become more skilled in order to entice the
potential market.

At present the markets for inclusive holidays are

regulated or organized by the central aviation authority within each
country.

Clewer et al. (1993) believe that the nature of holiday choice

has altered considerably during recent decades and suggests that large
numbers of tourists have chosen to purchase inclusive tour ‘package’
holidays.

Clewer et al. (1993) further note that past attention has

tended to focus on mass tourism involving inclusive tour holidays
consumed in coastal areas, but consumers also purchase inclusive tour
holidays in cities.

Urry,

(1994) noted that the tourist industry is one where new

technologies are particularly appropriate because of the immense
informational and communication problems involved.

According to

180

Urry (1994), with increased leisure time, people are increasingly moving
away from the somewhat standardized package holiday and seeking out
a wider variety of forms of leisure activity, including independent travel.
McRae (1989) believes that this will force tour operators to develop
more flexible kinds of travel arrangements.

According to Ryan (1989) and Kerr (2006) there has been a marked
increase recently in seats-only flights, partly because of the demand for
more flexibility and partly because of the growth in overseas property
ownership.

Urry (1994) believes that such factors are also likely to

force the tour operators to seek greater quality control over all aspects
of the holiday, something McRae (1989) suggests they have not been
very successful in achieving so far:
The result has been inconsistent quality.
Spencer in tourism.

There is no Marks and

As a result, the operators have been losing the

up-market, high value-added segment of the trade (1989: 11).

Barrett

(1989)

concurs

and

also

suggests

that

the

switch

to

independent travel is partly a reaction to the “naff-ness” of package
holidays as they are no longer viewed as fashionable, or smart.

The

reality for the tourism industry, according to Urry (1994), is that it is
an industry of enormous volatility, with some very large operators, and
very few restrictions on entry or exit.

Urry (1994) purports that the

preferences of American visitors are highly localized, with over 75 per
cent of overseas visitors making their own travel arrangements rather
than booking an inclusive package tour. Tourism Ireland (2004; 2005a)
and Kerr (2006) concur and state that they have also found that
independent travel is growing among United States visitors.

Tourism Ireland (2004) and Failte Ireland (2005b) report that, although
travel agents continue to be used by the majority of American travellers
travelling to Ireland, this method of booking has fallen from 62 per cent in
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1998, to 52 per cent in 2001, to 46 per cent in 2002. Twenty-five per cent
book directly, with 17 per cent using the World-Wide-Web, booking directly
online. As a result of the changes in technology, travel agents have moved
much of their business efforts to the Internet: in 1998, 59 per cent of
visitors used travel agents and 14 per cent used their personal computer to
book their holiday. The ITIC (2004) believe that the advent of information
technology has brought a key instrument to the marketing of Irish tourism
with the increasing use of the Internet as a means of purchasing airline
and ferry tickets, and as a medium for reserving accommodation.
Consequently, the ITIC recommends that the quality of the national
marketing effort on the web and the internet needs to be evaluated in a
benchmarking exercise against other similar tourist destinations such as
Scotland.

At the same time, technical assistance should be provided by

Tourism Ireland to encourage and facilitate those offering generic and
specific tourism products to develop a quality presence on the internet and
the web (ITC, 2004).

21:1

CIE Tours International

CIE Tours International was originated over 70 years ago and, as there
was a pressing need for foreign currency in Ireland’s tourism sector, the
Irish Government enabled its establishment (Brophy, 2004).

O’Keeffe

(2005) and Brophy (2004), report that a significant proportion of CIE
Tours’ business (almost 80 per cent) comes from the United States, and,
consequently, approximately 55 of its 100 staff are employed there.
Brophy (2004), states that the company specializes in escorting older
Americans, mainly over 55s, by coach around Ireland; this represents
the demographic that was most discouraged by air travel in the
aftermath of the terrorist attacks on the United States, on September 11
2001.

According to Brophy (2004), in 2003, CIE Tours International

contributed a net surplus of €700,000 to CIE (Coras lompar Eireann),
out of revenue of €45 million from its touring business.

In 2004, CIE
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had revenue of €58 million and a net profit of €1 million, an increase of
14 per cent on 2003.

Brown (2004b) states that CIE Tours book 400,000 bed nights and
outlays 70 per cent of its total spend in the regions.

According to

O'Keeffe (2005), CIE Tours International’s revenues rose by 12 per cent
to €5 million in 2004, compared to the previous year, 2003. According
to Brian Dowling, CIE Tours managing director, the overall profit figure
has substantially increased on the 2003 figure of €700,000 in post-tax
terms. Brown (2004b) and O’Keeffe (2005) state that, despite the fall in
the dollar, business generated in the United States last year had
exceeded their expectations:

Up to now, Americans haven’t shown a dislike to Irish prices. They
still regard Ireland as good value, hut the exchange rate is a
serious concern (O’Keeffe, 2005; 19).
Dowling noted that, in 2002, the exchange rate was approximately 92
United States cents to the euro, while in the following years it was often
running at levels in excess of $1.30/$ 1.32 to the euro;

We will have to see how this affects the American psyche. I also
believe that there is further potential for tourism prospects from the
United States if transatlantic air routes were opened up by
finalizing agreements on air access from the US. The margins in the
tour operator’s business are very tight, but the CIE Tours are still
enjoying good rewards.

Most operators are making around 1 per

cent, but, at the moment, margins for CIE Tours are operating at 2-4
per cent, and we are aiming to ultimately reach 5 per cent (in
O’Keeffe, 2005; 19).

O’Keeffe (2005) furthermore states that the preliminary figures for CIE
Tours released on January 17 2005 indicate that the British and Irish
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markets showed a 12 per cent drop in CIE Tours revenues last year.
This was due mainly to the perception that the Republic of Ireland is a
high-cost destination and that the Europeans had less spending power.
Dowling (2005) notes that the Europeans “pay higher direct taxes and
lower indirect taxes, such as VAT, than Ireland”. This, combined with a
decade of higher inflation levels in Ireland, has meant that Europeans
travelling around Ireland find it to be an expensive destination.

The

Year 2005 is likely to be extremely challenging, but, despite the
difficulties with the exchange rate of the dollar, the company believes
that it can grow its revenues by a further 5 per cent (in O’Keeffe,
2005:19). O’Keeffe (2005) also reports that CIE Tours do not get a State
subsidy and that the parent group, CIE, showed improved financial
performances. It is expected, according to O’Keeffe, that CIE will return
operating profits

of €17.4

million for 2004

in

all its

operating

subsidiaries. This compares with a deficit of €4 million in 2003.
According to Brown (2004b) emd Brophy (2004), one of the major
concerns cited by the Managing Director of CIE tours is to ensure that
Ireland gives its visitors a genuine Irish experience.

“It is vital that

attention is paid to nurturing this unique aspect of an Irish holiday” (in
Brown, 2004b: 6). Dowling is adso concerned with access to Ireland and
into the regions.

“We have big increases in the number of customers

flying directly from the United States, but the number of flights has only
increased slightly.

This further underlines the need to get a new

Ireland-US bilateral agreement as soon as possible.

It is the one big

initiative that would open up the tourist numbers coming into Ireland”
(in Brown, 2004b: 6). Brown (2003) previously stated that the Tourism
Policy Review Group recommended that the Ireland-US bilateral air
agreement be renegotiated, in order to maximize the benefits to Ireland
from additional air services.
According to Brophy (2004), CIE Tours Inc believes that the time has
come to broaden its product range and its appeal to the market. Brian
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Dowling, Managing Director CIE Tours International, states that the
appeal of the pre-booked pre-packaged tour is precisely the thing that
turns off the young independent traveller who prefers to make their own
arrangements.

“This is a problem that is likely to tax the minds in the

CIE Tours marketing department” (in Brophy, 2004: B3).

2J

Future Threats to Irish Tourism
There are no quick fixes to the significant challenges which face Irish
tourism
(Travers, 2004: 3).

The tourism industry in Ireland must address a complex set of
challenges as it moves into the middle of this decade (F'ailte Ireland,
2005). Some of these factors are reviewed in the following section.

2J:1

Competitiveness

Bacon (1997) stated that Ireland is on a much higher groAvth path than it
has been in the past, and that good economic foundations are in place in
Ireland that will continue into the future.

Walter (2002) and Goughian

(2004) concur, but also suggest that, in today’s competitive world, Ireland
£md the Celtic tiger economy may become a victim of its own success, if
inflationary pressures push up costs. Coughlan further purports that the
Lisbon Statement outlines that Europe must become the most competitive
and dynamic knowledge-based economy in the world by 2010 and Ireland
is firmly committed to this objective. According to the ITIC (2004), the Irish
Tourism Industry is operating in a fundamentally more difficult cost
environment, primarily through domestic, international, and external
factors.

According to Fakte Ireland (2004a) and Wright (2005a), the tourism
industry is acutely aware of the challenges that it faces in view of Ireland’s
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declining competitiveness. Failte Ireland (2004a) states that the findings of
their Visitor Attitude Survey22 showed that, while satisfaction with value for
money has declined, the tourism industry has already acted to address the
issue, with good levels of satisfaction recorded for access, accommodation,
and activities (Failte Ireland, 2004a).

According to the ITIC, the tourism

industry is finding it increasingly difficult to be competitive, as inflation and
rising input costs have seen retail prices in Ireland grow by more than twice
the rate in other EU countries. Many price increases have been generated
by corresponding increases in the public sector, while in the case of
insurance charges alone, 79 per cent of hotels, guesthouses and bed and
breakfast operations have had their premiums increased, with an average
of 30 per cent (ITIC, 2004). F^te Ireland (2004b) concurs and notes that
operational issues are a cause for concern, along with insurance costs.
Davies (2003) believes that it is essential that the industry put out a much
stronger Value for money’ message, particularly in the American market
where only extremely competitive rates will encourage reluctant travellers.
According to Travers (2004), the most serious barriers to the development
of the tourism industry are the competitiveness and value for money of
Ireland’s tourism products.

Travers further states that reports from the

industry are suggesting only marginal improvements in profitability and
none in some sectors.

Travers (2005) relays that 2005 found many

significant steps being taken by many within the tourism industry to
address the competitiveness challenge.

Even with the improvements, the

current perception of competitiveness and value for money in Irish tourism
remains a significant barrier to its further development and expansion.
Further sustained efforts, within the industry itself and the Government
sector, are central to addressing the issues that have undermined
competitiveness (Travers, 2005).

A survey undertaken previously by Bord Failte, and presently by Failte Ireland.
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Decreased Emigration from Ireland

2J:2

According to Foley (2004), one of the major changes in the economic well
being of Ireland has been the virtual disappearance of emigration.

Foley

states that previous generations found it necessary to take the emigrEint
ship or plane in search of work:

Continuing economic prosperity means that many young men of
twenty do not say goodbye anymore (2004: 9).

Foley (2004) further notes that the number of adult children staying on in
the “parental nest” is increasing, reflecting interesting changes in Irish
society.

According to the CSO (2002), the number of ‘children’ in their

twenties living at home 'with both parents, has increased by 13.7 per cent
since 1996.

The census also revealed that there were 42,500 adults in

their thirties li-ving in the parental home, up 39 per cent compared 'with six
years earlier when males accounted for nearly two-thirds of all persons in
their thirties l^ng -with both parents.

According to Willmott and Nelson

(2003), and Foley (2004), a decrease in emigration from Ireland to countries
such as the United States in the future (due to a better economy in
Ireland), 'will inevitably lead to a decrease in the number of returning
emigrants visiting family and friends and holidaying in Ireland. This will
have repercussions for the tourism industry.

2J:3

Ireland’s Work Force

Reaching gro'wdh targets set for the industry such as 10 million
overseas visitors by 2012, 'will require an expansion in the tourism
workforce over a period of time when the economy is expected to remain
near full employment, when the school-leaving age cohort is expected to
decline by 15 per cent, and where labour force participation by women
has already exceeded the EU average (Failte Ireland, 2005).
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Increasingly,

therefore employment expansion

sustained by foreign-national workers.

in tourism will be

Tourism will also have to

compete with adjacent economic sectors to attract workers into the
industry, and this reality will drive further improvements in work
practices and conditions.

Tourism has traditionally struggled with

negative perceptions of employment practices and conditions, and this
continues to be the subject of considerable comment. In the future,
however, measures which have recently been taken to improve this
image will be intensified as the industry builds the skills and know-how
required to sustain the anticipated growth in the sector.

In terms of

developing these skills, tourism depends significantly upon providers of
further and higher education (Failte Ireland, 2005a).

Notwithstanding the testing nature of the business environment that
is likely to face the tourism sector over the medium term, responding
to these challenges can best be supported through the creation of an
appropriate people-development strategy.

The delivery of a premium

quality tourism service, and the creation of an outstanding customer
experience, depends entirely on the people working in the industry.

Successful tourism enterprises is one that is largely about people —
how they are recruited, how they are managed, how they are trained
and educated, how they are valued and rewarded, and how they are
supported through a process of continuous learning and career
development (Failte Ireland, 2005a).

According to Failte Ireland (2005a), the Tourism Policy Review (2003)
identified “the people in tourism” as one of the nine strategic success
drivers with the potential to move the industry along the challenging
growth path that have been outlined to the end of this decade (2010).
O’Sullivan (2003) concurs and further notes that the single best reason for
travelling to Ireland is the Irish themselves — “the nicest people on earth”.
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The Irish Tourism industry, therefore, must look to the people working
in the industry to serve as a principal source of competitive advantage.
In short, there must be something unique in the skills, know-how, and
behaviour of those working in the industry that will enable the Irish
tourism product to distinguish itself from that of competitor countries.
This will not happen by accident.

Securing competitive advantage

through people requires careful and deliberate investment over the next
six years.

According to Failte Ireland, (2005) and Wright (2005b) this

investment will be in the form of education and training of the tourism
workforce.

Failte Ireland (2005) and Wright (2005b) believe that

making this investment is not discretionary.

2J:4

Ireland-US Bilateral Air Agreement

Deegan and Dineen (1997) believe that the liberalization of air access
between Britain and Ireland that began in 1986 was of immense economic
importance to Irish tourism, with the entrance of an independent airline to
the Dublin-London route.

Deegan and Dineen note that this broke the

duopoly of Aer Lingus and British Airways, resulting in an increase in
competition which led to significant reduction in airfares, impressive
increases in revenue, with heightened economic returns. According to the
OECD (2004), the airlines servicing transatlantic routes responded well to
the amendment to the Ireland-United States air bilateral agreement in
1994.

Aer Lingus introduced a new transatlantic fleet and capacity

increased significantly with Continental Airlines, Delta, Air Canada, and US
Airways providing access through an expanded number of gateways. While
the aftermath of September 11 saw a capacity reduction of 25 per cent in
transatlantic seats, this had largely been restored by 2003.

Travers, (2004), Reilly, (2005) and Kerr (2006) believe that the slow
progress in the renegotiation of the Ireland-US bilateral air agreement and
the lack of progress in the provision of an additional, competitive, fast-tum-
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around terminal facility at Dublin Airport is a major barrier to the Irish
tourism industry.

The Tourism Action Plan Implementation Group23

believes that discussion on "open skies' arrangements on a bilateral or EUwide basis must be brought to an early successful conclusion to permit
additional services to be developed no later than 2006 (Travers, 2005).
Travers (2005) further notes that there were three new air routes
introduced from the United States to Ireland in 2005. Since the summer of
2004, there has been a 17 per cent increase in capacity on direct routes
from the United States.

Rehly (2005) concurs and welcomes American

Airlines’ route out of Boston and Chicago, and United States and
Continental Airlines who offer an extra service to Belfast.

Reilly believes

that the removal of United States constraints on gateways would maximize
the benefits to Ireland from additional air services.

2J:5

The Effects of Terrorism on Irish Tourism
Ireland is an island nation, heavily dependent on air travel to
transport its tourists inwards; access by air is essential for the
transatlantic passenger and safety issues always impact significantly
on the air-line sector
(Travers, 2005).

Issues of human safety, particularly large-scale disasters or catastrophic
events, are a prominent feature of news reports in the mass media.
Everybody in the travel industry is cognitive of the devastating impact that
terrorism has on the tourism industiy (Weiner, 1990: 261). “If truth is the
first casualty of war, then tourism suffers pretty early on, once negative
economic circumstances start to impact” (O’Mahony, 2001b: 9). According
to Davies (2003), and Wright & Linehan (2004a, 2004c), the terrorist
attacks on New York and Washington DC on 11 September 2001, changed
the world order.

Travel and tourism bore the brunt of an extensive

In 2004, the Minister for Arts, Sport and Tourism announced the formation of the Tourism Action
Plan Implementation Group to help to drive forward the Action Plan put forward by the Tourism
Policy Review Group. The members of the Implementation Group are as follows; John Travers
(Chairman), Philip Furlong, Jim Murphy, Michael O’Donoghue, Eileen O’Mara Walsh, Raymond
Rooney and Paul Tansey (Brown, 2004c).
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downturn in international travel, particularly from the high-spending
American market.

The tragic events of 11 September have changed the world in which
we live.

The victims of the terrorist attacks and the thousands of

grieving families have suffered most.

It is apparent that global

tourism is experiencing the most dramatic impact (Brown, 2001b: 1).

According to Hickey (2001), “There has never been a single incident in the
history of tourism in Ireland, which has had such a rapid and extensive
impact, than the moment when thousands of people lost their lives as a
result of the hijacking of four American planes” (2001: 5).

Coffey (2001)

and MacCarthaigh (2001), state that, on past experience of the American
market, Americans who would take an annual foreign holiday will now stay
at home.

Historical evidence supports this: fifteen years ago after the

Achille Laura cruise ship was hijacked in the Mediterranean, Americans
stopped travelling, and Ireland's tourism figures dropped from 423,000 in
1985 to 343,000 in 1986.

Coffey further notes that in 1990, with the

engaging of the Gulf War, the Americans again were reluctant to travel and
visitor numbers dropped from 443,000 in 1990 to 356,000 in 1991.
According to Harrington and Lenehan (1998), the tourism industry has
undergone significant reform in recent years. The combined effects of war
in the Middle East and a worldwide economic recession and restructuring,
together with the effects of having to adjust to increased pressure from
technological advancement and globalization, have meant that maintaining
the status quo has not been an option. Davies (2003) and Wright (2005a)
concur and states that, even though the travel and tourism industry
remains one of the world’s growth industries; it is acutely vulnerable to
war, terrorism and the economy.

According to psychiatrist and former Yale professor Harvey Wasserman,
Americans are afraid to fly as a result of the terrorist attacks.

The

debfiitating effect of fear is clearly demonstrated in the aftermath of the
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Twin Towers attack in New York: “Americans were invincible, untouchable,
unreachable, the only superpower, people renowned for their confidence
and readiness to achieve.

Now they won’t fly, won’t travel abroad, are

quitting their sky-scraper offices, are scared to congregate, are frightened of
dark skinned people, have at times turned on Muslims, have closed down
their Congress for a period, and now cannot even bring themselves to open
envelopes” (in Rice, 2001: 13).

According to Bord Fmlte (2001a), Americans were very negative towards air
travel after the terrorist attacks.

This negativity was widespread since

September 11 with travel on United States carriers during the month of
September 2001 down by 30%. The economic slowdown and the impact of
September 11 caused a serious decline in the number of Americans
travelling both domestically and abroad.

Foroohar (2003), states that the

American tourist market is becoming more and more “skittish” about
travelling beyond home borders.

Americans are still trying to come to

terms with 9-11, which cut the growth of the industry for the first time in
two decades. The tourism industry since 9-11 has been further affected by
the war in Iraq, additional terrorist attacks (including one on holiday
makers in Bali), the SARS virus and a relentlessly “dismal” economy. The
World Tourism Organisation recently called the current tourism climate
“the worst in living memory” referred to by the tourism and travel industry
as the “Perfect Storm” (Foroohar, 2003:42).

2J:6

Escalating
Industry

Fuel

costs

and

the

Tourism

According to Frechtling (1990), another source of tourism-industry
instability

arises

from

its

dependence

on

petroleum

fuels

for

transportation. The two oil supply shocks in the 1970s devastated many
operators and destinations. When this period is reviewed, it is clear that
the American government aggravated the initial effects of shortages by
attempting to hold prices down and allocating scarce supplies among
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competing tourism and non-tourism demands.

The marketer should be

prepared for the effects of fuel shortages and resulting price inflation and
should argue strenuously against government interference with petroleum
flows and consumer demand. According to Kerr (2006) marketers cannot
become complacent about Ireland’s tourism industry; otherwise the
industry will experience markets that are needlessly agitated by arbitrary
and capricious allocation policies. Brophy (2004) concurs and states that
escalating fuel prices will have an impact on the competitiveness of the
Irish tourism industry.

According to Brophy (2004),

CIE Tours

International, for example, will increase tour prices to reflect the current
increases in oil prices, thus further impacting on the competitiveness of
the industry. Kerr (2006) purports that the loss of competitiveness in the
Irish tourism industry is of most concern to the tourism sector.
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Section 1 — Historical Links between Ireland and the US
Authors

Summary of Findings

O’Sullivan (1997a, 2000);
Akenson (2000);
Walter (2002);
Dowling Almeida (2004)

Links between Ireland - US - strong and distinctive

Lowenthal (1986)

Historical bonds create nostalgia. Americans are
particularly devoted to the past. “The past is
everywhere”. The past is an important component
of people’s lives.

De Breflhy (1986);
O’Daly (1996);
Mac Einri (2000);
Walter (2002);
Lalor (2003)

De Breffhy (1986);

Intense emigration between Ireland and US.
America as the focal point for emigration.

Many well-documented historical links between
Ireland and the US.

Lalor (2003)
Emmons (1997);
Dowling Almeida (1997);
Harris (2000);
Davis (1997);
Woodham-Smith (1964);
Lalor (2003)

Dowling Almeida (2004);

O’Grady (2001)

Since 1700, more than 10 million Irish men and
women left Ireland.
Earliest emigrants came from the province of
Ulster.
Significant numbers of Irish arrived in the US in
the 1830s and continued until 1920.
1980 census in the US found 40 million Americans
claiming Irish ancestry.
Catholic Church encouraged emigration.
Further emigration primarily occurred in three
waves; 1920, 1950, & 1980, thus ensuring a
continuation of emigration from 1920.
In 1920, 43% of Irish people were resident abroad.
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(Section 1 continued)
Authors
Woodham-Smith (1964 );
Cooke (1976);
Davis (1997);
Costello (1997);
OGrada(1988);
Harris (1999);
Collier & Horowitz (1985);
O’Sullivan (1997a, 2000);
Mulcrone (1999);
O’Gallagher (1997);
Quigley (1999 );
Gray (1997);
Miller (1999); Courtney (1995)
Kennedy (1973);
De Breffny (1986);
Miller (2000);
Akenson (1997, 2000);
Davis (1997, 2000)

Summary of Findings

The Famine emigration period (1845-1850) was
particularly severe. Human life had reached a new
low and emigration was now based on necessity.
Between 1845 &1855, more than 1.6 million fled to
the US. The history of Ireland and the US changed
forever during this period of time.

Religious persecution also caused emigration from
Ireland; mostly Scots-Irish, and many Protestants.
President Andrew Jackson, whose family emigrated
to the US, was the son of a Scots-lr\sh emigrant.

Davis (2000);
Harris (2000, 2001)

Irish emigrants felt obliged to help those who were
left at home. Many believed that they would never
have a day’s luck if they did not send money home.
Family bonds are stronger in Ireland than anywhere
else in the world.

Woodham-Smith (1964 );
Davis (1997);
Campbell (2000);

Irish contributed to the development of the US. The
cobblestones on Beacon Hill in Boston,
were called Irish hearts. The physical
strength of the Irish was important. First Irish
emigrants had subordinate roles in the US.
Many Irish emigrated to Butte, Montana, because
of the work that was available at Daly’s mines.
Daly himself was an emigrant and he wore his
Irishness like a badge. He was delighted to employ
his fellow Irishmen in his mines.

O’Sullivan (1997)

Corrigan (1987);
Dowling Almeida
(1997, 2001,2004)

Contempt for the Irish amongst Americans drove
them together and the Irish became very clannish.
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Summarv Framework of the Main Literature Findings
(Section 1 continued)
Authors
De Breffhy (1986); Corrigan (1987);

Summary of Findings
By the middle of the 19* century, Irish in
the US had begun their assimilation.

King (1997); Munslow (1997),
Kelleher (1998); Akenson (2000)
Blessing (1985);
Dowling Almeida (1997, 2001, 2004);
Connolly (2000, 2004);
O’Grady (2001);
O’Hanlon (2004);
Delaney (2000, 2004)

Lowenthal (1986);
Hanlon (1997); Hazelkom (1997);
Gray (1997); Kelleher (1998);
Dowling Almeida (1997, 2001, 2004);
Mac Einri (2000); Courtney (2000);
Walter (2002);
Donlon-Farry (2005);
Lalor (2003)

The US remained the principal destination
for Irish emigrants until the 1920s. Strict
controls introduced in the US slowed the
influx of emigrants after this time. By 1920
Irish emigrants were now skilled.
Between 1946 and 1961, half a million
Irish emigrated to the US, with one third of
these going to live in New York.
The 1950’s period in Ireland is
distinguished by the fact that one eighth of
the population emigrated.

The baby boon of the 1980s facilitated
continued emigration. Ireland was a victim
of‘Brain Drain’. Many graduates now
leaving Ireland. United States a familiar
destination as a result of television. This
group referred to as the ‘New Irish’. Many
of this group became ‘invisible’ in the US
due to illegal status. There were
approximately 135,000 illegal Irish in the
US at this time. Bi-cultural existence as
these emigrants are not sure which culture
to belong to. Strong ties now emerging
with the motherland, Ireland.
Irish
diaspora awarded recognition by President
Robinson. Article Two of the Irish
Constitution in 1999 states that the Irish
nation cherishes the people of Irish
ancestry abroad.
Displaced people
particularly forge exaggerated attachments
with the home land. Documented Irish did
not want to assimilate and travel freely
between both countries.
Those with
documented status did not want to
assimilate & wanted to remain bonded to
homeland. Ties are very strong with home.
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Summary Framework of the Main Literature Findings
Section 2; Consumer Behaviour and Tourism
Authors
Mayo & Jarvis (1981);
Lumsdon (2000);
Crotts (2000)

Summary of Findings
Marketers must be aware of what internal and
external motivators affect tourism consumption.
How do tourists acquire information? Internal
psychology that influences behaviour include;
Perception, learning, personality, motives and
attitudes.
Role of family is important in influencing
destination decision-making.

Crotts (2000); Davis (2003);
Kotler & Armstrong (2004)

The Internet is an important source of external
information search.

Davidson (1985);
Mill & Morrison (1985);
Woodside & MacDonald (1994);
Tear (1994);
Moutinho (1997);
Swarbrooke & Homer (1999);
Middleton (1998);
Hudson (2000) Crotts (2000)

Hubber, Payne & Punto (1982);
Swamerbrooke & Homer (1999);
Josiam & Perry Hobson (2000);
Crotts (2000)
Crotts & Reid (1993);
Crotts (2000)

Boorstin (1964);
Mac Canned (1975);
Urry (1994);
Witt & Wright (1992)

Various models of
consumer behaviour exist.

(pre-decision, post-purchase,
stimulus-response....). Decisions are based
on complex processes. Family
decision-making considered important.
Holiday choice can be viewed as an
extension of one’s personality.

Price is an important influencer
High price = high quality perception.

Word-of-mouth is important. Long-haul
market stay longer in destination. Most
decisions made by tourists while in host
destination. Local incentives can be drivers.
Tourists enjoy pseudo-events.
Tourists look for authentic experience and
tourists like to gaze in local environment.
Tourists like to escape to a world of fantasy, but
tourists can be fickle.
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Suminarv Framework of the Main Literature Findings
(Section 2 continued)
Authors

Summary of Findings

OECD (2004);

People, pace and place are important factors

Lowenthal (1996)

Americans travel to Europe because of the past
they lack at home. Americans find comfort
in looking back.

Main Motivation Models
Maslow (1954)

Most simple interpretation of motivation. Hierarchy
of needs has most appeal. Can be applied to most
‘needs and wants’ situations in a simple manner.

Plog(1974)

Widely cited. Uses broad categorization as
follows;
1.
Allocentrics
2.
Psychocentrics
3.
Mid-Centrics

Dann (1974)

Push and Pull strategies - also important.
Other Motivating Factors

MacCannell (1976);
Lowenthal (1996);
Churchill & Matrani (1998);
Hasbany (1976);
Brown (1988);
Gray (1999, 2000)

Urry (1994);
Tourism Ireland (2004)
Bord Failte (2001b);
Gibson & Nielson (2000)

Winston (2002);
Tourism Ireland (2004)

Travel represents a journey to the sacred sites of
our past. Americans believe this.
Place attachment is an important driver.
Dislocated people become obsessed with bygone
times - applies particularly to Irish-Americans.
The homeland can come to represent an enduring
symbol of the self
The notion of exile creates a bond. Irish emigrants
believe that they are bodily located elsewhere, e.g.
in Ireland.
Motivating Factors for Travelling to Ireland
Historical & ancestral links with Ireland are
important motivational factors for Americans.
One of the main motivations for choosing
Ireland as a destination is to visit friends &
relatives
(VFR). Many Americans come to Ireland to VFR.
Two out of three of all Americans are emotionally
attached to Ireland.
35-40m Americans claim ancestral links to Ireland.
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Summary Framework of the Main Literature Findings
(Section 2 continued)

Authors

Summary of Findings

Clayton-Lea (2004);
Harty (2005)

Connections and bonds endure between both
nations - Ireland and the United States.

United States Census
Bureau (2000)
Staunton (2006);
Fitzgerald (2004)
Walter (2002);
Heame (2004)

Heame (2004)

The Irish in America remain the 2“^ largest ethnic
Group there.
Around St Patrick’s Day, there is a notable increase
in the number of Americans claiming Irish
ancestry. “Wannabe-Irish”.
Genealogy is a thriving industry in the US.
Therefore, one of the best incentives for travel is
‘‘Roots Tourism”.
Such incentives may help to overcome fears of
terrorism.
Genealogical Centres established in the past such
as IFHF, but they have since closed.
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Summary Framework of the Main Literature Findings
Section 3: The Tourism Industry
Authors

Summary of Findings

Theuns (1984)

The three most important components of tourism;
1.
Transport
2.
Stay
3.
Attractions.

Gibson & Nielson (2000);
OECD (2004);
Gearing et al{\974)

Tourism is the largest industry in the world.
Government investment in tourism should be
directed towards areas that have the highest
potential to attract to the highest number of visitors.

The Irish Tourism Industry
Failte Ireland (2005a);
Wright and
Linehan (2004);
Faille Ireland (2005a);
OECD (2004);
ITIC (2004)

The future of Irish tourism is promising.
Irish tourism is a growing economic
sector. Expenditure by inbound tourists
to Ireland was approximately €4.2 billion in 2004.
Irish tourism, including revenue from domestic
tourism, generated 5.2bn in 2004. In 2004, Ireland
received 6.5 million overseas visitors. The total
revenue from tourism represents approximately
4.2% of GNP. In 2005, Ireland received 6.7million
overseas visitors, generating €4.3bn. Irish tourism
sustains approx. 140,000 in employment. Tourism
is an integral part of the Irish economy today.

Travers (2005)

The Irish Exchequer allocated €125 million for
tourism related activities in 2005.

Failte Ireland (2005a)

Irish tourism is dominated by small and medium
sized businesses and it is a people-centered service
industry.

Khan (1998) & MacHale (2000)

The film industry has had an immense impact on
attracting potential tourists to Ireland.
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Summary Framework of the Main Literature Findings
(Section 3 continued)
Authors

Summary of Findings

Deegan & Dineen (1997)

The future development of the industry - dependent
on proper access to Ireland from abroad and on
improved infrastructure within Ireland.
The regions must be more accessible to
international tourists.
Ireland has many positive attractions to offer
potential tourists; safe destination, quality
accommodation and range of travel options.

Reilly (2005)
Davis (2003); Brown (2005)

The American tourist market
Bly (2006a)
Kotler &Armstrong (2004)

Bartels (1990)

OECD (2004); Coffey (2001)

Coffey (2001);
Quinlan & Hickey (2001);
Hughes (2001)

Tourism Ireland (2005a);
Swarbrooke & Homer (1999)
ITIC (2004); Brown (2005a)
Tourism Ireland (2005);
Brown (2004c);
Davis (2003)

By 2006, 13.12 million Americans are
expected to travel to Europe.
American consumer market consists of 287 million
people who spend many trillions of dollars making
tile US one of the most important markets.
The largest generation in the history of the world is
alive in the United States today.
Young adults between 25-44 are the most
frequent travellers abroad.
American’s provide 15% of overseas tourists to
Ireland. Global tourism is a $3.5 trillion industry
representing 10% of world GDP and employing
more than 200 million.

Americans account for 14 of total foreign exchange
earnings for tourism and are the life-blood of any
resort. One million Americans spend €707 million
on holidays.
21% of all Americans possess a passport.
Currency
exchange
rates
can
affect
competitiveness.
Currency exchange rates and destination choice
have been found to be inextricably linked.
Ireland now ranks 7* in destination choice when
travelling to Europe for United States visitors.
A high proportion of these visitors are independent
(FIT). Their holidays are more specialized and
there are more older-actives. Seniors represent
more than 1/3 of all holiday spending.
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Summary Framework of the Main Literature Findings
(Section 3 continued)
Authors
Failte Ireland (2004);
Tourism Ireland (2005a);
Reilly (2005);

Urry (1994)

Summary of Findings
48% of all US visitors use
class accommodation,
and 19% are the main users of B and Bs.
The Internet, guide books & word-of-mouth
are the most important influencers. Approx 'A of
all United States visitors are over 45 years. The
needs and wants of this market are constantly
changing.
The role of the trade will always be important and
access will always be an issue. The future of the
industry lies in the ability of putting together a mix
and match tour for the US market. Travel agents
will have to become more skilled and informed.

The American tourist market
There is a shift to seat-only bookings, and 75% of
overseas visitors make their own independent
bookings (FIT).
46% of those visiting Ireland in 2002 used a travel
Kerr (2006);
agent.
25% booked directly, 17% used the Web. 80% of
Tourism Ireland (2004);
CIE tour business comes from the United States.
Brophy (2004); Dowling (2005);
In 2004, CIE tours generated revenue of €5.8m,
with €l million of that amounting to a profit.
Brown (2004b)
CIE tours believe, that the time has arrived to
broaden the appeal of their package tours.
Urry (1994);

OECD (2004);
Reilly (2005);
Willmott & Nelson (2003);
me (2004);
Failte Ireland (2004a);
Davies (2003); Foley (2004);
Travers (2004);
Failte Ireland (2005a);
Tourism Action Implementation
Group (2006)

Future Threats to Irish Tourism
An urgent need to speed up the bilateral air
agreement between Ireland and the US.
Fear of terrorism is debilitating.
Inflation
&
rising
costs
are
affecting
competitiveness:
e.g. insurance costs; fuel costs.
A united front is needed, particularly in relation to
the communication message.
The diminution of emigration to the US
will change the future dynamic of both countries.
With a decline in the available work force in Irl,
foreign nationals will have to fill the gaps.
The people aspect of the tourism product is vital.
Therefore, training of foreign nationals is paramount
for the future.
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Summarv Framework of the Main Literature Findings
(Section 3 continued)

Concluding Comments
Authors

Summary of Findings

O’Driscoll (2004);
Failte Ireland (2005a);
Tourism Action
Implementation Group
(2006);
Tourism Ireland (2004)

The Irish remain the second-largest ethnic group in
the US. This group will form an integral part of the
future of the Irish tourism industry. Many Irish-Americans
are in prestigious occupations in the US. Ireland and the
the US are inextricably linked as a result of the history of
both nations. Place attachment and a sense of belonging
are very important for Irish-Americans. Americans ^lre
vital to Ireland’s tourism. Irish tourism’s ability to survive
in a competitive environment will depend on its own
competitiveness. Further research into ‘why’ a particular
destination is chosen is vital for the industry.
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2L

Concluding Comments

The focus of the first section of this chapter is an examination and
exploration of the issues relating to the bonds and connections that exist
today between Ireland and the United States of America.

A review of the

American and Irish literature revealed that Ireland and America are
inextricably linked as a result of emigration from Ireland, particularly
famine emigration.

The literature confirms that many forces caused

emigration to the United States of American over time, but the greatest
outflow of citizens from Ireland was experienced during The Great Famine
(Harris, 2000).

Emigrants from Ireland carried few tangible possessions to their new host
country, but they did carry intangible ones, such as culture, folklore, music
and Irish traditions that were lasting and enduring and stood the test of
time, as they were passed from generation to generation. These intangible
assets were treasured by the emigrants to the United States, resulting in a
deep-rooted bond with the motherland, Ireland, which was never forgotten.
The nostalgia and longing for Ireland was enduring, as the stories and
folklore were passed from generation to generation causing a fascination
amongst future generations with Ireland, and thus creating an inherent
need to visit the land of their ancestors (Lowenthal, 1986).

The emigrant of the 1980s also carried nostalgia to the host country, and
maintained strong connections with Ireland, as legal emigrants returned to
Ireland to visit relatives and friends as often as possible (Gibson and
Nielson, 2000).

Many of the descendants of the first emigrants in the

United States became very successful, and many of the most recent
emigrants,

who

are

generally

well-educated,

work

in

occupations in the United States (Dowling Almeida, 1997).

prestigious
According to

O’Driscoll (2004), the Irish remain the second-largest ethnic group in the
United States today.

This group is an integral part of Ireland’s tourism

industry today.
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The second part of this chapter examines consumer behaviour, decision
making, and the motivational models that attempt to explain tourist
motivation and destination choice.

There are many consumer behaviour

and motivational models in existence that endeavour to determine why
tourists choose particular destinations.

Tourist researchers attempt to

uncover the whys of tourist motivation, in order to satisfy the needs and
wants of their target market. According to Tourism Action Implementation
Group (2006), research into why destinations are chosen is a vital
component of the tourism industry in today's competitive environment.
Although Swarbrooke and Horner (1999) previously stated that tourist
motivational models are only suggestions in an effort to appreciate the
interactive factors that influence tourist patterns of behaviour, Crotts
(2000) believes that a review of the tourist motivational models is most
beneficial in identifying the motivations for travel and tourism.
In relation to the Irish tourism market, this literature suggests that tourists
are motivated to travel to Ireland to enjoy the people, pace and place and
the clean environment that Ireland offers. American tourists with ancestral
links to Ireland are particularly interested in travelling to Ireland to visit the
land of their forefathers, and to experience a sense of belonging and place
attachment with the past.

The tourist experience with a destination is also reviewed.

This section

examines the factors that deliver a genuine experience in the holiday
destination and also the ‘pseudo-events’ that many tourists enjoy, which
allow them to experience the past in a contrived environment. Uny (1994)
suggests that Americans, especially, thrive on ‘pseudo-events’, therefore it
is necessary that they are provided in the holiday destination.

The next section in this chapter reviewed the Irish tourism product and the
grovAh of the Irish tourism industry today. A brief review of the historical
background to the Irish tourism industry is also included.

According to

Failte Ireland (2005c), Irish tourism is one of the largest and most
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important components of indigenous industry within the Irish economy.
Not alone is tourism a major contributor in generating foreign earnings and
sustaining employment, but it also plays an important role in developing
rural economies and contributing to spatial balance. The importance of the
American tourists is examined and explored in order to assess how this
market interacts with Ireland as a destination. The literature reveals that
the American tourist is a very important contributor to the Irish tourism
industry.

According to Tourism Ireland (2004), American tourists spend

more money, stay longer in their destination, use exclusive and high-end
accommodation, and are more likely to partake in more activities.

The fmal section in this chapter reviewed some of the adverse factors that
the Irish tourism industry must contend and deal with in order to sustain
the viability of the industry in the future. The lack of available work-force
emerges from the literature as a serious barrier to the industry, along with
future

issues

relating

to

competitiveness.

The

Tourism

Action

Implementation Group (2006) reveals that Irish tourism has suffered a
serious deterioration in competitiveness in recent years.

Kerr (2006)

suggests that the future of the Irish tourism industry is dependent on how
competitive it can remain in the future, as competitiveness is the only way
to gain and maintain a sustainable advantage. According to the Tourism
Action Implementation Group (2006), many of the problems associated with
competitiveness lie outside of the direct control of the Irish tourism
industry.
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Chapter 3
Research Methodology
It is a capital mistake to theorise before one has data
Conan Doyle
(Memoirs of Sherlock Holmes, 1893).

3:0

Introduction

According to Easterby-Smith et al. (1991), ‘research design’ is more than
the methods by which data are collected and analysed.

It is the overall

configuration of a piece of research; what kind of evidence is gathered from
where, and how such evidence is interpreted in order to provide good
answers to the basic research question (1991: 21).

In the current study,

the answers provided to the chosen research questions are from thirtythree interviewees, consisting of the Minister for Tourism, top-level tourism
management, professional operators in Ireland, and in the United States,
academics and researchers from Ireland and the United States, business
operators in Ireland and in the United States and American tourists.

In

choosing a research design, Buchanan (1980) suggests that the researcher
must be prepared to use his/her own judgement continually — as this is
one of the most important outcomes from the use of research projects
(Buchanan, 1980: 45-8). Furthermore, Easterby-Smith et al. advise that it
is unwise to conduct research without an awareness of the contextual
philosophical and political issues.

They argue that it is possible to give

advice about research methods but this, however, can rarely be definitive
(1991: 2).

Some of the philosophical issues involved in choosing a

qualitative approach are discussed below.
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A number of authors point to the philosophical requirements in relation to
research design.

Easterby-Smith et al. suggest that knowledge of

philosophy can help the researcher to recognize which design will work and
which will not (1991: 21).

Morgan and Smircich (1980) observe that the

appropriateness of a research approach “derives from the nature of the
social phenomena to be explored” (1980: 491). BurreU and Morgan (1979)
state that all organization theorists approach their work with a frame of
reference’ consisting of a series of assumptions, whether they are explicitly
stated or not (1979: x).

According to Miles and Huberman (1994), these

assumptions come from theory and experience and often from the general
objectives of the study envisioned (1994: 18).

3:1

Qualitative Evaluation Methods

Two major theoretical perspectives have dominated the social sciences.
One, positivism, traces its origins to the social theorists of the nineteenth
and early twentieth centuries and especially to Comte and Durkeim. The
positivist seeks the facts or causes of social phenomena with little regard
for the subjective states of individuals.

Positivistic views hold that the

social world exists externally, and that its properties should be measured
through objective methods “not inferred subjectively through sensation,
reflection or intuition” (Easterby-Smith et al, 1991: 22).

The second

theoretical perspective, which, following the lead of Deutscher, is described
as phenomenological, stems most prominently from the work of Max Weber.
The phenomenologist is concerned with understanding human behaviour
from the actor’s own frame of reference.

The phenomenologist examines

how the world is experienced. For him or her, the important reality is what
people imagine it to be (Bogdan & Taylor, 1975: 2). The phenomenologists
focus on how we put together the phenomena we experience in order to
maike sense of the world and, in so doing; develop a world view or

Weltanschauung. Accordingly, there is no separate (or objective) reality for
people.

There is only what people know from their experience and what
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meaning they apportion to that. The subjective experience incorporates the
objective world as well as the person’s reality (Patton, 1990: 69).

Since positivists and phenomenologists approach problems in different
ways and seek different answers, their research will t3rpically demand
different methodologies.
through

methods

The positivist searches for Tacts’ and ‘causes’,

such

as

survey

questionnaires,

inventories,

and

demographic analysis, which typically produce quantitative data and which
allow him or her to statistically prove or disprove relationships between
variables. The phenomenologist, on the other hand, seeks understanding
through such qualitative methods as participant observation, open-ended
interviewing, and personal documents.

These methods yield descriptive

data which enable the phenomenologist to “see the world as subjects see it”
(Bogdan & Taylor, 1975: 2).
Qualitative methods owe their origins most directly to the ethnographic and
field-study traditions of anthropology and sociology.

More generally, the

philosophical and theoretical perspectives that undergird qualitative
methods include phenomenology, symbolic interactionism and naturalistic
behaviourism, ethnomethodology and ecological psychology. An integrating
theme running through these perspectives is the notion that the study of
human beings is fundamentally different from other scientific inquiries,
such as agricultural and natural sciences (Patton, 1990: 20).

As mentioned above, qualitative methods have their philosophical origins in
phenomenology or subjectivism (Burrell 8& Morgan,

1979:

22).

A

phenomenologist views human behaviour as a product of how people
interpret their world. The task of the phenomenologist, and of qualitative
methodologists, is to capture this process of interpretation (Bogdan &
Taylor, 1975: 14). Van Maanen (1983) defines qualitative methods as an
“array of interpretative techniques which seek to describe, decode, translate
and otherwise come to terms with the meaning, not the frequency, of
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certain more or less naturally occurring phenomena in the social world”
(1983: 9).

Mason (2002) comments that qualitative interviewing is founded on
interactive talk, and adds that “some of the enthusiasm for the (qualitative
interviewing) method which has emerged in recent years is undoubtedly a
reaction against the asking of questions in less interactive ways, for
example through postal questionnaires and structured questionnaire
surveys” (2001: 236). This reflects Fontana and Frey (1998) who suggest,
“as

long

as

many

researchers

continue

to

treat

respondents

as

unimportant, faceless individuals whose only contribution is to fill one
more boxed response, the answers we, as researchers will get will be
commensurable with the questions we ask and with the way we ask them..
. . The question must be asked person-to-person if we want it to be
answered fully (Fontana 8& Frey, 1998: 73). Qualitative methodologies refer
to research procedures, which produce descriptive data: people’s own
written or spoken words and observable behaviour.

According to Bogdan

and Taylor (1975), this approach directs itself at settings and the
individuals within those settings holistically; that is, the subject of the
study, be it an organization or an individual, is not reduced to an isolated
variable or to a hypothesis, but is viewed instead as part of a whole (1975:
4).

Bogdan and Taylor also argue that the methods by which we study

people affect how we view them. They add that when we reduce people to
statistical aggregates we lose sight of the subjective nature of human
behaviour. Qualitative methods allow us to know people personally and to
see them as they are developing their own definitions of the world.

We

experience what they endure in their daily struggles with their society
(Bogdan & Taylor, 1975).

The MORI Social Research Institute (2002)

asserts, “the strengths of qualitative research are that it allows issues to be
explored in detail and enables researchers to test the strength of people’s
opinion, and the reasons why” (MORI, 2002: 1).
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The philosophical roots of qualitative methods emphasize the importance of
understanding the meanings of human behaviour and the social-cultural
context of social interaction. The phenomenologist, therefore, views human
behaviour — what people say and do — as a product of how people
interpret their world.

The effective comprehension of behaviour requires

empathic understanding or an ability to reproduce in one’s own mind the
feelings, motives, and thoughts behind the actions of others.

In order to

grasp the meanings of a person’s behaviour, “the phenomenologist
attempts to see things from that person’s point of view” (Bogdan & Taylor,
1975: 14).
According to Marshall and Rossman (1989), those who conduct qualitative
research face a challenge.

There are no explicit, guaranteed recipes to

follow for bringing together a coherent, convincing, winning research study.
Proponents of qualitative research designs do best by emphasizing the
promise of quality, depth, and richness in the research findings (1989: 19).
Geertz (1973) recommends that researchers, who are convinced that a
qualitative approach is best for the question or problem at hand, must
maike a case that ‘thick description’ and detailed analysis will yield valuable
explanations of processes (1973: 5).

Guba and Lincoln (1981) concluded

that qualitative methods are preferable to quantitative methods when the
phenomena to be

studied are complex human

and organizational

interactions and, therefore, not easily translatable into numbers.

When

researchers use such methods as interviewing, observation, use of non
verbal cues and unobtrusive measures they use tacit as well as
propositional knowledge to ascribe meaning to the verbal and non-verbal
behaviour that is uncovered (Guba Ss Lincoln, 1981: 88).

Qualitative data have been described by quantitative researchers as ‘soft’,
‘unscientific’ and ‘non-reproducible’; while to the qualitative researcher
neither the data nor the method are neither ‘soft’ or ‘unscientific’, but are
‘rich’.

Fineman and Mangham (1983) suggest that, in their experience,

many research studies have been saved by the ‘soft’ qualitative parts.
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rather than by the liard’ quantitative parts. While qualitative data can be
both ‘rich’ and ‘deep’, quantitative data that is obtained at a distance from
everyday activities may have ceased to ‘live’ (Fineman & Mangham, 1983:
297).

Wells (1976) identified the crucial aspect of qualitative data as the

richness of the information generated: “Compared to words, numbers are
sort of round and smooth. They don’t have little fish-hooks of meaning
standing out all over them” (1976: 13-6).

In support of a qualitative

approach, some researchers (Geertz, 1973; Fineman & Mangham, 1983;
Van Maanen, 1983) make reference to the thick description, rich insight
and full, rich, earthy, holistic and real data which arise from qualitative
studies.
Disadvantages associated vdth the qualitative method include its labour
intensive nature; possible difficulties with analysis and interpretation of the
data; and, in the past, policy makers gave low credibility to studies based
on a qualitative approach (Easterby-Smith et at, 1991: 104).

This

credibility problem, however, appears to be changing as research moves
into the post-positivist era (McCracken, 1988: 14).

According to Filstead

(1970):
. . . the qualitative perspective in no way suggests that the researcher
lacks the ability to be scientific while collecting the data.

On the

contrary, it merely specifies that it is crucial for validity — and,
consequently, for reliability — to try to picture the empirical social world
as it actually exists to those under investigation, rather than as the
researcher imagines it to be {1970: 4).

Bennett (1991) suggests, when choosing a research methodology, it is
important to know if the research is concerned with exploring what might
be, or verifying what is, and to choose methods appropriate to this. There
are other points that should be borne in mind when choosing an
appropriate research method. These include:
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Answering the research questions:

The method chosen must allow the

research questions to be answered.

It is clearly important to know and

thoroughly understand what questions researchers are seeking to answer.
A clear statement of the research questions will enable both the level of
research and level of rigour to be more adequately determined. It will also
enable a check to be made on the understanding of the nature of the
research problem involved.

Current state of knowledge: If little is currently known about the nature of
the variables involved in the research problem then it is likely that more
qualitative, exploratory research methods will be needed.

If, on the other

hand, a review of the literature shows that a good deal is already known, it
is then possible to isolate the key variables involved.

This would then

determine the extent to which a hypothesis or h3q)otheses could be
established and made available for testing.

This in turn would lead to a

choice of method in order for h3rpothesis testing to be carried out.

Even

where the variables are known in advance, however, their very nature may
prevent the use of experimental research methods.

The nature of the variables involved: The choice of method will also be
governed by the extent to which the variables involved can be manipulated
and measured in a controlled way.

In the physical sciences it is often

possible to make the subject of the research do what you want it to do. In
the social sciences this is not always the case (Bennett, 1991: 89).

Bryman (1988) suggested:

The most fundamental characteristic of qualitative research is its
express commitment to viewing events, actions, norms, values, etc.
from the perspective of the people being studied. The strategy of
taking the subject's perspective is often expressed in terms of seeing
through the eyes of the people you are studying. Such an approach
clearly involves a preparedness to empathize (though not necessarily
to sympathize) with those being studied, but it also entails a capacity
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to penetrate the frames of meaning with which they operate (Bryman,
1988: 61).

In summary, the purpose of qualitative research, and in particular the
qualitative interview, is not to discover how many, and what kinds of,
people share a certain characteristic. How many and what kinds of people
hold these categories and assumptions are not the compelling issues.
Qualitative research is much more intensive than extensive in its objectives
(McCracken, 1988: 17). The qualitative researcher uses a lens that brings
a narrow strip of the field of vision into very precise focus. The quantitative
researcher uses a lens that permits a much less precise vision of a much
broader strip (McCracken,

1988:

16).

In qualitative research, the

investigator serves as a kind of ‘instrument’ in the collection and analysis of
data (Cuba 86 Lincoln, 1981; Cassell, 1977). This metaphor has proven to
be a useful one because it emphasizes that the investigator cannot fulfil
qualitative research objectives without using a broad range of his own
experience, imagination, and intellect in ways that are various and
unpredictable (Miles, 1979: 597). Qualitative data are normally relatively
messy, unorganized data.

Qualitative research demands techniques of

observation that allow the investigator to sort and Vinnow’ the data,
searching out patterns of association and assumption.

This process of

detection is hard to mechanize (McCracken, 1988: 19).

Following the advice outlined above by Bennett (1991) and McCracken
(1998), the in-depth interview technique was found to be an appropriate
methodology to answer the research questions in the current study, as
interviews, semi-structured or unstructured, are appropriate methods
when: (i) it is necessary to understand the constructs that the interviewee
uses as a basis for his, or her opinions and beliefs about a particular
matter or situation; (ii) the step-by-step logic of a situation is not clear; (iii)
the interviewee may be reluctant to be truthful about issues except in the
context of one-to-one confidentially (Easterby-Smith et at, 1991: 74).
Details of the interview technique used in this study are discussed below.
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3:2

The Long Interview

According to McCracken (1988), the long interview is one of the most
powerful methods in the qualitative armoury. For certain descriptive and
analytic purposes no instrument of inquiry is more revealing. The method
permits others to enter into the mental world of the individual interviewee
in order that they might begin to understand the categories and logic by
which he or she sees the world. It can also permit others into the lifeworld’
of the individual, to see the content and pattern of daily experience. The
long interview gives the opportunity to step into the mind of another
person, to see and experience the world as they do (McCracken, 1988: 9). A
semi-structured research instrument was used in the current study.
Lincoln and Cuba (1985) clarified that the
structured interview is the mode of choice when the interviewer knows
what he or she does not know and can therefore frame appropriate
questions to find it out, while the unstructured interview, is the mode
of choice when the interviewer does not know what he or she doesn’t
know and must therefore rely on the respondent to tell him or her
(Lincoln 8& Cuba, 1985: 269).
The depth interview is a highly unusual speech event, one that makes for a
most peculiar social relationship. There is no question that certain aspects
of this event and relationship must be crafted very exactly to serve the
interests of good qualitative inquiry (McCracken, 1988: 12). According to
Burgess (1982), the depth interview is a conversation in which the
researcher encourages the informants to relate, in their own terms,
experiences and attitudes that are relevant to the research problem.

It

provides “the opportunity for the researcher to probe deeply, to uncover
new clues, open up new dimensions of a problem and to secure vivid,
accurate inclusive accounts that are based on personal experience”
(Burgess, 1982: 107).

Glaser and Strauss (1967) pointed to several

strengths in interviewing, for example, “it permits the respondent to move
back and forth in time ...” (1967: 273).

It allows for probing and
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clarification of what has been heard.

Wh5d;e (1979) reported that

informants “generally find it a rewarding experience to be interviewed by a
skilled and sympathetic person . . . [and] useful in helping them to gain
perspective on and understanding of their ideas and experiences (1979:
60).

Easterby-Smith et al. suggest that one of the main reasons for conducting
qualitative interviews is to understand “how individuals construct the
meaning and significance of their situations . . . from . . . the complex
personal framework of beliefs and values, which they have developed over
their lives in order to help explain and predict events in their world” (1991;
73). Researchers must, therefore, be able to conduct interviews so that the
opportunity is present for these insights to be gained. Failure to achieve
this could result in a superficial exchange of information, which might have
been better and achieved more cost effectively by using a semi-structured
questionnaire (Easterby-Smith et al, 1991: 73).
The first step of the detailed, qualitative interview begins with an
exhaustive review of the literature.

According to McCracken, a good

literature review has many obvious virtues. It enables the investigator to
define problems and assess data, and it provides the concepts on which
subjects’ precepts depend. A thorough review of the literature allows the
data of an investigator’s research project to take issue with the theory of
the investigator’s field and it is a way to manufacture distance (McCracken,
1988: 29-31).

Literature reviews are not simple exercises in idea collection; they are a
form of qualitative analysis. They are also critical undertakings in which
the investigator exercises a constant scepticism.

Reviews search out the

conscious and unconscious assumptions of various authors.

They

determine how these assumptions force the definition of problems and
findings.

The good literature review is a critical process that makes the
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investigator

the

master,

not

the

captive,

of previous

scholarship

(McCracken, 1988; 29-31).

Another purpose of the literature review is to aid in the construction of the
interview questionnaire.

The literature review establishes the areas in

which the interview will explore and it aids in specifying categories and
relationships that might organize the data.

A review helps to determine

what the inquirer should ask about and what he or she should listen for.
By the end of the literature review, the investigator should have a list of
topics from which questions must be prepared (McCracken, 1988: 31).
This list of topics allows for the creation of the interview guides.

3:3

The Interview Guide

An interview guide is a list of questions or issues to be explored in the
course of an interview.

An interview guide is prepared to ensure that

essentially the same t5q3e of information is obtained from a number of
people by covering the same material. The interview guide provides topics
or subject areas about which the interviewer is free to explore, probe, and
ask questions that wiU elucidate and illuminate that particular subject.
Perhaps the most fundamental use for the interview guide is to serve as a
basic checklist during the interview to make sure that all relevant topics
are covered. The interviewer is thus required to adapt both the wording
and sequence of questions to specific respondents in the context of each
actual intei-view as it occurs.
conversation

within

a

The interviewer remains free to build a

particular

subject

area,

to

word

questions

spontaneously, and to establish a conversational style — but with the focus
on a particular predetermined subject (Patton, 1990: 111).

Perhaps the

primary advantage of an interview guide is that it can help to make sure
that the interviewer has carefully decided how best to use the limited time
available in an interview situation.

The interview guide helps to make

interviewing different people more systematic and comprehensive by
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delimiting the issues to be discussed in the interview (Patton, 1990: 111).
Durrance and Van Fleet (1992) cautioned, however: “As the ‘soft’ side of
research, the methodology requires a greater focus on the construct of the
instrument and its administration in the actual survey” (1992: 124).

Jones (1985) also recommends the preparation of an interview guide that
can be used as a loose structure for the questions to be used in the ‘Hve’
interviews. She advised that, although researchers are to some extent tied
to their framework, they should not be “tied up by them” (1985: 75). Based
on the literature review in this study (Chapter 2), two interview guides were
crafted by the author to provide an appropriate structure for questioning,
including issues considered in the literature to be the most pertinent (cf.
Easterby-Smith et al, 1991: 73; Patton, 1990: 111). The label ‘qualitative
interview’ has been used to describe a broad range of different types of
interviews, from those that are non-directive or open, to those where the
interviewer takes a prepared list of questions and is determined to ask the
specified questions.

3:4

The Interview Pool

Durrance and Van Fleet (1992) suggest that, “Qualitative survey techniques
are not dependent upon large numbers of respondents to insure validity”
(1992: 124). This view reflects Mintzberg (1979) who observed that a key
difficulty in qualitative research utilizing the interview technique is to
determine the precise number of interviewees (1979: 584). The approach
adopted in selecting the number of interview participants for this study was
based on a strategy called ‘theoretical sampling’, where the actual number
of cases studied is relatively unimportant (Glaser & Strauss, 1967: 69).
McCracken, for instance, endorses the use of small samples, and states
that “for many research projects, eight respondents will be perfectly
sufficient” (1988: 17). According to Seidman (1998), there are two criteria
for ‘enough’. The first is sufficiency: Are there sufficient numbers to reflect
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the range of participants and sites that make up the population so that
others outside the sample might have a chance to connect to the
experiences of those in the sample? The other criterion is saturation of
information, when the interviewer begins to hear the same information
reported and he is no longer learning anything new (Seidman, 1998: 45).
Douglas (1985) suggested from his studies that if he had to pick a number
it would be twenty-five participants.

According to Glaser and Strauss

(1967), what is important is the potential of each case in aiding the
researcher to develop insights into the area being studied (Glaser &
Strauss, 1967: 56).
accordingly.

The selection of the respondents must be made

Mason (1996) suggests that qualitative samples are usually

small for practical reasons concerning costs, especially in terms of time and
money, and for generating and analysing qualitative data (Mason, 1996:
96).
Recently published interview studies in the field of marketing and
management show the number of interviewees tends to be between fifteen
and twenty-five. This number may be due to a combination of the time and
resources available for the investigation and of the law’ of diminishing
returns in research (Kvale, 1996: 102).

Seidman (1998) suggests that

because hypotheses are not being tested, the issue is not to ascertain if the
researcher can generalize the finding of an interview study to a broader
population.

Instead, the researcher’s task is to present the experience of

the people interviewed in compelling enough detail and in sufficient depth
that those who read the study can connect to that experience, learn how it
is constituted, and deepen their understanding of the issues it reflects
(Seidman, 1998: 41). Mason (1996) suggests that the interviewer is likely
to be making certain kinds of epistemological assumptions about the
interaction between themselves as researcher, and those who are being
interviewed, which suggest that semi-structured interviewing is appropriate
(1996: 40). Mason also suggests that the interviewer may wish to
conceptualize his role as active and reflexive in the process of data
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generation, rather than as a neutral collector, and to analyse his role within
this process (1996: 41).

3:5

The Sample

Thirty-three interviewees were chosen for inclusion in this study, ranging
from senior tourism managers both in Ireland and in the United States, the
Minister for tourism, academics and researchers, and ten American
tourists holidaying in Ireland. Reflecting Sheldon (1992), “the selection of
these individucils was intended to be representative but by no means
inclusive.

The choice of the interviewees was influenced by factors such as (i) their
relatively high profile, as reflected by their career experience, seniority,
organizational role, (ii) availability and willingness of American tourists at
Dublin airport, and (hi) availability and co-operation.

Twenty-three

interviews were arranged using e-mail, the remaining ten from initial faceto-face meetings.

Requests for interviews with each of the selected Irish

and American participants received immediate positive responses.

The

author used e-mail addresses and/or telephone numbers listed on the web,
printed sources, and direct contact, (in the case of the ten American
tourists) to make the requests for research interviews with the participating
interviewees.
The thirty-three interviews were conducted within a fifteen-month time
span, from May 2004 to the end August 2005.

Salient quotations from

these texts are presented in Chapter 4, and these are analysed in Chapter
5. Tables 3.1 to 3.3, in the following pages, present lists of the interviews
conducted in Ireland and in America, respectively, in chronological
sequence of their interviews within those tables.

A total of twenty-two

males and eleven females agreed to be interviewed — coincidentally, a ratio
of two to one.

By nationality, the thirty-three participants comprised:
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twelve males and four females from Ireland; ten males and seven females
from the United States.

221

Table 3.1 List of interviewees, from interviews conducted in Ireland
in chronological order of interview; including Name and Title of
Interviewee
Interview Date

Title

Name

2004/07/10

Patrick O’Flaherty

Hotel Manager

2005/03/28

Maire O’Connor

Hotel Proprietor

2005/03/28

Tim PoUock Director

Butterfield and Robinson
Tours

2005/04/04

Joanne Hogg

Partner, Rain Hospitality

2005/04/04

Maura Moynihan

CEO, Cork-Kerry Tourism

2005/04/04

Joe Gavin

Cork City Manager

2005/05/11

John O’Donoghue, T.D.

Minister for Arts, Sport 8&
Tourism

2005/05/30

Paddy O’Looney

CEO, SWING

2005/05/31

Brian McColgan

Director Abbey Tours

2005/05/31

John Power

CEO, Irish Hotels
Federation

2005/05/31

Paul O’Toole

CEO, Tourism Ireland

2005/05/31

Pat McCann

CEO, Juiys/Doyle Hotel
Group

2005/06/11

(10)/American Tourists

Dublin Airport

2005/06/02

Conor Buckley

Marketing Director 12
Travel

2005/06/28

Piaras MacEinri

Former Director, Irish
Migration Studies

2005/07/05

Catriona Lennon

Librarian, Monaghan
County Library

2005/07/29

John Wilson

Professor University of
Ulster

Tables on the following page, lists the seven American based participants.
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Table 3.2 List interviewees, from interviews conducted in
America in chronological order of interview; including name and
title of interviewee
Interview Date

2004/05/27

Name

Orla Carey

Title

Communications Manager
Tourism Ireland

2004/05/27

David Boyce

Vice President of
Advertising and
Communications
Tourism Ireland

2004/05/27

Martin O’Malley

Mayor of Baltimore, USA

2004/05/27

Breifne O’Reilly,

Economic Counsellor
Embassy of Ireland

2004/05/27

Brian Murphy

Vice President Sales and
Marketing Aer Lingus

2005/07/01

Brian Stack

President CIE Tours 8&
Chairman US Tourism
Confederation

2005/07/01

Ruth-Ann M. Harris

Adjunct Professor of
History and Irish Studies
Boston College
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3:6

Gaining Access

A direct approach to gaining access was adopted. Martin has argued that
“the venerable university name is as much a factor in gaining access as
anything else” (1985: 15).

For the purpose of this study, this approach

took the form of an introductory letter on headed notepaper to the twentythree professionals identified. The headed paper from the Department of
Continuing Education, CIT, was used to provide institutional legitimisation.
A few days later, the researcher made follow-up telephone calls to confirm
the dates and. times of the interviews. The initial contact also suggested
that the typical interview time would be about one hour. The author was
fortunate in that all professionals approached were available and willing to
be interviewed. In the case of the ten American tourists interviewed for this
research in Dublin Airport, a direct approach was adopted. These tourists
were asked at random if they would partake in the study. The author was
fortunate that all readily agreed to participate as they had much spare time
available while waiting for their flights.

3:7

Arranging Dates

In reporting their survey of elite personnel, Groholt and Higley (1970)
underline the problems of timetabling a series of interviews.

Elite

personnel are prone to last-minute changes in schedules; it is therefore
important to build some ‘slack’ into a programme of interviewing.
Interviews with senior executives typically have to be arranged some time in
advance, since the respondents can often be away on official duties. This is
even more important in the case where the interviewer has to travel long
distances to conduct an interview or a series of interviews in a given area.
It is recommended that contact should be made three to four weeks in
advance of the time the researcher wishes to conduct the interview (Groholt
& Higley, 1970). The author generally made initial contacts up to six weeks
in advance of each of her itineraries, especially when this was needed to
allow time for scheduling other interviewees.

Within ten days of each
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interview, the author contacted each interviewee to confirm that their
schedules had not changed and that the interview would go ahead at the
time agreed.

This concurred with Wengrafs (2001) suggestion that the

interviewer needs to contact the informant seven to ten days before the
interview to confirm arrangements. Usually, interviews followed the agreed
arrangements.

3:8

Interview Arrangements: Timing, Location and
Length

According to Hart (1991), unless the interview can be completed with
certainty, it is unwise to arrange appointments shortly before lunch or at
the end of the working day.
respondents’

impatience

Her research experience indicated that

could

be

problematic,

particularly

if

respondent is late for the interview appointment (Hart, 1991: 192).

the
She

also suggests that, generally, arriving ‘just on time’ is unsatisfactory where
the interviewee’s time is restricted.

In many instances, the interviewee is

not called until the interviewer has arrived, at which point the secretary or
receptionist has to locate the respondent, who might often be in a meeting
or making an important telephone call. Ten or fifteen minutes can often
elapse before the respondent is free, which could cause problems when he
or she has stipulated an hour for the interview. Arriving about a quarter of
an hour early compensates for this and allows extra time for gleaning
valuable information at the reception (Hart, 1991: 193).

Hart also suggests that the location of the interview is not without
importance and suggests that most interviewees will suggest a quiet office
as an interview venue (1991: 193). Wengraf (2001) mirroring Hart, advised,
“You want a setting as free from interruption and as comfortable, and non
distracting as possible. You want to avoid interruptions by phones, by noise
from outside, and by other people” (2001: 191).

For this study, all

interviews, except those conducted in Dublin Airport were conducted in
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private offices, with telephones switched off.

In the case of the airport

interviews, a quiet location was found to conduct same.

Most interviews for this study approximated one hour; the shortest was
thirty minutes and the longest one hour and fifteen minutes. There was
quite a variety in the quantity and style of articulation of the interviewees.
The relaxed nature of the process elicited very open opinions from the
majority of the respondents. The most articulate of those spoke at length
with the minimum intervention from the author.

Mason (2002) and

Chamberlayne et al. (2000) acknowledge such variety in fluency of
interviewees in qualitative studies.

3:9

Interview Procedure

According to McCracken (1988), the opening of the interview is particularly
important; because during the opening few minutes of the interview it must
be demonstrated that the interviewer is a benign, accepting, curious (but
not inquisitive) individual who is prepared and eager to Listen with interest
(1988*. 38). In a research setting, it is up to the interviewer to create, in a
short time, a contact that allows the interaction to go beyond merely a
polite conversation or exchange of ideas. The interviewer must establish an
atmosphere in which the subject feels safe enough to talk freely about his
or her experiences and feelings (Kvale,

1996*.

125).

Opening the

questioning with informal and straightforwardly informational questions
facilitates such an atmosphere. A few minutes of idle chatter at this stage
is welcome, as it gives the respondent a chance to have a grasp of the
interviewer before they allow themselves to talk freely, exposing their
experiences and feelings to a stranger (Kvale, 1996: 128). For this study,
some easy chatter before the opening stage of each interview was engaged
in, to give the respondent a chance to feel comfortable with the interviewer.
This is an important time to reassure the respondent because it is in these
opening stages that he sets his defences (McCracken, 1988: 38).
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Once the preliminaries are completed, the interviewer must deploy the
grand-tour questions, and the ‘floating’ and ‘planned’ prompts (McCracken,
1988; 38). He/she must take care to see that data are collected for all the
categories and relationships that have been identified as important.

In

addition to these categories and relationships, the respondent must also be
prepared to identify and cultivate data on emergent categories and
relationships that have not been anticipated.

McCracken also notes that

the interviewer encounters salient data in the midst of a very crowded and
complicated speech event. There is virtually no opportunity for unhurried
identification or reflection. What the investigator does not capture in the
moment will be lost forever.

i'his is a challenging occasion because

mistakes are both easy to make and impossible to rectify (McCracken,
1988: 38). Wengraf (2001) suggests, “The most frequent and typical unit of
a semi-structured interview takes the form of an open question and then a
comparatively lengthy response which the interviewer holds back from
interrupting (2001: 160).

What is required of the investigator within this

structure is to listen with great care; the interviewer must listen for many
variables, including impression management, topic avoidance, minor
misunderstanding, deliberate distortion, and outright incomprehension,
taking, in each case, the necessary remedy to deal with the problem
(Briggs, 1986).

3:10

The Degree of Structure

Jones (1985) highlights a number of issues that researchers wfll need to
consider in order for interviews to be successful. The first is the problem
that all researchers must resolve — how much structure to put in the
interview. She makes the point that;
...

there is no such thing as presuppositionless research. In preparing

for interviews researchers will have, and should have, some broad
questions in mind, and the more interviews they do and the more
patterns they see in the data, the more likely they are to use this
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grounded understanding to want to explore in certain directions rather
than others (Jones, 1985: 47).

The degree of structure for this study was achieved by adherence to the
interview guides. Although there were some deviations from the sequence
in order to follow interesting lines of inquiry and to facilitate an unbroken
discussion, the author ensured that all the issues mentioned in the
interview guides were addressed. This required the author to be perceptive
and sensitive to events, so that lines of inquiry could be changed and
adapted during the interview. Finally, on the subject of structure, Jones
advises that the researcher should be warned against assuming that a
'non-directive' interview,

where the interviewee talks freely without

interruption or intervention, is the way to achieve a clear picture of the
interviewee’s perspective. This is more likely to produce no clear picture in
the mind of the interviewee of what questions or issues the interviewer is
interested in, and in the mind of the interviewer of what questions the
interviewee is answering. Too many assumptions of this kind lead to poor
data, which are difficult to interpret. Researchers are therefore likely to be
more successful if they are clear at the outset about the exact areas of their
interest (Jones, 1985: 75).

3:11

Tape-Recording Interviews

According to Patton (1990), a tape recorder is part of the indispensable
equipment of evaluators using qualitative methods. Tape recorders do not
tune out of conversations, change what has been said because of
interpretation, or, record more slowly than what is being said (Patton,
1990; 137). In addition to increasing the accuracy of data collection, the
use of a tape recorder permits the interviewer to be more attentive to the
interviewee.

The interviewer who is trying to concurrently write down

everything that is said will have a difficult time responding appropriately to
interviewee needs and cues — and the pace of the interview can become
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decidedly non-conversational,

as the interactive nature

of in-depth

interviewing is seriously affected by the attempt to take verbatim notes
during the interview. The use of a tape recorder does not mean that the
interviewer can become less attentive to what is being said (Patton, 1990:
137).

Similarly, Lofland (1971) outlines the benefits of tape-recording the

interview:

One^s full attention must be focused on the interview.

One must be

thinking about probing for further explication or clarification of what he
is now saying; formulating probes; linking up current talk with what he
hxLS already said; thinking ahead to putting in a new question that has
now arisen and was not taken account of in the standing guide (plus
making a note at that moment so one will not forget the question); and
attending to the interviewee in a manner that communicates to him that
you are indeed listening. All of this is hard enough simply in itself.
Add to that the problem of writing it down — even if one takes
shorthand in an expert fashion — and one can see that the process of
note-taking in the interview decreases one’s interviewing capacity.
Therefore, if conceivably possible, tape record; then one can interview
(Lofland, 1971: 89).
McCracken too is in favour of interviews being recorded on tape.

He

suggests that interviewers who attempt to make their own record of the
interview by taking notes may create an unnecessary and dangerous
distraction.

A verbatim transcript of the interview testimony must, in

McCracken’s view, be created (1988: 41).

All thirty-three interviews for the current study were recorded on tape.
This saved the interviewer from the burden of intensive writing at the time
of the interview, facilitating concentration on the interactive interview
process.

Martin pointed to the advantages of tape-recording, which

ensures complete transcriptions for analysis, in contrast with note-taking,
which involves a good deal of on-the-spot selection, and which undermines
the reliability of the data collected (Martin, 1985: 13-23).

For this study,
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the author did a test recording and playback of a few seconds immediately
before commencing the questioning, to ensure that the recorder and clip-on
microphone were working.

3:12

The Interviewer-Respondent Relationship

According to McCracken, the best manner in which to conduct an in-depth
interview is to strike a balance between formality and informality for each
of the participants. A certain formality in dress, demeanour, and speech is
useful because it helps the respondent cast the investigator in the role of a
‘scientist’, someone who can end up asking veiy personal questions, not
out of personal but professional curiosity.

This formality also helps to

reassure the respondent that the investigator can be trusted to maintain
the confidentiality that has been promised by the interviewer. A degree of
balanced informality is useful because it reassures the respondent that, for
all of his professional training, the investigator is not a cold, distant
creature unacquainted with or indifferent to the
difficulties of the respondent’s lifeworld.

complexities and

Naturally,

the formality-

informality balance should be adjusted according to the particular
demands of special contexts (McCracken, 1988: 26).

In this study, the above guidelines were followed in order to strike a
balance between formality and informality.

Respondents generally spoke

more formally at the beginning of the interview.
progressed

respondents

spoke

more

informally

experiences, ambitions and achievements.

As the interview
of

their

personal

As Stebbins (1972) noted, the

qualitative interview gives the respondent the opportunity to engage in an
unusual form of sociality. Suddenly, they find themselves in the presence
of the perfect conversational partner, someone who is prepared to forsake
his own ‘turns’ in the conversation and listen eagerly to anything the
respondent has to say (Stebbins,

1972).

This characteristic of the

qualitative interview leads to other benefits, including the opportunity for
interviewees to make themselves the centre of another’s attention and to
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state a case that is otherwise unheard (Ablon, 1977).

Together, these

advantages suggest that there are, for most respondents, perceived benefits
to compensate for the risks of the qualitative interview (McCracken, 1988:
28).

3:13

Maintaining Control of the Interview

Time is precious in a research interview. Long-winded responses, irrelevant
remarks, and becoming sidetracked in the interview will reduce the amount
of time available for focusing on the particulcir issues to be addressed. This
means that the interviewer must maintain control of the interview. Control
is maintained by the interviewer by (i) knowing what it is that he or she
wants to find out, (ii) asking the right questions to get the information
needed, and (iii) giving appropriate verbal and non-verbal feedback (Patton,
1990: 130).

Knowing what information is required means having the ability to recognize
and distinguish appropriate from inappropriate responses. It is not enough
just to ask the right questions.

The interviewer must listen carefully to

make sure that the responses are providing answers to the questions that
are asked. The first responsibility, therefore, in maintaining control of the
interview, is knowledge of the kind of data one is looking for, and directing
the interview in order to collect that data (Patton, 1990: 131).

For this

study, control of the interview was maintained relatively easily as the
author adhered to the prepared interview guides and focused the
respondent on data that was relevant to the questions.

Giving appropriate feedback to the interviewee is essential for pacing an
interview and for maintaining control of the interview process.

Head

nodding, appropriate eye contact, note-taking, Tih-huhs’, and silent probes
(remaining quiet when a person stops talking) are all signals to direct the
progress of an interview. Equally important, it is sometimes necessary to
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stop an unfocused respondent from straying off the point. The first step in
stopping the long-winded respondent is to cease giving the usual cues
mentioned above that encourage talkmg — by ceasing head nodding, or by
interjecting a new question as soon as the respondent pauses for breath
(Patton, 1990: 132). On a few occasions, in this study, the author had to
provide the cues mentioned above to stop the over-talkative or unfocused
interviewee and to ensure that all the topics on the interview guides were
covered.

All thirty-three participants in the study were very forthcoming

with information and were enthusiastic about taking part in the research.

3:14

Interviewer Bias

According to Jones (1985), an interview is a complicated, shifting, social
process occurring between two individual humans, which can never be
exactly replicated. We cannot get at some ‘objective truth’ that would exist
if only the effects of interpersonal interaction could be removed (1985; 48).
Yet the matter is not straightforward. Are we not concerned in some ways
with avoiding the bias of imposing our own definitions to the extent that we
do not see those of our respondents? The answer has to do with the way in
which we understand and use the concept of bias — not as something to be
avoided at all costs — but as something to be used, creatively, contingently
and self-consciously. We use our ‘bias’ as human beings in creative and
contingent ways in order to develop particular relationships with particular
people, and in order that they can teU us about their worlds and so that we
can understand their worlds in turn.

In doing this, we use ourselves as

research instruments to empathize with other human beings.

No other

research instrument can do this (Jones, 1985: 48).

Jones (1985) suggests that if we, as researchers, want to obtain good data
it would be better for the persons we are interviewing to trust us enough to
believe that we will not use the data against them. She also suggests that
we must ensure the interviewees that we will not regard their opinions as
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foolish.

Jones further suggests that researchers must be aware that

interviewees do not produce a well-rehearsed script that tells very little
about what actually concerns and moves them; or that they should not use
the opportunity to manipulate us to suit certain personal ends of which we
are unaware. Thus, the stress in much of what is said about interviewing
is on the need to assure respondents of confidentiality, on using and
developing social skills (verbal and non-verbal) to convince others that we
want to hear what they have to say, to take it seriously, and that we are
actually hearing them (Jones, 1985: 51).

For the puiposes of the current study, the author adhered to the interview
guides, which were drawn up after a review of the literature.
interview guides helped to reduce interview bias.

These

The author also

endeavoured to develop a style that combines an informal conversational
approach with the formal interview guides, with a view to reducing possible
interview bias to a minimum.

3:15

The Period after the Interview
Transcribing the Interview

and

The period after the interview is critical to the rigour and validity of
qualitative methods. This is a time for guaranteeing the quality of the data.
Immediately after tape-recording each interview, a random check must be
done on the recording, to verify that the interview was successfully
recorded (Patton, 1990: 139).

The period after the interview is a critical

time of reflection and elaboration: “It is a time of quality control to
guarantee that the data obtained will be useful, reliable and valid” (Patton,
1990: 140).

Since the raw data of interviews are quotations, the most desirable kind of
data to obtain would be a full transcription of interviews.

Although

transcribing is time consuming, transcripts can be enormously useful in
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data analysis, or later, in replications or independent analyses of the data
(Patton, 1990: 138). In this study, all interviews were transcribed verbatim
immediately or shortly after each interview by the author.

3:16

Organizing Qualitative Data for Analysis

The analysis of qualitative data is a creative process; there are no formulas,
as might be the case in statistically driven research.

It is a process

demanding intellectual rigour and a great deal of hard, thoughtful work
(Patton, 1990: 146).

Many researchers after collecting qualitative data

spend a great deal of time turning it into numbers or otherwise attempting
to quantify it.

They recognize that numbers have a seductive air and,

sometimes, thinking politically of the acceptability of their findings, they
gear their data to quantitative statements.

Others argue that doing this

spoils the richness of the data, often so painstakingly collected, and fails to
give the holistic view that is so important in qualitative research (EasterbySmith etal., 1991: 105).

According to Piore (1979), the analysis of qualitative data is perhaps the
most demanding and least examined aspect of the qualitative research
process. The exact manner in which the investigator wiU travel the path
from data to observations, conclusions, and scholarly assertion, cannot
and should not, be fully specified. Different problems wiU require different
strategies. Many solutions wiU be ad hoc (Piore, 1979: 595). The object of
analysis is to determine the categories, relationships, and assumptions that
inform the respondent’s view of the world in general and the topic in
particular. The investigator comes to this undertaking with a sense of what
the literature says ought to be there, a sense of how the topic at issue is
constituted in the iavestigator’s own experience, and “a glancing sense of
what took place m the interview itself” (Piore, 1979: 595). The iavestigator
must be prepared to honour these guidelines, but must also be prepared to
ignore these if unanticipated ideas or data are presented. If the fuU powers
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of discovery inherent in the qualitative interview are to be fully exploited,
the

investigator

must

be

prepared

to

glimpse

and

systematically

reconstruct a view of the world that bears no relation to his own view or to
the one evident in the literature (McCracken, 1988: 42).

According to Easterby-Smith et al. (1991), there are two basic methods of
analysing qualitative data. The first method is knovm as content analysis,
whereby the researcher ‘goes by numbers’ and frequency’.

The second

method is known as ‘grounded theory’, whereby the researcher goes by feel
and intuition, aiming to produce common or contradictory themes and
patterns from the data which can be used as a basis for interpretation.
This second approach tends to be more co-ordinated and much less
disjointed, and requires researchers to stay close to the data and any
observations made have to be placed carefully in context. Classically, the
data used in this type of research are kept out ‘on the table’ and available
for scrutiny (Easterby-Smith et ai, 1991: 105).

3:17

Grounded Theory

Glaser and Strauss (1967) perceived an undue emphasis by researchers on
verification of theory amd not enough on discovery.

They developed the

grounded theory approach in which researchers would seek to generate
theory on the basis of observations made in the course of conducting
research (1967: viii).

The grounded theory methodology approach begins

with qualitative data (e.g., a transcript) and then engages in a “process of
sifting and categorizing in an attempt to develop hypotheses grounded on
the data” (Beard 8& Easingwood, 1989: 3). Easterby-Smith et al. consider
the

grounded

transcripts.

theory

approach

particularly

good

for

dealing with

This approach recognizes that the large amounts of non

standard data produced by qualitative studies make data analysis
problematic (Easterby-Smith et al, 1991: 108).

Jones (1987) comments

that grounded theory works because, “rather than forcing data within
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logico-deductively derived assumptions and categories, research should be
used to generate grounded theory, which ‘fits’ and Svorks’ because it is
derived from the concepts and categories used by social actors themselves
to interpret and organize their worlds” (1987; 25).

Glaser and Strauss argue that grounded theory should be developed in
such a way as to “facilitate its application in daily situations by sociologists
and laymen” (1967: 327). First, it should:
. . . closely fit the substantive area in which it would be used. Second,
it must be readily understandable by laymen concerned with this area.
Third, it must be sufficiently general to be applicable to the multitude of
diverse daily situations within the substantive area, not to just a
specific type of situation. Fourth, it must allow the user partial control
over the structure and process of daily situations as they change
through time (1967: 237).
A model of data analysis, developed by Easterby-Smith et al. and based on
t±ie grounded theory method, was chosen for the analysis of data in this
study.

The seven main stages of data analysis, according to this model,

were used:
1

Familiarization:

The first step of analysis required re-reading of the

interview transcripts. This enabled some first thoughts to emerge and to
notice what was of interest. This stage was essentially exploratory, where
new questions began to be formed (Easterby-Smith et al., 1991: 108).

2 Reflection: This stage was a process of evaluation and critique as the
data were evaluated in the light of the literature review in Chapter 2.
Questions that the author asked herself at this stage were: Do the findings
support or challenge existing knowledge?; Do they answer previously
unanswered questions?; Are they different?; What is different? The stage
was distinctive

because

of the

volume

and

range

of hypotheses.
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explanations or solutions, which were still very much at the stage of
instinctive or emotional feelings. These still needed further consideration
and to be substantiated, without yet being rigorously tested (cf. EasterbySmith etal, 1991: 109).

3

Conceptualization:

According to Easterby-Smith et at (1991: 109), at

this stage there is usually a set of concepts or variables which seem to be
important for understanding what information or insights are emerging.
However, the researcher will not yet be sure just how reliable or valid these
concepts are, or if they really relate in a consistent way to show how the
person under investigation views an issue, or if misinterpretation of what
has been said arises.

At this stage the researcher may perceive more

concepts that were previously hidden, and these can be added to the
growing list. In the current study, this manifested itself when the author
revisited the data to search methodically for emerging concepts and
highlighted them, where they appeared.

As a housekeeping exercise,

margin glosses were added and a variety of different coloured pens were
used to highlight and categorize the different concepts.
4

Cataloguing concepts: Easterby-Smith et al. (1991: 110) suggest that

once it is established that the concepts identified do seem to occur in
people’s explanations, the concepts can then be transferred to cards as a
quick reference guide.

In this study, as the author established concepts

from the interview data, these concepts were recorded on a word-processor,
where they were further coded, categorized, expanded and analysed.

5

Recoding:

At this stage the references to particular concepts are

identified, facilitating rapid and accurate review of particular places in the
data to further explore the meaning of what was articulated.

This

procedure was engaged with by the author in order to redefine and recode
the concepts more thoroughly. This process, called laddering, took place
both up and down the databank, resulting in enlarging or collapsing the
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initial coding (cf. Easterby-Smith et aL, 1991; 110). Coding is discussed in
Section 3:18 below.

6 Linking: According to Easterby-Smith et al (1991: 111), the analytical
framework and explanations should have become clear at this stage, with
patterns emerging and concepts identified that could fit together. A clearer
hypothesis, based on the evidence gathered and organized, should emerge.
In this study, this meant linking all the variables, identified as important,
into a more holistic theory. This involved linking the empirical data with
more general models in the literature review, and required ongoing
comparative analysis in the contexts both of the literature and of the
evidence collected in practice.
7 Re-evaluation: At this stage, Easterby-Smith et al (1991: 111) observe
that, in the light of the comments of others, the researcher may feel that
more work is needed in some areas. For example, the analysis may have
omitted to take account of some factors or have over-emphasized others.
This meant that the author re-evaluated the already highlighted concepts
to ensure that relevant data had not been overlooked or omitted,
Glaser and Strauss (1967) argued that theory about the social world which
‘fits and works’, is generated inductively from the data. Categories emerge
out of the examination of the data by researchers who study it without firm
preconceptions, which would prematurely dictate relevancies in concepts
and hypotheses (Glaser 8& Strauss, 1967: 45).

Similarly, Patton (1990)

suggests:
The cardinal principle of qualitative analysis is that causal and
theoretical statements be clearly emergent from and grounded in field
observations.

The theory emerges from the data; it is not imposed on

the data (1990: 158).
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Th is process of data collection is controlled by the emerging theory, whether
substantive or formal.

The initial decisions are not based on a

preconceived theoretical framework {Glaser 8& Strauss, 1967: 45).

3:18

The Importance of Coding Data for Analysis

Glaser and Strauss (1967) emphasize that another way to convey credibility
of the grounded theory approach is to use a codified procedure for
analysing data, which allows readers to understand methods used by the
analyst to obtain his theory from the data. When no codified procedure is
used in qualitative analyses, the transition from data to theory is difficult, if
not impossible to grasp. Without this linking process in mind, the reader is
likely to feel that the theory is somewhat impressionistic, even if the analyst
strongly asserts that he or she has based it on hard study of data gathered
during months or years of held or library research (1967: 229).

Coffey and Atkinson (1996) caution, that coding should not be seen as a
substitute for analysis.

The term coding encompasses a variety of

approaches to and ways of organizing qualitative data (1996: 27). Coding
can be considered as a way of relating data to ideas about those data.
Because codes are used as links between data locations and the
subsequent concepts or ideas, those codes are thus heuristic devices.
Coding reflects our analytic ideas, but one should not confuse coding itself
with the analytic work of developing conceptual schemes (Coffey 8&
Atkinson, 1996: 27). Similarly, Miles and Huberman (1994) suggest that
coding constitutes the ‘stuff of analysis’, allowing a person to “differentiate
and combine the data you have retrieved and the reflections you make
about this information” (1994: 56).

They argue that coding is a process

that enables the researcher to identify meaningful data and to set the stage
for interpreting and drawing conclusions. They describe codes as:
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. . . tags or labels for assigning units of meaning to the descriptive or
inferential information compiled during a study.

Codes usually are

attached to ^chunks’ of varying size — words, phrases, sentences, or
whole paragraphs, connected or unconnected to a specific setting. They
can take the form of a straightforward category label or a more complex
one (e.g. metaphor) (Miles & Huberman, 1994: 56).

They also suggest how they see codes being used to retrieve and organize
data:
The organizing part will entail some system for categorizing the various
chunks, so the researcher can quickly find, pull out and cluster the
segments relating to a particular research question,

hypothesis,

construct or theme (Miles & Huberman, 1994: 57).
Lee and Fielding (1996) regarded coding as procedures for the management
of data, while they see grounded theory itself as a data management
strategy.
In summary, the main goal of coding is to facilitate the retrieval of data
segments categorized under the same codes. Coding in the current study
was essentially indexing the interview transcripts, reducing the data to
taxonomic classes and categories, and in some cases expanding and
teasing out the data in order to formulate new questions and levels of
interpretation.

Segmenting and coding the data enabled the author to

think about the data, to break the data apart in analytically relevant ways
in order to further scrutinize the data. This coding procedure assisted the
author to think creatively when using the data and generated theories and
frameworks.
In this study, an example of the coding process was used, when the issues
of barriers to the Irish tourism industry emerged from the data.

Each

example of a barrier was marked by a rubric and this served to illustrate
the coding process for all of the relevant references which were articulated
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in the varied replies through the interview data, allowing the easy collating
of these samples into categories for analysis.

Clearly, such coding of the

data effectively reduced the subsequent task of data reduction. Segmenting
and coding the data allowed the author to characterize what each stretch of
the interview was about in terms of general thematic content.

Wide or

generic categories, such as ‘marketing' facilitated the retrieval of different
segments of data that dealt, for example, with use of media, preferences of
the market, and other segments. The nature of qualitative interview data
meant that data relating to one particular topic were not found neatly
bundled together at exactly the same spot in each interview; therefore,
sifting through vast amounts of data to find preliminary codes was a slow
process.

These codes, however, provided a useful introduction for more

detailed analysis later.
Initially, using broader codes or categories allowed a number of sub
categories to be generated and utilized when segmenting the data. Some of
the more detailed codes came from the respondents’ own words, for
example, codes like ‘rooted’ or ‘connections’.

These more detailed sub

categories overlapped with one another and the same sub-category was
applied several times in a single interview, and the same segment had more
than one code attached to it, e.g., ‘longing and belonging’ had relevance
both for the section on ancestry and for the section on bonds with the
homeland.

According to Coffey and Atkinson (1996), these overlapping

sub-categories are characteristic of code maps of qualitative data.

They

note that in conversational talk, when we segment the data by attaching
codes, topics do run into one another and there may be multiple issues to
concern ourselves with simultaneously (Coffey 86 Atkinson, 1996: 37).

When the author had decided which aspects of the data to tag with codes, a
decision on what levels of generality or detail to address was required.
Weaver and Atkinson (1994) suggest including codes of different degrees of
generality so that the data retrieval could be undertaken at different levels
(1994: 32). The author followed this suggestion and used codes of varying
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degrees of generality to provide links between particular segments of data
and the categories that were used in order to conceptualize those segments.

Strauss (1987) suggests that the process of coding is about asking oneself
questions regarding the data, and those questions help to develop lines of
speculation and hypothesis formation.

He suggests that in the course of

coding, a researcher takes a topic or, according to Strauss, a ‘phenomenon’
and attempts to identify its dimensions, its consequences, and its
relationships with other phenomena.

It can be seen that the code

‘motivation’ in the current study, for example, was linked to other
phenomena, such as ancestry and roots, belonging, culture and heritage —
as were all other codes that emerged from the interview transcripts. The
process used for linking the data, after cataloguing, coding, and recoding
the interview transcripts in this study, was part of the seven stages of the
grounded theory method outlined above.

3:19

Analysis of Data for this Study

As indicated earlier, the questions developed in the literature review
chapter were used to design the interview guides. These guides provided
the basis for the discussion of the topics articulated in Chapter 4. Direct
quotations from the interviews are presented in Chapter 4. Patton (1990)
affirmed that direct quotations are a basic source of raw data in qualitative
evaluation. Patton also noted that direct quotations can help to reveal the
respondents’ levels of emotion, the way in which they have organized their
worlds, their thoughts about what is happening, their experiences, and
their basic perceptions (1990: 11).

According to Miles, the analysis of qualitative data is perhaps the most
demanding and least examined aspect of the qualitative research process
(1979: 595). McCracken (1988) observed that the exact manner in which
the investigator travels the path from data to observations, conclusions,
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and scholarly assertion could not be fully specified (McCracken, 1988; 41).
As outlined above, the analysis of data for this particular research study
was based on the grounded theory approach, and on the model of data
analysis developed by Easterby-Smith et al. This approach recognizes that
the large amounts of non-standard data produced by qualitative studies
make data analysis problematic (Easterby-Smith et al, 1991: 108).

The

challenge is to make sense of massive amounts of data, to reduce the
volume of information, to identify significant patterns, and then to
construct a framework for communicating the essence of what the data
reveal (Patton, 1990: 371).

The problem is that “we have few agreed-on

canons for qualitative data analysis, in the sense of shared ground rules for
drawing conclusions and verifying their sturdiness” (Miles & Huberman,
1994: 16). As the existing literature contributed to the initial design of this
study, the author found it appropriate to revisit the relevant literatures to
help focus the analysis and interpretation of data and to examine what was
learned from the collected data, in order to make a contribution to the
literature on the American tourist and Ireland.
The next step was cross-case analysis, which meant grouping together
answers from different people to common questions and analysing different
perspectives on central issues. As an interview guide approach was used,
answers from different respondents were grouped by topics from the
guides.

The interview guides, therefore, provided a descriptive anal34ical

framework for analysis. Patton (1990) suggested that there is no typically
precise point at which data collection ends and analysis begins.

In the

course of gathering data, ideas about possible analysis occur; those ideas
constitute the beginning of analysis and they are part of the record of field
notes (Patton, 1990: 378).

When data collection had formally ended,

analysis of the data began by organizing analytic interpretations and
insights that emerged during data collection. This analysis coincided with
organizing the data into topics. Patton (1990) observed that this process of
lahelling the various kinds of data and establishing a data index is a first
step in content analysis — while the content of the data is being classified.
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Patton further suggested that “a classification system is critical; without
classification there is chaos.

Simplifying the complexity of reality, into

some manageable classification scheme, is the first step of analysis”
(Patton, 1990: 382).

In this study, various categories emerged from the

classification scheme, enabling coding of the data. These codes were then
used to retrieve and organize data and enable the author to locate
segments relating to a particular research question. The cataloguing and
coding procedures detailed in section 3:19 were particularly useful for
obtaining theory from the data. From the data analysis in this study, six
main themes emerged and the findings relating to these themes are
presented and analysed in detail in Chapter 4 and Chapter 5 respectively.

In summary, the use of interviews was particularly advantageous in the
context of the complex research study, as interviews provide: depth;
information from non-verbal behaviour; opportunity to probe; greater
sensitivity to misunderstandings; and, more spontaneity in the answers
(McCracken, 1988: 65).

As a research technique, however, interviewing

consumes large amounts of gross and net time — arranging appointments,
travelling to and from each interview, actual interview time, transcribing,
analysing, and collating overall findings (MiUer, 1991: 161).
As explicated in Chapter 4 and Chapter 5, the primary research
methodology in this study availed of the many strengths of interviewing,
including the use of immediate follow-up questions, which yielded rich
sources of data on people’s experiences, opinions, aspirations and feelings
(May, 1993: 91).

3:20

Concluding Comments

Hemon & Schwartz (1993) assert, “It is important to address the ‘so what’
question. In so doing, the investigator shows the practical and applied
implications and applications of the research. In effect, this serves to
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indicate that the study is nontrivial and contributes to the literature,
knowledge, and possibly the management of systems and organizations”
(1993: 115-6).

They add that more research should utilize longitudinal

data collection, among other methods, to help construct a fuller picture of
phenomena under investigation.

The current study is an exploratory study.

Hemon 8& Schwartz suggest

that an exploratory study provides further potential areas for exploration.
They also affirm that research is at the core of developing a profession or
discipline and that:

Such a profession or discipline matures and gains stature through its
theory and research, as well as through those who advance its theory
and research.

That research is unending, cumulative, and enriched

from contributions in other disciplines and professions.

Those other

disciplines and professions also stand to benefit from the research
conducted within our field (Hemon 8& Schwartz, 1993: 116).

These arguments reflect Blades (1992), who suggests, “An acquired body of
research is vital to the development of theory and the solution of
professional problems; . . . for establishing and developing theories upon
which to base practice; and for contributing paradigms, models, and
radically new conceptualizations (1992: 1).

The current study aims

towards such a contribution.
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Chapter 4
Findings
Ireland is generally seen as being ‘American friendly’
(John OTDonoghue, T.D., Minister Arts, Sport and Tourism).

4:0

Introduction

The main findings from the in-depth and face-to-face interviews are
presented thematically in this chapter.

The thirty-three interviews were

conducted with senior officials from both the public and private sector in
the tourism industry, particularly those charged with marketing the
tourism product in the United States. Interviews were also conducted with
academics in the field, the Minister for Tourism, John OTJonoghue T.D.,
senior officials from Tourism Ireland both in Ireland and in the United
States, and ten American tourists.

In all, seven of the thirty-three

interviews were conducted in the United States.

PuU transcripts of the

interviews are available from the author.
As indicated in the chapter on research methodology, the questions
developed from the literature review chapter were used to design the
‘interview guide’.

This guide provided the basis for the discussion of the

topics in this chapter. Direct quotations from the interviews are presented,
following Patton’s observation (1987) that direct quotations are a basic
source for raw data in qualitative evaluation. Patton also noted that direct
quotations reveal the respondents’ levels of emotion, the way in which they
have organised the world, their thoughts about what is happening, their
experiences, and their basic perceptions (1987:11). All interviewees agreed
to the use of quotations attributed to them for the purpose of this research.

This empirical study attempts to gather and assess current views, from
leaders practicing m the field, concerning the tourism industry in Ireland
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as it relates to American tourists.

These findings contribute to the

knowledge heretofore available in an under-researched field.

While

empirical studies on Irish tourism, in general, have been increasing in
recent years, the current study addresses the dearth of relevant literature
on the motivation of Americans to travel to Ireland.

4:0.1

Categorization of the Main Findings

As described in Chapter 3, Section 3.4, structured questions, based on a
review of the relevant research literature, were asked of each of the
thirty-three participants. For the analysis of the responses, a grounded
theoiy (Glaser

Strauss, 1967; Easterby-Smith et ah, 1991) approach to

categorizing the data was used.

From this, six taxonomic categories of

broadly related topics emerged: (i) from the responses to the subject
matter of the questions, and (ii) from recurrent issues, which, though
not specifically enquired into, were proffered by the interviewees. Table
4.1 outlines the six categories used in the current study to discuss the
findings. These broad categories were further divided into sub-themes to
reflect the findings that emerged.

247

Table 4.0.1

Categorisations of Data Findings

Introduction to Findings

4:0.1.1
4:1
BaxTieis to the
Irish Tourism

4:1.1.

Limitations of Access

Industry

4:1.2

Weakening Dollar

4:1.3

Terrorism

4:1.4

Northern Ireland

4:2.1

Tourism Ireland: Marketing Ireland

4:2

to the American Market

Marketing Ireland
to the American

4:2.2

Operational Structures within
Tourism Ireland

Market

4:2.3

Marketing Budgets for the
American Market

4:2.4

The Effect of Adversities on US
Marketing Budgets

4:2.5

Marketing Ireland: Targeting the
United States Visitor

4:2.6

Marketing Methods used by
Tourism Ireland

4:2.7

The Constituents of the Target
Audience

4:2.8

The Internet as a Communication
Tool for Irish Tourism

4:2.9

Tourism Ireland: The Industry
Viewpoint

4:3

4:3.1

Tour Operators: Attracting
American Tourists to Ireland

Tour Operators

4:3.2

The

Modus

Operand! of the Tour

Operators in the United States

4:4
The American Tourist

4:4.1

The American Tourist and the Irish
Tourism Industry

Market
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4:4.2

The Needs Wants and Trends of the
American Tourist Market

4:4.3

Americans Travelling to Ireland to
Play Golf

4:4.4

The Importance of Competitiveness
for the Irish Tourism Industry

4:4.5

The Contribution of American
Tourists to Ireland

4:5

4:5.1

Tourists to Travel to Ireland

Motivating
American

Motivating Factors for American

4:5.2

Longings and Belongings:
American Ancestry and Connections

Tourists

4:5.3

Bonds Between Ireland and America

4:5.4

Famine

Memories

and

American

Tourists
4:5.5

Business Connections Between
Ireland and the United States

4:6

4.6.1

Ancestors

A Cosmopolitan
Ireland

A Different Ireland to that of our

4:6.2

The Pan European Face of Irish
Tourism
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Introduction to the Main Findings

4:0.1.1

The interviewees expressed a variety of views on the current state of the
tourism industry in Ireland, particularly in relation to the American tourist.
These views are discussed under the following main headings:

•

Barriers impeding the tourism industry

•

Marketing Ireland to the American market

•

The Tour Operators and Travel Agents

•

The American tourist market

•

Motivating American tourists

•

A Cosmopolitan Ireland

4:1

Barriers Impeding the Tourism Industry

As already indicated in Chapter 2, the tourism industry has endured many
changes in the recent past, and, after a long and steady period of growth,
the tourism industry has had to manage and market the tourism product
through periods of sustained difficulties. As indicated in Chapter 2, past
adversities and barriers to the tourism industry in Ireland have consisted
predominantly of changing economic conditions in Ireland, the scarcity of
manpower to work in the industry, terrorism coupled with the fear of flying,
competition from other European nations, the introduction of the euro, the
fluctuating dollar, and the lack of Irish hospitality.

This research has

found that restricted access, a weakening dollar, and terrorism, both
international and, in the past, national (Northern Ireland), are the main
barriers impeding the tourism industry in Ireland. The empirical findings
in relation to the barriers to the Irish tourism industry are examined under
the following subheadings:
•

Limitations of access

•

Weakening dollar

•

Terrorism

•

Northern Ireland
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4:1.1

Limitations of Access
Whatever way one looks at it, access is always going to be an on
going issue
(Hotel Manager).

A significant finding from this research study is that, although the
adversities outlined above and previously identified in the literature are still
evident, these issues are not considered by those charged with managing
the industry as the main obstacles facing the industry in the current
climate. The single and consistently cited barrier to the tourism industry in
Ireland is the limitation of access through direct services to the island of
Ireland:

The biggest current obstacle facing the Irish tourism industry is the
limitation on direct services. While we have managed to increase the
services with the introduction this year of the American Airlines routes
from Boston and Chicago to Shannon and Dublin, and with
Continental Airlines new route to Belfast International, we still believe
that there is much more potential for more direct services. We think
that the removal or the renegotiation of the current bi-lateral
arrangements would he of benefit in that regard.

It would have

consequences, but it is our belief that there is a strong latent demand
for Ireland in America which we can't reach sufficiently currently.
We believe that the demand for the Irish product is very strong but
being in a position to satisfy that demand in a competitive fashion
where access is the key component is a difficulty at the moment. As
the latent demand is strong, there is a certain element of frustrated
demand evident in the market place currently because of the lack of
direct services.

Tourism Ireland believes that there is a latent

demand, in that people are open to the idea of travelling to Ireland.
Many Americans are influenced and switched onto Ireland as a
destination. Flights into Cork are possible. At the moment we have
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three gateways to the Island of Ireland: Dublin, Shannon, and Belfast
When compared to many European countries of a similar size to
Ireland the numbers of gateways are phenomenal.

There are 104

flights per week into Ireland. There is also a very strong out-bound
market to the United States and at the peak there is some element of
frustrated demand, which is partially satisfied by backtracking over
London and other European cities, but we need more direct services.
This is the biggest current barrier (Paul OToole, CEO, Tourism
Ireland).
The need to develop Cork Airport in the south of Ireland was cited in three
other interviews:

The open skies agreement is going to be very important for the future
of Irish tourism. It will be vital to increase access and the number of
flights into Ireland in order to increase the number of American
visitors. Cork needs a transatlantic flight, and, hopefully, these flights
will become available soon to Cork Airport and at competitive prices.
This will increase the opportunities for Cork and the local area, and
opens up the idea of increased access into the regions

(Conor

Buckley, CEO 12 Travel).

Cork also needs a direct flight and the opening of the skies in the
future is necessary in order to increase the number of American tourist
coming to Ireland in general (Joanne Hogg, Rain Hospitality),

There is a lot of demand for transatlantic flights into Cork, and these
will be very welcome in the future, but in the short term we cannot
concentrate on the lack offlights, we have to focus on the tourists that
are arriving into all airports and deliver on our promise. I believe in
giving the tourist what they want. The new part of our strategy is to
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exploit the new direct access into our country. In the past two and a
half years to 2005, there has been a huge increase in the direct
access into Cork airport, Shannon, and Kerry airport. We are getting
about 43% of our visitors to the Cork-Kerry region coming in from
Britain.

They spend almost 40% of the revenue that we get from

overseas visitors.

From mainland Europe we get about 26%. From

America we get about 23%. These figures are for 2003. The domestic
market for Cork and Kerry is extremely important, as we get about
44% of all domestic travellers. The UK numbers are dropping, but the
German and Italian markets are important (Maura Moynihan, CEO,
Cork-Kerry Tourism).

The problem of under-serviced transatlantic access to Ireland is supported
by other leading authorities in the field. The Minister for Tourism, John
O’Donoghue, T.D., suggests that, while American tourists still have
lingering concerns about the safety of air travel and visiting foreign
destinations, they do not view Ireland as a destination that poses related
risks:

Aside from the lingering concerns about air travel, and visiting
foreign destinations, another major obstacle to developing additional
capacity is the bi-lateral agreement which currently exists between
Ireland and the United States. This restricts the number of cities Aer
Lingus (our national airline) can operate in and out of. This has been
identified by the Tourism Policy Review group which I established to
report on strategic issues facing the future of Irish Tourism.
Representatives from Aer Lingus will relay that it will be possible for
them to even double the number of passengers from the United
States inside a period of three years, if there were an open skies
arrangement; in other words, the ending of the one for one
arrangement where, for every American plane that lands in Dublin,
one American plane must land in Shannon also.

I hope that the
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compulsory stop over in Shannon unll be phased out by April 2008
(John OTJonoghue, TD, Minister, Arts, Sport and Tourism).

For Ireland as a destination, access is a major issue, as travelling
through London-Heathrow is not an easy task for many transatlantic
passengers, particularly, older travellers, as one has to change
terminals to travel onwards to Ireland.

This creates a lot of

unnecessary hassle in order to access certain parts of Ireland, like
Cork City, for example (Joanne Hogg, Rain Hospitality).

Minister OTJonoghue, believes that improved access is paramount for the
future development of the tourism industry in Ireland and further states
that:

It will be important moving forward to improve access to Ireland.
There is no point in talking about regionality, if we do not have proper
access. The European commission has entered into negotiations with
the United States government to open up the skies. It is important that
the Irish government also enters into negotiations and that when the
Shannon stop-over ends by April 2008, we are ready. Aer Lingus
brought 600,000 passengers into Ireland in 2004 and it has stated
that, when the Shannon stop-over ceases, it can deliver an additional
24 routes from the United States to Ireland, once the bi-lateral
agreement is made. If this is true, then is will also open up the access
for the American air lines also. Ireland should be able to double its
United States numbers from 1 million visitors to 2 million as a result
(John OTJonoghue, T.D., Minister for Arts, Sport and Tourism).
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The Minister believes that access is the key to increasing the number of
Americans travelling to Ireland:

If access improves, then the numbers of Americans coming into Ireland
will improve in parallel. The most unfortunate aspect of our situation is
that in 2004, for example, there were potential travellers who wanted to
come from the United States to Ireland during peak season but,
unfortunately, they could not obtain any flight.

Increased access is

crucial to sustain and increase the number of American visitors in the
future. In 2005, there is an increase of 17% in direct access (capacity)
from the United States to the island of Ireland. In order to achieve the
ambitious growth targets set for the market over the coming years it will
he crucial that the level of direct access to the island of Ireland continues
to grow. A review of the bilateral agreement will be vital to achieve this.

I visited United Airlines in Paris in October 2004 and they are now
coming to Shannon. I believe that they are there for the long haul. They
are coming to Shannon and Dublin from Boston and Chicago, and these
are daily flights. That is really important because we have 40 feeder
services into Chicago and Boston throughout the United States.

The

decision by Continental Airlines to fly into the North of Ireland for the
very first time is of immense importance (what I mean by the first time is
that it is the first time that Continental and the first time that an
American Airline route has come into the North of Ireland).

This is

another indication of confidence in the market place. When I first held
discussions with American Airline executives, they told me that they
were as confident of picking up Irish business in Ireland as picking up
American business in America. A lot of Irish people go on business trips
to Boston and Chicago. It is a two way street. Several times in the past
they had intended developing a route to Ireland and eventually they did,
and that I am very happy about it (John O’Donoghue, T.D., and
Minister for Arts, Sport and Tourism),
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In relation to the gateways, the Minister states that:

Currently, Aer Lingus is restricted to six gateway cities as a result of the
bi-lateral arrangement. If the bi-lateral arrangement was changed and
there was an open skies policy, then we would be in a position to fly out
of any amount of American cities with Aer Lingus. If we were able to
double the amount of lAsitors over a three year period, this would increase
the number of visitors from 600,000 to 1.2 million.

This would be

enormous. With increasing competition in the international market place,
it is extremely difficult to justify continuing with the bi-lateral
arrangement.

Shannon would have to get some sort of transitional

arrangement, some sort of a soft landing. They will have to get some sort
of guarantees. To put it bluntly, Ireland cannot afford the luxury of a bi
lateral agreement which restricts the amount of cities that we fly out of
through our national airline in the United States (John ODonoghue, T.D.,
and Minister for Arts, Sport and Tourism).

The Minister states that among the gateways serviced by Aer Lingus in the
past between Ireland and the United States are as follows: New York, Boston,
Chicago, Los Angeles, Baltimore and Orlando.

According to another interviewee, improved access is necessary in order to
promote growth, but, in the past, the situation was much worse:

A key component in the recipe for more rapid growth in Ireland’s
tourism industry has been the level of air access into Ireland,
especially from the United States market.

The plans of American

visitors considering vacation travel to the Emerald Isle are impacted
considerably by the ease of getting to Ireland. Thus, the more major
United States carriers offering direct service to Ireland, the easier it is
for United States visitors to enjoy a vacation experience there. It was
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not all that long ago that there were no American carriers offering
daily scheduled service into Ireland.

In 2005, however, with the

arrival of American Airlines, daily services from Boston to Shannon
and Chicago to Dublin were introduced by that airline. Many of the
major American carriers now provide scheduled nonstop service to
destinations on the island of Ireland.
Clearly, air access is only one part of the solution to building a
growing tourism industry. However, it is a crucial element that can
make the difference between slow growth and rapid expansion.

In

2005, the carriers offering air access were: Delta Air Lines: AtlantaDublin;

Continental Airlines:

Newark-Belfast;

Newark-Shannon;

Newark-Dublin; U.S. Airways: Philadelphia- Shannon; PhiladelphiaDublin; American Airlines: Boston-Shannon; Chicago-Dublin; Aer
Lingus: New York-Dublin; New York-Shannon; Boston-Dublin and
Shannon; Chicago-Dublin and Shannon; Los Angeles-Dublin and
Shannon; (Orla Carey, Communications Manager, Tourism Ireland,
New York).

Younger tourists are now visiting Ireland from the United States in
increasing numbers as cheaper and more frequent trans-Atlantic
flights make Ireland accessible for short breaks. It is expected that
tourism in Ireland will grow by 8% in 2005, aided by American
Airlines new routes of Boston-Dublin and Chicago-Dublin and
Continental’s route of New York to Belfast.

The number of visitors

traveling to Ireland in 2004 was up by 8% on 2003 as a result of
improved access. There were 977, 000 visitors from the United States
in 2004, compared with 904,000 the previous year. Even with the 8%
jump in American tourists, the numbers are still some way short of the
1,043,000 visitors from the United States in 2000 (John Power, CEO
Irish Hotel Federation),
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A tour operator working predominantly in the American market states that,
while the price of transatlantic flights has decreased considerably, this does
not alleviate the problems with access:

Access is still a major obstacle for Irish tourism.

We don^t have

enough flights into Ireland, particularly during the peak season. We
definitely have the demand; we just don't have enough supply.

We

have access from Baltimore, New York, Boston, Los Angeles. We need
more direct flights. It is very difficult for travellers to have to come to
Ireland via London or Paris. It is exhausting for passengers who have
to take a number of flights to get to their final destination in Ireland
(Conor Buckley, CEO, 12 Travel).

The study has found that Aer Lingus, Ireland’s national airline, are fully
committed to developing the routes, if given the opportunity:

Aer Lingus is totally committed to the American market and Willie
Walsh (Former CEO,) stated that Aer Lingus will welcome the
opportunity in the future to expand the transatlantic routes, given the
opportunity.

Currently, there are over 30 system-wide routes, but

these change. For current and up-to-date route listings at any given
time, our web-site is the best source of information. In 2004, on the
American routes we offered Boston, Baltimore, Chicago, Los Angeles
and New York. Newark, New Jersey was the 6th gateway that we
had in operation prior to 9/11, but this did not return to service in
2004. Our capacity is managed by a system called yield management
that uses a complex computer model that evaluates historical data,
current and anticipated future demand, and competitive elements.
Our capacity has increased specifically on the Atlantic routes. We are
now at the point where we will require new destination approval and
new aircraft for the additional expansion in America. We would love
to be in a position to offer more capacity, but it is critical that our
expansion is to destinations that will be profitable for the airline, and
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not just popular with the American tourist. We are in the process of
debating and evaluating the expansion of all of the routes between
Ireland and America at the moment

(Brian J. Murphy, Vice

President, Sales & Marketing, Aer Lingus, USA).

Concerning the future of the open skies policy, the Minister states that:

The European Commission has been mandated by the European
Council of Transport Ministers to negotiate with the United States
Government. Those negotiations commenced before the Presidential
election in the United States but were suspended during the
campaign.

They are now to recommence again.

Meanwhile, the

Department of Transport has contacted the American authorities
unilaterally to discuss our arrangements because it is necessary
from our perspective to move forward, because if we do reach
agreement in relation to an open skies policy. Shannon Airport must
be given certain guarantees and will be looking for same (John
O’Donoghue, T.D., Minister Arts, Sport and Toursim).

It is important that the industry is conscious of offering what the American
tourists are looking for:

We can never become complacent, but the availability of reliable
economically priced air access is the key to any success (John Power,
CEO, Irish Hotel Federation).

According to the Aer Lingus representative interviewed for the research, the
increased promotion of destination Ireland will result in increased
competition in the airline market:

The Irish and Irish-American traveller will always be important to our
base. As a percentage of total sales, the numbers will decline unless
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we continue to succeed in expanding the popularity of Ireland as a
destination to all (Brian J. Murphy, Vice President, Sales 8&
Marketing, Aer Lingus, USA).

Overall the empirical findings indicate that the limitations of international
access into Ireland pose a serious threat to the Irish tourism industry.

4:1.2

Weakening Dollar
The spending power which Americans have had in the past 200 years
may not be as powerful in the future. The weakening dollar is a
serious problem for America.
(Piaras Mac Einri, Former Director, Centre for Migration Studies, U.C.C.).

The weakening dollar in relation to the euro was cited by some of the
interviewees as one of the barriers that they believed to be most debilitating
to the industry:

One of the biggest obstacles has been the euro.

Prior to the

introduction of the euro, Americans had to deal with all European
currencies and could not particularly distinguish between the liras or
the French franc. Today, because there is only one currency, it sticks
out and it is also a lot easier to monitor and keep track of. There is a
lot of focus on TV channels such as CNN on the euro. Americans are
well aware that the euro has become very strong and that the dollar
has become very weak. Although many may not know the precise
implications of the currency fluctuations, they do know that it is not
good (Brian Stack, President CIE Tours & Chairman US Tourism
Confederation).

Currency fluctuations are issues that the more sophisticated traveller
is more aware of

(Brian J. Murphy, Vice President, Sales 86

Marketing, Aer Lingus, USA).
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The research has found that the weakening dollar has exposed, to a large
extent, the competitiveness of the market place in which Ireland, as a
destination, must compete:

The strong dollar has increased

the competition from other

destinations (Pat McCann, CEO, Jurys Doyle).
One interviewee believes that the uncertainty of the dollar has always been
an issue, but we are more conscious of it today:

The strength or weakness of the American dollar is cyclical. I believe
the cycle to he a five year one, whether it is 2005, 2010, 2015, or,
2020. Every five years it goes from strength to weakness and from
weakness to strength. And, if you look back to 1985, the dollar was
very strong, in 1990 it was very weak, 1995 saw it becoming strong
again, and that’s the way it has been going in my opinion. If you
recall, the year 1985 was a hallmark year for tourism, when the dollar
was greater than the pound. I remember going to New York in 1985
and exchanging a £100 cheque and all I got in return was 92 bucks.
Imagine that, 92 bucks.

Unfortunately, the fluctuating dollar has

made Ireland an expensive destination from an American point of
view. I believe that Ireland is far too expensive. Price is a real issue
(Paddy O’Looney, CEO, ‘SWING’, South West Ireland Golf Limited).
This view is supported by an authority in the field of economics:

The dollar is likely to gain ground in the year ahead following
increasingly

positive

economic

news

in

the

United

States.

Traditionally, the dollar gets a boost after the United States
Presidential election. Therefore, although it is a factor with Americans,
particularly families, it may recede as an issue in 2005/2006. One
way of dealing with the currency disadvantage is to highlight the
single currency area, the euro zone, where currency exchange costs do
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not apply

(Breifne O’Reilly, Economic Councillor, Embassy of

Ireland).

Another of the interviewees suggests that:

When the dollar value is good it is taken for granted and there isn’t
much reflection on it, and when the value of the dollar is weak it is
highlighted to a greater degree, and, therefore, its fluctuation is a
major issue.

It can therefore be a plus or a minus situation.

The

issues relating to the dollar are always there in the background
(Brian McColgan, CEO Abbey Tours).

According to the research findings, the weak dollar has made Ireland a
more expensive destination for the American tourist:

Europe is becoming increasingly expensive, and, although our clients
never complain about the cost of travelling in Ireland, they do expect
quality or value for their dollar. In recent years, since the introduction
of the euro, Ireland has become very expensive (Tim Pollock, Director
of Operations, Butterfield & Robinson Tours).

This view is supported by another interviewee:

In the context of the American tourists, the Irish tourism industry must
be cognitive of the range of competition and the value for money that is
available in other destinations. This is quite phenomenal. With the
advent of increased competition, it makes it very difficult for the
branding and positioning of Ireland as a product to compete in this
environment (Brian McColgan, CEO, Abbey Tours).
One interviewee believes that many Americans are not cognitive of the costs
until they return home and reflect on the prices. In the majority of cases,
they do not reflect on the price at all. This depends on the type of package
they purchased to travel to Ireland:
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I believe if the fluctuating dollar could be sustained into next year we
could survive, because it is only when people come back home that
they reflect and say ‘that was expensive^ You know there’s no real
perception of how expensive the destination actually is until they
arrive there, if it was expensive at all in the first place. You know the
cost of New York, Boston, or any of the major cities here in the United
States are quite high, so, if American tourists are travelling to Ireland
from the major cities of the United States, there is probably no
difference in price. American tourists who go on an exclusive coach
tour and pre-buy everything including all meals, and all expenses, are
not going to notice much difference between Ireland and the United
States when they arrive at their holiday destination (David Boyce,
Vice President of Advertising and Communications, Tourism Ireland,
New York).

/ think that the currency issue is something you only realise when you

are on your trip to Ireland (Martin O’Malley, Mayor of Baltimore).
According to another interviewee, Americans are looking for value for
money in their chosen destination and as a result are looking for added
value:

The falling dollar value in the period following September 11
necessitated that value for money was one of the most important
factors to be considered by Americans when choosing a holiday
destination. As value for money becomes more important, American
travellers look towards holiday destinations where they will find a
range of activities and experiences (John Power, CEO, Irish Hotel
Federation).
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Minister O’Donoghue concurs:

Since the fall of the Iron curtain, tourism has become more competitive.
Ireland was never a low cost destination, and it will never be a low
cost destination, but, it is still vital that we remain competitive. To he
fair to Irish tourism, I believe that the industry is making a serious
effort to be more competitive (John CDonoghue, T.D., Minister for
Arts, Sport and Tourism).

On the other hand, another interviewee states that the industry has to
endure the weakening dollar and continue on, regardless, to market Irish
tourism in America:

I don’t believe that the American market should be ignored or
sidelined because of a weak dollar because the American market is
vital for Ireland (Joanne Hogg, Partner, Rain Hospitality).
Paul O’Toole concurs and further states that the weakening dollar is not a
problem for Ireland alone:

The weakening dollar is a problem for Europe generally.

The

competition is really coming from domestic destinations within the
United States, where Americans decide to holiday within there own
country where they can use their own currency.

Therefore, the

weakening dollar is a European problem, rather than specifically an
Irish problem. It is part of a bigger picture, and it is not as marked as
people thought it might have been. What we have found in Tourism
Ireland is that they are spending more dollars, but that is not
translating into more euros.

The euro spend is flat, but the dollar

spend has increased. That is where the impact has been seen. The
euro equivalent of the dollar is left in Ireland (Paul OToole, CEO,
Tourism Ireland).
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The empirical findings indicate that the fluctuating dollar is a cause of
concern for the Irish tourism industry, particularly in relation to the
perception by potential American tourists that Ireland is not competitive as
a destination.

Terrorism

4:1.3

The findings of this research confirm that terrorism is an unavoidable facet
of the world in which we live. Terrorism is a constant threat facing many
aspects of life, particularly the tourism industry, because of the conelation
with flying.

Many of the interviewees indicate that people worldwide will

have to live with terrorism and that many even accept it as part of life
today:
It’s not just the international travel itself that is a deterrent, it is the
fear of flying

(David Boyce, Vice President of Advertising and

Communications, Tourism Ireland, New York).
One international tourism marketer believes that the fluctuating dollar and
international terrorism are similar in that:

Terrorism and the fluctuating dollar seem to come and go, and go up
and down (Orla Carey, Communications Manager, Tourism Ireland,
New York).

After the terrorist attacks on America on September 11 2001, the fear of
terrorism became a serious issue for tourism worldwide, resulting in a
decrease in demand for international flights:

A fall in demand for transatlantic air services following the terrorist
attacks of September 11, and the downturn in the United States
economy, resulting in the airlines curtailing their schedules in order to
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address operational difficulties, led to a downturn in arrivals from
America in 2002 (John Power, CEO, Irish Hotel Federation).
According to Paul O’Toole, terrorism, above all, has a marked impact on the
American market place, and, therefore, it is important for the tourism
industry to examine the American psyche and try to predict their demands
and outlooks:

One has to try to gauge the American psyche. When there has been a
global incident such as 9/11, in the past, the American market takes
a long time to rebound. There are a couple of reasons for this: the
amount of Americans that actually travel overseas is limited:
approximately 20%, which equates approximately to the number of
passports held. There has been a significant increase in the number
of passport holders in the United States in recent years. Previously, it
was as little as 12%. In difficult times, when the Americans have a
wealth of choice within their own country, the inclination to travel
overseas is not so strong; however, the discernible difference in terms
of overseas travel from the United States at the moment would
indicate that they are more open to overseas travel.

The issue of

overseas travel is probably a soft one as well as the harder one of
security and personal security. There is a soft one there and that is
the welcome of the traveller in their chosen destination.
I think that they are looking for a destination where they are safe and
welcome. Europe provides these attributes.

Within parts of Europe

there is an anti-American foreign policy, but most people separate that
from American tourists. There is a piece of research undertaken by
Asouwich, who did a monitor within the United States, and this
monitor showed that Europe is the preferred destination by two-thirds
of Americans, who want to take overseas trips. Americans want to go
to Europe, but they want to go under good conditions that show them
that they are welcome (Paul OToole, CEO, Tourism Ireland).
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Many of the interviewees suggest that terrorism is something that one has
to live with and that it is difficult to escape it in the current climate:

1 believe that terrorism is a fact of life and that it has always been
present in some form.

We have always lived with terrorism.

Terrorism existed 30 years ago and it is still there today. Looking
back to the past, I will never forget when President Ronald Reagan
went in and tossed a few bombs on top of Colonel Gadaffi -all in the
name of terrorism. Remember also, there was a hole blown in the side
of a TWA plane and then, the attack on the Acilli Lara cruise ship. The
result and fallout from terrorism in the past; there wasnT a sinner to
be seen in Ireland. Americans boycotted Europe in general, and then
when the situation calmed down, they all came back again. The 9/11
attack was the absolute classic. Therefore, I believe that terrorism is
endemic.

We have to live with it and cope in some way or other

(Paddy O’Looney, CEO, SWING).

The fear of terrorism and the fear offlying, and, in particular, the fear
of being away from home and stuck in a destination away from home,
if something should happen, are major barriers to the tourism industry
(Orla Carey, Communications Manager, Tourism Ireland, New York).

Whether we like it or not, terrorism is here to stay. The key to the
future will be effectiveness, flexibility, and to be opportunistic. It is
important to maintain the status quo, and to appear strong as an
organisation. I am a great believer in consistency, continuation and
longevity. One has to maintain stability and long term sustainability
in the market place (David Boyce, Vice President of Advertising 86
Communications, Tourism Ireland, New York).
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On the other hand, one interviewee believes that Americans come to terms
with extreme situations rapidly:

The one great attribute that the American nation has is that Americans
have very short memories (Paddy O’Looney, CEO, SWING).
This theory is supported by another interviewee:

People have very short memories and I think that Tourism Ireland has
grown as an organisation as a result of all the terrible situations that
have arisen. Every time, for instance, that there is another warning
that it not safe to come to America and visa versa, that it is not safe to
leave the home country, then, obviously the Americans are going to
feel it's not safe to travel outside of their country.

There was a

warning yesterday, for example, and we work with that situation
when it arises.

I would say in fairness that the impact of the

warnings on the Americans is becoming less and less. I think that
Americans are becoming immune to these warnings. For example, we
used to think when we were selling the North of Ireland, that when
there was an outbreak of violence that the industry would suffer
greatly, but, people have very short memories, very short, and most of
the events were forgotten.
I suppose at the time of the terrorist attacks in the United States, I
thought that people would never get on a plane again, but, we are all
back flying back and forth the whole time as if nothing happened. Life
has to go on

(David Boyce, Vice President of Advertising &

Communications, Tourism Ireland, New York),
The Minister for Arts, Sport and Tourism supports this theory and suggests
that fears of terrorism are not as prevalent as they were in the past
amongst tourists:
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I think that the fear of terrorism has faded. The fear has most notably
faded in relation to the destinations that are regarded as ‘safe’ to visit
by the American nation, and Ireland is most definitely considered a
‘safe destination’ (John OTJonoghue, T.D., Minister for Arts, Sport and
Tourism).

Many of the interviewees concur and relay that Ireland is considered a safe
destination:

/ think our perception as the safe and welcoming destination came to

the fore at the time of the terrorist attacks in the United States (Paul
OToole, CEO, Tourism Ireland).

Ireland today is a safe haven for many tourists, particularly American
tourists. Especially after 9/11, when Americans have become very
afraid of terrorism.

Ireland has an advantage because in Ireland

people speak that same language and this has a distinct advantage
(Brian Stack, President CIE Tours fit Chairman, US Tourism
Confederation).

I believe that the terrorism issues have diminished to a large extent
and also Ireland is considered to be a safe destination. Less than
20% of all Americans hold passports and those people who travel
abroad are regarded as generally more liberal minded, more
educated, and usually feel less threatened than perhaps middleAmerica (Conor Buckley, CEO 12 Travel).

There is no doubt that international terrorism is deterring many
Americans from travelling by air overseas, though not domestically.
One way to counteract this trend is to play up Ireland’s image as a
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safe destination.

Ireland's image as a safe, friendly and English

speaking destination with a good range of sporting facilities, which
Tourism Ireland market to the fill, is in my view the sensible route to
continue following (Breifne O’Reilly, Economic Councillor, Embassy
of Ireland).

Terrorism is a big issue worldwide, and the security process continues
to be an issue, but Ireland is perceived as a relatively safe destination
for Americans in comparison to other European destinations, therefore,
Americans are happy to holiday in Ireland (Brian J. Murphy, Vice
President, Sales 8& Marketing, Aer Lingus, USA).

Empirical findings confirm that terrorism is an adverse factor for Irish
tourism, but Americans generally perceive Ireland as a safe destination
to visit.

4:1.4

Northern Ireland

In the past, the troubles in Northern Ireland were a major barrier for the
Irish tourism industry, but, this study has found that many of the
interviewees believe that it is no longer a deterrent to the industry:

The reality is that you will see as many problems in Birmingham and
parts of Dublin as you do in Northern Ireland, but they are fortunate
enough that they don’t have 100 media camped on their door step,
waiting with bated breath for a story. When you have an incident, it
undermines all the work that you have done; but like any business,
you have to pick yourself up, dust yourself down, and start again.
The evolution of the peace process is the only way forward.
Hopefully, the peace process will get to the root of the problem in
Northern Ireland, and, ultimately, these problems will disappear; that
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is the long term focus of Irish tourism and we in Tourism Ireland
therefore intend to keep playing our part.

We try to provide good

information to consumers so that they can make the correct
distinction.

In my opinion, people don’t distinguish between the north and south of
Ireland, and I believe that there are visitors to this country who would
not know if Leitrim or Fermanagh are in the North or the South of
Ireland. Tourists see Ireland as a little dot on the left hand side of
Europe, and, unless they have their homework done, I don’t believe
that they are aware of any trouble. We don’t see that as being the
particular issue.

Our job is to help grow business to the island of

Ireland and support Northern Ireland to realise its potential. That is
what Tourism Ireland Limited is about. We are putting a lot of effort
into both parts of the job. North and South, but the task gets
undermined with the negative publicity (Paul OToole, CEO, Tourism
Ireland).

/ think the fears in the market place in relation to the troubles in

Northern Ireland are nearly gone.

There are those who would still

have an issue with it because they are out of touch with what is going
on (David Boyce, Vice President of Advertising & Communications,
Tourism Ireland, New York).

I think that the Troubles in Northern Ireland are not as much a
deterrent as in the past. President Clinton’s wonderful work, and his
many visits (the last of which I was lucky enough to be a part of)
showed Americans how friendly and safe Northern Ireland is. I think
our natural apprehension in relation to travel has been accentuated by
terrorism threats and the war in Iraq.

The constant stream of
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warnings offurther air related attacks doesn’t help (Martin O’Malley,
Mayor of Baltimore).

On the other hand, one tour operator states that his clients still avoid
Northern Ireland in their travels because of terrorism fears in Northern
Ireland:

Although our clients do not sight terrorism as a reason to stay away
from Ireland, the tourists that we bring to Ireland do tend to avoid
Northern Ireland in their travels.

I do not believe there has been

enough positive news in the media in America about travelling
between the North and the Republic of Ireland.

Positive re

enforcement and advertising are needed in order to further promote
the fact that Ireland is a very safe destination for American travellers
(Director of Operations, Butterfield 8& Robinson Tours).

4:2

Marketing Ireland to the American Market

In this section the views of the interviewees largely underpin the marketing
operations of the tourism bodies in the United States market.

The data

findings are examined under the following subheadings;

Tourism Ireland: Marketing Ireland to the American market
Operational structures within Tourism Ireland
Marketing Budgets for the American Market
The Effect of Adversities on the US market
Marketing: Targeting the United States
Marketing Methods used by Tourism Ireland
The Constituents of the target audience
The Internet as a tool
Tourism Ireland: The industry viewpoint
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4:2.1

Tourism Ireland: Marketing Ireland to the
American Market
A Tourism Ireland presence in the United States is vital for promoting
Ireland as a tourist destination, particularly in a competitive market
like the United States
(Breifne O'Reilly, Economic Councillor, Embassy of Ireland).

Tourism Ireland Limited was inaugurated in the companies' office in
December 1999, and was formally incorporated on 11 December 2000, by
the North-South Ministerial Council. The Board of Directors was appointed
on the 19 December 2000, and Tourism Ireland became fully operational
on 1 January 2002.

Tourism Ireland took over responsibility for the

international marketing of the island of Ireland, as a tourist destination,
with effect from the 2002 season.

The primary objective and focus of

Tourism Ireland is to develop and expand the tourism industry of Ireland
and promote it as one entire island.

The second function is to help the

Northern Ireland tourist market to realise its full potential.

I am happy with the progress of Tourism Ireland. It is operational
since January 2002, under the Chief Executive Paul O’Toole. I am
happy to state that it has been a relatively seamless integration
between those involved from the Northern Ireland Tourist Board and
from those involved from the Irish tourism side.

All are working

extremely well together in the international front. I was in America
recently and it was fairly clear that things are working extremely well.
The vice president of Tourism Ireland in the United States is Jim
McGuiggan and he feels very positive about the future of Tourism
Ireland. The fact that they are promoting the island of Ireland as one
entity, and that they are doing it in an extremely professionally
manner will have to benefit Ireland in the long term.
I am glad to say that there has been no tension between the staff
members of Tourism Ireland and the Northern Ireland Tourist Board
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either. In fact there is tremendous cooperation at all levels and in
particular at a political level. It will be important in the future that we
make sure that we position Ireland in the correct place, along with the
right message, so that we will be able to deliver on our ambitious
targets (John O’Donoghue T.D., Minister for Arts, Sport and
Tourism).

This research has found that Tourism Ireland has a very important
presence in the American market and has a large operation in place there:

Tourism Ireland Limited has 25 employees in the United States and
five in Canada giving a total of 30 employees. We have one office in
Toronto which is staffed by five people and our main office is in New
York. We also have a presence in Chicago and in Los Angeles also.
This means that these representatives do not work in a public office.
It is just one person representing Tourism Ireland and they most often
work from home. The only offices that are operating on a daily basis
are in New York and in Toronto, and these come under the direction of
the Executive Vice President Jim McGuigan in America (Orla Carey,
Communications Manager, Tourism Ireland, New York).

/ have been with Tourism Ireland since its inception. I believe that it is

working very well and the new structure works well. I believe the
reason that Tourism Ireland really came about was purely because
both tourist boards The Northern Ireland Tourist Board (NTTB) and
Bord Fdilte (BF), in the past through other European funding
initiatives, were working well together anyway. And then, the new
structure just evolved, and it became more sensible to actually do it
officially and hence Tourism Ireland was established.

I think that

sponsorship from the likes of IFI (International Fund for Ireland), was
important. Actually, they were driving us together at the beginning
but it kind of evolved as a sensible thing to do. And thaPs really what
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happened and why Tourism Ireland is in existence today and
marketing the whole of Ireland into the international market place.
All of our staff members in America in Tourism Ireland are all Irish at
the moment. That isn’t a coincidence. It has been pretty traditional
that people were transferred from Ireland to the United States. Irish
staff are important from the point of view that, in the days when we
were offering information directly to the consumer, which we still are
but using different methods, that Americans would like and prefer to
talk to an Irish person.
Americans call all the time to find out as much as possible about
Ireland and it is very important that there is somebody there to
answer queries and know what they are talking about. Before the
web became so popular, we would probably be getting about 350,000
phone calls per year, back in the late 1990s. Particularly, as a result
of the peak advertising times which traditionally are January through
June, so that number of calls would increase dramatically. As a result
of the Internet that whole thing has split and we would be getting
maybe 50,000 calls now per year. These calls are directly answered
in Ireland in our main call centre which is in Belfast. These phones
are manned by Irish people. The call centre went out to tender and
the result was that it was set up in Belfast. It’s like American Airlines
call centre being located in Cork.
I think that it is important to have on Irish voice at the other end of the
phone.

It is pad of the whole Irish experience from an American

perspective, or perception of the experience. I believe that there is a
big welcome for Americans in Ireland. Americans know this, and that
is what Americans think about from the first moment they think about
going to Ireland. I am committed to the notion that the experience has
to be Irish the whole way through, the total experience. It contributes
to the overall importance of the tourist experience (David Boyce, Vice
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President of Advertising 8& Communications, Tourism Ireland, New
York).
According to Orla Carey, being Irish is not a prerequisite to work in
Tourism Ireland in America, but it does evoke a certain sense of pride:

Actually at this moment we are all native Irish although that’s not a
prerequisite for the way that the office is set up, it just happens to be
that way at the moment.

We have had Americans and Irish-

Americans working with us in the past, but, at this moment in time, it
just happens that we are actually all native Irish.

Many of the

employees have been drawn to the organisation because of the Irish
connection. It is good to have Irish people, because of their knowledge
and also their local knowledge, and of course the accent is very
important. It is nice when you call a National Tourist Board to find
somebody with an Irish brogue at the other end of the telephone to
answer you, but as I said, it’s not a prerequisite to work at Tourism
Ireland.
A lot of staff are long-term staffers and I think that that came about as
a result of emigration to find work in the United States. At a different
time and in a different world we moved to America to work. Now with
the way communications have progressed, it isn’t as big an issue to
be away from home anymore. I myself came here to the United States
25 years ago to work for an Irish company. It was more difficult then,
but now I have access to the news from Ireland, and I am in constant
contact with home.

That aspect of my life is so much easier and

different now. It has just come such a long way that it’s probably not
as big an issue anymore. In my own case, there is of course a certain
pride in working for the National Tourist Body also (Orla Carey,
Communications Manager, Tourism Ireland, New York).
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Empirical findings in this research indicate that Tourism Ireland is enjoying
success in the America market and has a pivotal role in the promotion of
Ireland in the United States.

Operational Structures within Tourism
Ireland Limited

4:2.2

The operations of Tourism Ireland for all destinations are controlled and
managed from Dublin, and the CEO of the whole operation worldwide is
Paul OToole:

Tourism Ireland's operation in Ireland and America is coordinated
through Tourism Ireland's headquarters which are in Dublin. Dublin
is the main base for the Tourism Ireland operation worldwide.
also have an office in Coleraine in the North of Ireland.
entire operation from Dublin.

We

We run the

We have a American office with an

Executive Vice President and a team of about 25 people for America in
its entirety.

They report to the Director of Markets and Customer

Relations who's based here in Dublin and then we have a Director of
Marketing who provides the strategic marketing record (Paul OToole,
CEO Tourism Ireland).

The Tourism Ireland teams in the United States and Canadian market
work very closely with their Research and Planning department in
head office in Dublin to ensure that the market strategy is on target
to help deliver the overall organizational objectives. The market is
part of the Markets and Customer Relations Division which directs
the activities of all markets. Each market will have different local
objectives tied into the organizational objectives and a dynamic
strategy in place to achieve the objectives. Objectives and plans for
the key markets are launched to the industry in Ireland and the
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markets towards the end of each year

(John OTDonoghue, T.D.,

Minister for Arts, Sport and Tourism).

The offices in the United States are semi-autonomous, or that is the
best way that one could describe them.. Regarding the strategies that
are implemented; both offices have an input, and then we execute the
plan here in the United States. In all the market offices we have a
substantial input into what plan is coming forth, so I suppose one
could say that we are semi-autonomous.

Paul O’Toole in Ireland is

the Chief Executive of the whole organisation, but our operation is run
by our Executive Vice President, Jim McGuigan, here in the United
S'tates. Jim McGuigan is next in line to Paul O’Toole, but there would
be several on the same level in the different market offices in the
various destinations.
If one were to look at the structure of the overall organisation, one
would find Paul O’Toole on top as CEO, and then a line to all the
different and various market managers in all the different locations.
Paul O’Toole, for example, would not be involved in the day to day
operations or promotions that we run here in the United States. That’s
at market operation level. He would know about the various events
and there are times that he would travel from Ireland to the United
States to be here for specific events but he would not be involved in
the actual decision-making process for local marketing events or
anything like that. The creativity for the various promotional events
that we run comes from within our own office.

We have our own

budgets and we obviously have to operate within our own specific
budget, but how we coordinate and do that, is up to ourselves entirely.
Obviously, we have a plan also. It is not a situation where we spend
the money haphazardly as it comes our way.

We have a plan, our

operational plan for the year that is signed off by our board, but then
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obviously there are things that come up and have to be changed, or
often opportunities arise which become add-ons to the media spend.
If an added value opportunity arises then we go with it.
advertising on all the main television networks.

We buy

We bought

advertising recently that we hadn’t planned in advance, but it was an
Irish night on the television so we placed some advertising. It was an
opportunity for us and hence an added value that benefited the
tourism industry. We have a flexibility which is particularly important,
and, considering the way the world is going today; we really need to
be flexible and reactive to what is going on in the market place (Orla
Carey, Communications Manager, Tourism Ireland, New York).

I believe that Tourism Ireland Limited probably have the best
approach to planning and organising. We take on board information
that we receive from headquarters in Dublin. We receive information
that is fed in from the market offices, trends or anything else that may
be changing; for example, the behavioural patterns of the consumer
etc. We bring all that information and data together and talk to the
industry in Ireland in order to see what their goals and objectives are,
because these objectives are ever changing. Since 9/11, the situation
in the industry has changed dramatically, and 1 hate referring to
9/11, but it is a fact of life, and we have to live with it. I am trying to
stop referring to it, because it is debilitating, but you know, since that
year things have changed and that’s why we feed in the information,
in order to monitor the situations as they arise. What happens then is
a team of people examine the data. There are a few meetings that
take place where we forge a strategy, and the senior management
team will take it away and do a worldwide overall umbrella
campaign. Then, we will actually feed into that and determine how
we will operate.
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VJe would have the opportunity in the New York office to identify who
we are going to market to, if we are going to market to them, and how
we are going to implement it. For the most part, we are in control of
our own operation.

We have to get a sign off from headquarters of

course. The whole process is driven by Irish government standards
and so on, but, yes, we always get signoff Generally, we would be
able to make a call on most issues. (David Boyce, Vice President of
Advertising 8& Communications, Tourism Ireland, New York).

While the budgets for the American market are executed in the United
States, the allocation of funding in decided in Dublin.

The marketing

budgets for the United States in discussed in the next section.

Marketing Budgets
Market

4:2.3

for the American

The funding allocated to the tourism industry in Ireland is decided by the
Irish Government; Tourism Ireland in Dublin then allocates the budget to
the various international markets on a percentage basis. In the past, the
budget for the United States’ markets has varied on a decreasing scale from
30% of the overall budget, depending on the particular circumstance of any
given year;

I believe that our budget is adequate for the promotion to the American
market. Twenty two per cent of all overseas revenue and 12% of all
visitors to the island comes from the United States.

Our tourism

marketing fund for 2005 reached a record of €48 million (global
promotion), for all of America. The overall tourism budget is €232 million
for 2005, and if one further takes into account the spend by the private
sector, not just those with product to sell here, but transit companies and
so on, then the spend is in fact much higher than that again. In fact it is
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quite enormous. I think that the government has always been willing to
provide as much funding as possible and required in order to maximize
our take in all markets. Tourism Ireland has expressed satisfaction with
the budget

(John O’Donoghue, T.D., Minister for Arts, Sport and

Tourism).

Tourism Ireland in the United States has its own budget, but policy is
set in Dublin.

This is set by Paul O’Toole our CEO, along with the

operational strategy. Paul O’Toole is heavily involved in that aspect of
the operations. We would not make any choices or decisions to spend
the budget, without approval; he would be totally aware of what we
are doing.

He is

‘hands-on’ and keeps himself up-to-date.

Considering that he is in charge of 21 offices and has two
governments to deal with, he still manages to travel back and forth a
lot. Once our overall strategy and plan is set up and signed off, then
we can actually work on our own for the year. It would be ineffective
if we had to clear every aspect of the daily operations with Dublin.
There’s a very thin line between putting a plan and a strategy together
and implementing it correctly, because that’s the area where it can all
fall apart very quickly.
Our budget consists of about 30% of the overall international budget.
This 30% is the core budget for the year. Throughout the year there
may be opportunities that would arise where we would put in a
proposal to Dublin and they would give us extra money if they agreed
with the plan at any given time; of course we may not always get it.
The criterion that governs the size of our overall budget is fairly static.
We are actually just at the end of a review of the operational
structures within Tourism Ireland. Not just of the whole strategy, but
the whole build-up of the offices and who’s doing what, were and
how. As a result of the review, areas have been identified showing
growth potential. Evaluation of the market on a regular basis is very
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important; for example, what is the out-bound potential etc., and, not
just to Ireland, but worldwide, from the United States?
We examine how best we can take some of that share and what we
need to do to realise that potential. Then you get into competitive sets
and so on; who else is doing what, where and how? We examine how
we are positioned in the market place. Are we correctly positioned in
this market? Can we make a difference etc? There certainly is a bit of
flexibility within the organisations to examine the markets

(David

Boyce, Vice President of Advertising & Communications, Tourism
Ireland, New York).

When the overall budget is allocated to Tourism Ireland, it is then
carved up into the different sections of the different markets.

The

entire Tourism Ireland budget is divided out among the various
markets.

Then, within each market the budgets are divided out

among the departments, or the different operations.

In the United

States, we hold probably about 30% of the overall Tourism Ireland
budget. We work with that money; make our plan which is signed off
from everybody up the line, and then, we execute the plan. What we
normally do, is take a small portion of the budget at the beginning of
the year of the top of the fund, and hold it aside for some options that
might come up, in order to ensure that we have resources should some
specific worthwhile opportunity arise.
Jim McGuigan, our Executive Vice President, would have the executive
decision should something arise outside of the annual plan.

For

example, we would state that a particular opportunity came to our
department, and we think that it is a valuable opportunity for the
promotion of Ireland.

We would then state that we would like the

opportunity to run with the idea. When it has not been provided for in
the plan, then it would not have been provided for in the budget, so
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we have to he persuasive in order to attain the additional funding.
Then, if it is workable, we get sign-off on it, or not, depending on the
circumstances. It is not a bottomless pit. There is a little money that
we keep aside, but that is it. In the past, we Just found it frustrating
when something may arise say mid-year, and you discover that you
don’t have the money for it and there’s no extra money available from
Tourism Ireland, so you can’t do it.
So, that’s why we keep this money aside. It is a small amount of the
entire budget and most years, it is used up very quickly. For every
project that gets the additional funding, there will be ten more where
the funding is needed just as well. In the United States we have a
market development department and there is an e-marketing
department which is separate. Our office covers the marketing in the
proper sense of the word. We do the advertising, the communications,
which covers PR, corporate PR, media visits and we generate publicity
for Ireland as a destination; that all falls within our remit.

The

operation in New York controls the budgets for all of the United States,
excluding Canada.

Canada has its own budget and they run their

own office up there for North America. That office is also under the
direction of Jim McGuigan, our Executive Vice President (Orla Carey,
Communications Manager, Tourism Ireland, New York).

The budget for the United States market varies from year to year, but
it amounts to approximately 30% of our overall budget. I believe that
30% is the right proportion of our budget for the United States market.
In terms of absolute amounts of money we would obviously love more,
but in terms of proportionality, America delivers something like 12% of
our volume. Realistically, the budget is probably less than 30%; it is
probably more like 26% or 27%, but this then delivers 22% of revenue
and 12% of volume. That was the result of the 2003 statistics. We
have a formula that we use, a resource allocation model that
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considers the needs of each market against a set of headings, and
that helps us to determine what the proportion of allocation should be
in each market (Paul OToole, CEO Tourism Ireland).

/ believe in consistency, stability and long term sustainability when it

comes to marketing Ireland. I believe in the brand (David Boyce, Vice
President of Advertising & Communications, Tourism Ireland, New
York).

4:2.4

The Effect of Adversities on the United States
Marketing Budget

The findings of this research indicate that, when an unforeseen crisis arises
from circumstances which are out of the control of the tourism bodies, it is
important that the industry does not make rash decisions, and that a
message of reliability and steadfastness is portrayed by all in the industry.
Those at the forefront of managing the international budget for the United
States markets believe that budgets should not be cut and that the
industry should not partake in the uncertainty of any particular moment
however tragic and devastating:

After the terrorism attacks on 9/11/2001, our marketing budgets
decreased momentarily, but our budgets have actually increased now.
We stayed in the market place at the time, and I think that we are
reaping the benefit of that now. Many destinations withdrew from the
market at the time of the terrorist attacks, and there was pressure on
us to do the same. I think there was some pressure from Ireland for
us to do that also. Why would we spend a lot of money in America, if
nobody is going to travel from the United States to Ireland? People had
just thrown themselves out of burning buildings and fear was
ingrained.

There would be no tounsts.

We fought very hard to

sustain our position in the market place.

We believed that it was
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important to stay with it if we are in the market for the long haul The
immediacy of it was that the industry wanted to take the money out of
America and put it into the British market where a quick fix was
obtainable.
Ireland cannot survive without the high yield of the American market,
but the British market will not keep the castles and the luxurious end
of the market going and they won’t keep The Old Head of Kinsale Golf
Course going, or The K Club in Straffan, Co Kildare. The golf courses
that charge €220 for a round of golf; hotels such as The Merrion Hotel,
The Four Seasons Hotel, etc. will not be sustained by the British
market. These facilities are very much American driven. There was a
serious pinch in the market during the crisis of September 11. The
Americans weren’t travelling.

The high yield wasn’t there.

The

spending wasn’t there. The American market keeps that high yield
going.
After 9/11 we fought to keep the budget going and succeeded for the
most part.

We did pull out of some things.

We didn’t do any

magazine advertising in the immediate aftermath of 9/11 and the
main reason for that was budget related, but it was also flexibility,
because the closing deadline for magazines is set so far in advance
that you are committed to the advertising, and you can’t pull it.
Therefore, if some catastrophe happened and you have spent $80,000
on a page, then you’ve just wasted that money. So we pulled out of
the magazines, primarily; that wasn’t unique for us. We only did a
couple of things but now we are back in full flight with magazine
advertising and everything; it is totally business as normal right now.
The alerts or warnings are continuous, and I’m not saying that we
don’t pay attention to them, but in a business sense we don’t alter our
plans for them. The alerts have been high and low and orange and
red and every colour, so we don’t alter them according to the latest
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alert. If we did, at this stage we would be so fragmented, pulling so
much stuff and trying to make it up as you go along. One cannot run
an organisation like that.

Also, if you miss the main promotional

times, and take notice of the orange alert and stay out of the market
place, then, you are missing that timeframe, and thaVs a disaster.
We have found that the booking patterns have changed considerably
in the market place, with people booking trips much later now. We are
still doing quite a bit of promotional work late in the year, whereas in
the past, pre 9/11, the bulk of our advertising for the first half of the
year would be spent by mid-April.

Now, we are extending that

advertising period; for example, we are going to be doing some radio
advertising in June and we have been on television quite recently
(May) which is late, but the booking patterns are all later so it’s still
valid for us to be advertising in late May.
In the past, people used to book in January or February, but now I
think that they have grown accustomed to the idea that the longer
they wait the better the bargain will be. One could say that the trend
is universal, but it is probably related directly to the market in the
United States post 9/11. Uncertainty remains as to whether people
should travel, or whether they should wait to see what develops, and
how the offers develop.

The nearer the time is to the departure date

the better the offers will be and that is the perception.

That has

changed now and whether there are bargains or not at this stage is
more of a perception in the market place.

When we had foot and

mouth’ crisis in early spring 2001, for example, Martin Sheen did a
promotional campaign for us at the time free of charge. Although we
do not have a contingency budget for crises, we got extra money in the
year 2001, initially because of the foot and mouth’ crisis.
We did the television advertising with Martin Sheen but the actual
running of the commercial had to be funded.

So that had to be
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provided for from Dublin. I believe that the money came directly from
the Department of Tourism at the time. I mean something had to be
done and we didn’t have the money.

We also did an extensive

publicity tour, (a reassurance campaign), so that had to be funded
also. We did a five city tour over the course of a week. We did five
cities, eight events, and 30 one-on-one interviews. In truth, there is no
contingency for anything like the year 2001, or for unforeseen events.
We do not have contingency money (Orla Carey, Communications
Manager, Tourism Ireland, New York).

Tourism Ireland in the United States has maintained the status quo
with the core budget. The year 2001 was a particular difficult one for
Irish tourism, in that we had the foot and mouth’ crisis in the spring
and then, in September, we had the terrorism attacks of 9/11. Prior to
9/11, we had the foot and mouth’ and a lot of extra money was put
into promoting Ireland at that time.

Per year we spend,

approximately, $3 to $4 million on advertising Ireland as a destination
to the United States market, and in the year 2001, we spent about
$5.5 million, primarily because of a reassurance campaign that we
ran because of the foot and mouth’ crisis.

We didn’t know that

September 11 was waiting around the comer for us. Therefore, we
did have an extra bit of budget when there was a crisis situation.
I would say in fairness that people have forgotten about the foot and
mouth’ crisis, and that it was a short term crisis.

That is why we

would have had that money for reassurance campaigns, because that
situation was regarded as a ‘quick fix’ situation, and then, the
maintenance of the campaigns were handled by the core budget.
9/11 was a different situation. I think that something happened on
that day [September 11, 2001] that changed the overall perception
from an industry point of view; in that it is not possible to do a ‘quick
fix’ any more when there is a crisis as a result of such a horrific event.
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In relation to terrorism, the ‘fixing’ will be a longer term project for
tourism. Terrorism is here to stay, whether we like it or not. I believe
that the key to being effective and to maintain the position that you’ve
got in the market place, is flexibility, and opportunism. It is important
for Tourism Ireland to maintain the status quo constantly and to
appear very strong as an organisation (David Boyce, Vice President
of Advertising & Communications, Tourism Ireland, New York).

We were one of the few tourism organisations that kept promoting in
the States during the bad year, 2001. Everybody else pulled out of
the market place, but, we didn’t. We kept our budgets and we kept up
the effort and I am delighted that we did, because it paid off for
Tourism Ireland (Paul OToole, CEO Tourism Ireland).

Although unforeseen circumstances adversely affect the tourism business.
Tourism Ireland in the United States continued to market Ireland after the
set-backs of 2001.

Three managers believe that this persistence paid

dividends.

4:2.5

Marketing Ireland:
States Visitor

Targeting

the

United

The Irish tourism industry needs to develop the psyche of the
Killamey people in Co. Kerry, because Killamey people are passionate
about their tourism. They are always talking about it and trying to
improve it
(Maura Moynihan, CEO, Cork-Kerry Tourism).

According to the findings of this research, the marketing of Ireland as a
destination is a very complex task involving sophisticated planning
implementation and control together with creative strategies. It is believed
that Ireland as a destination needs more than shamrocks to sustain the
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tourism industry. Tourism Ireland does not engage in niche marketing in
the United States targeting the Irish-American market only, but, instead,
they use an overall strategy to market to the entire market. Segmentation
of this market is done according to the needs and wants of the market,
identified through intensive research of the market place:

Marketing Ireland has come a long way from the shamrocks and the
Paddies that were used to promote it years ago.

Ireland is

multicultural, progressive, and an entrepreneurial nation. We are not
the ‘Quiet Man’ Ireland that the Americans associate with us.

We

need to ensure that we have the old and the new in our marketing
message when promoting Ireland abroad. We also need one message
when promoting Ireland and not a mixture of all different ones.
Consistency is vital (Joanne Hogg, Partner, Rain Hospitality).

The tourism industry in Ireland has got to give people a reason for
coming to Ireland and we have got to feature what we have in a more
dynamic way and I think the branding of the niche product needs to
be looked at in America (Brian McColgan, CEO Abbey Tours).

We invest in Ireland, because we believe in it. We spend millions of
dollars a year promoting Ireland, and this is a substantial investment
(David Boyce, Vice President of Advertising 8& Communications,
Tourism Ireland, New York).

We have a marketing plan, which embraces three years. We have one
year operating plans to deliver sections of that, targets, objectives.
Firstly, we try to identify the target market.
prospects within the American market.

We look for our best

We can’t talk to the entire

population, so we concentrate on where we are likely to get the best
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return.

That tends to be ten cities in eight States; these are our

number one priority. We then have a set of sub-cities, or secondary
cities that we also target. So we largely go for a particular profile of
American using demographics.
We generally target the better educated and higher level of household
income that have previously travelled, or previously travelled to
Ireland. When we have identified the demographic, we then look at
the specific product base, so, whether it’s golf, escorted tour, fly/drive,
whatever the actual physical products are that the United States
market purchase, we promote these, and then we have a needs based
segmentation. We then look at the needs of these consumers, and try
to ascertain how Ireland as a destination is most likely to satisfy the
needs and wants of the market, and we aim to offer the benefits that
an Irish vacation can bring to the American tourist market.

We

understand that our best prospects are sightseers who come to
Ireland.

This group are 45 years old, with a household income of

$80,000 and over, who live in urban areas.
Tourism Ireland recognises that this group are our best prospects.
When we have identified the market, our next task is to identify what
to offer this demographic in order to entice them and motivate them to

come to Ireland. In order to succeed, we use a device called ‘Tourism
Brand Ireland’ which is brand architecture for the destination of
Ireland, or the brand marketing for Ireland. You have certain brand
values within that brand, communication messages etc. The message
is essentially that ‘the uniqueness of an Irish experience is something
that will give you total happiness and benefits’.

These are our

promotional benefits. We promote the notion that the Irish experience
is a positive one that delivers emotional benefits to you and is also a
unique experience. So, we develop the consumer proposition for the
consumer benefit. Finally, we determine, within our resources, what
the best mix and marketing activities are that are best likely to deliver
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that message to these best prospects, our target market

(Paul

OToole, CEO Tourism Ireland).

Consumers in the American market are segmented according to best
prospects identified in our research.

Segmentation is based on

consumers demographic, psychographic versus holiday/ vacation needs.
Tourism Ireland specifically targets consumers that fall into our best
potential segments in key and opportunity cities (as identified by
research) across the US. Key cities or gateway cities are those with
direct air access to Ireland, while opportunity cities are those with
excellent connections to gateway cities and cities that have a strong
outbound market to Europe (John OTDonoghue, T.D., Minister for Arts,
Sport and Tourism).

4:2.6

Marketing Methods used by Tourism
Ireland

This research has found that American television is the predominant media
used by Tourism Ireland in the United States to reach its target market:

We use advertising, particularly television, to promote Ireland in the
United States market. We would use a lot of cable channels, ensuring
that we have a mixture of channels.

The buying media is quite

complicated in the United States, so we maximise what we have. We
look for a mix of media that gives us the maximum growth rate; media
that reach the audience that we want to target, and ones which are
aired the most and give the most opportunities to be seen. There is a
formula that we use. We use television channels such as A & E and
the Discovery channel to advertise our product.

We also use PBS

channels to a certain extent, that’s the public broadcasting service
here in the United States, and then we would also buy some network
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television, through billions of networks.

We also use lifestyle

magazines and newspaper advertising in the United States.
We do a limited amount of advertising in the Irish ethnic newspapers,
because that audience is the one we know directly. It consists offirst
generation and second generation Irish-Americans. You don't have to
promote the brand to them. They already know what Ireland is about.
What one does is to promote the tactical opportunity, and the industry
largely does that. We do some work in advertising in relation to that
audience, but we would major on the other parts of the population,
i.e., the entire market, rather than the pure ethnically linked ones
(Paul OToole, CEO Tourism Ireland).

We advertise on television, but it is very expensive to buy television
spots which would be on the major networks.

The trend in the

television viewers’ market is that the American viewer tends to view a
lot more cable channels.

There is a cable channel now for every

interest and hobby; so, if you like gardening, if you like travel, if you
like food, whatever one’s special interests are, there are cable
channels for every taste. Therefore, we advertise on cable television
which is on a national basis. Cable provides us with good coverage
and gains us a lot of reach in the market place. The history channel,
for example, proved to be a very good choice for Tourism Ireland to
advertise on. We also advertise on Seina, The Larry King show, and
the Travel Channel.
This form of advertising is to the mass markeU"^ or the general
American market as such. To be precise, we advertise to the general
American market but within the confines of our own specific
^ This term is used loosely by contributors in this research throughout the data. When they use this term, participants are
referring to advertising to the entire US market through the mass media, although they also refer to their target market, i.e., 45+
on high incomes. Murray and O’Driscoll (1999) state that a mass market strategy does not imply going for huge markets, but
does mean ignoring segments that may exist and addressing the total market with one marketing strategy (also referred to as
undifferentiated marketing). This type of strategy is usually most attractive to large and resourceful companies, especially
global and multinational enterprises (1999.239).

292

demographics.

Our target market is the 45 plus age group.

This

demographic are college educated, and have previously travelled to
Europe.

We also use publicity as a vehicle to promote Ireland as a

destination, and the Internet obviously is playing a huge role now in
marketing Ireland and allowing on-line bookings. We are doing radio
advertising and then there are a number of trade shows and
consumer shows that play a vital part as well.

We use all the

marketing communication mix.
At the beginning of the year, usually the end of January beginning of
February, we also go to 40 cities throughout the United States to
promote destination Ireland.

In this case, some of the ‘American

trade’ and ‘trade’ from Ireland come together in the United States over
the course of two weeks and they meet with 5,000 travel agents there.
We educate these travel agents; give them all the literature etc., so
that they can in turn educate their own customers about Ireland.
Then the tour operators and the hoteliers and the car rental people go
to meet them.

So, basically, they ‘sell their wares’.

Some of the

regional tourism organisations would come out from Ireland to the US,
and car hire, bed and breakfast associations, the hotels association,
etc., and just educate the travel agents on what is available in Ireland.
In order to promote Ireland as a destination, I believe that it is vital for
Tourism Ireland to advertise, advertise, advertise; in the American
market, it is most effective.
The more advertising that you do, the more money you pour into it,
but, unfortunately, it is very expensive and eats into the budget
rapidly. No matter what you’re doing you have to mix the media, but I
think the more advertising you can do the better.

We have a very

active media visits programme and we have 300 members of the
media who visit Ireland every year and then, when they return to the
US, they write up their experiences.

The results are usually very

positive and this is invaluable to the industry. They come back and
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they write travel stories for the major publications and the different
newspapers and magazines and that is a very important component
of our promotion also. I believe that all media compliment each other.
In Tourism Ireland, our marketing plan is being continuously
moderated to adapt to changing circumstances as they arise. It is
there to be adapted in times of change and it is adapted as necessary.
Just because it’s set at the beginning of the year doesn’t mean we
forge ahead and stick to the plan, but you do have to have a good
reason to waiver from the plan, and you have to justify why you
waiver. There is an overall strategy for the year to determine the plan.
The actual operation’s plan is annual. (Orla Carey, Communications
Manager, Tourism Ireland, New York).

Traditionally the tourism industry would have relied on the trade, (I’m
going back a number of years), travel agents, tour operators, etc. Tour
operators still play a major role in the production of business;
however, they account for about 30% of the entire business to Ireland
from the United States and that’s a very important number. The travel
agent community on the other hand are probably of a lesser influence.
The belief is that when a potential tourist walks into a travel agent,
they have researched everything themselves already and just want to
go ahead with the booking. The tour operator, on the other hand, is
actually looking for business for themselves.

The travel agent is

actually buying our product. They’re a wholesaler. And the travel
agent is buying our product to sell on to the consumer. Some of the
tour operators will sell directly too. They wouldn’t like to admit it, but
it’s coming around to that way.

So that segment would be the

business to business side of things.
The focus over the last five or six years has changed totally to the
consumer and the managing of the budget has done so as well. So
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what we are selling now, if you want to look at the segments of the
market, you look at the Irish-America segment. Many Americans have
a notion that they are Irish, or are wannabe Irish. Then we look at
what other niche areas there are to entice the American market to
travel to Ireland. For example, many travel to Ireland specifically to
play golf, so we have golf tours; others go for fishing, hiking, walking,
scenery, heritage, and ancestry.
Many of the tour operators offer specific packages for specific niche
segments. Many of these packages can be very expensive. So we
segment all these groups, and we put a plan together that would
include all these groups. Our primary target market consists of the 45
to 70 year old bracket and, in the last two or three years, this target
group has been identified as being a bit younger than the 45 to 70
year olds. The criterion that we examine includes household income,
education and passport possession, and have they previously
travelled to Europe.

The percentage of Americans that possess

passports used to be 14%, but now it is actually up at 23%.
In the US, we have identified through research that our ‘promotable’
target audience consists of 7V2 million people. That keeps going on; it
doesn’t stop there, because remember that we only have about 25% to
30% repeat business from the US. So, each year we are inventing in
order to target new people. Ideally, we would like to see a lot more
repeat business.

We would like to see it increase to at least 50%.

This would reduce the marketing spend per annum. The reason that
we are not getting repeat business is because of the age demographic.
The Irish in the United States who have been living there and whose
grandparents came from Ireland, or great-grandparents came from
Ireland, (making then maybe

generation); these Irish-Americans

have this dream that, once they have gone off and lived on their own
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and gone to college, that they are going to return to Ireland to visit the
country of their ancestors. And it's a one-off shot for them.
So, that's why we are trying to tweak it forward to get the younger
people who maybe will go twice in a lifetime, or maybe their kids, and
maybe get them to come a few times to visit Ireland.

When our

marketing plan is set for the year, we more or less follow it.
Sometimes, market forces might force us to change it a little and we
would do that, but for the most pari it would be followed as previously
decided. The main competition for Ireland comes from other European
countries, particularly, Great Britain. Obviously, Great Britain is our
major competitor, for particular segments, Scotland would be as well;
although we get more visitors to Ireland than Scotland from the United
States.
Also, we have a large amount of competition from, the domestic market
here in the United States as a lot of Americans holiday at home in the
United States. For example, you can drive to Canada, you can drive to
Mexico. There is no risk involved. You know, you don't have to get on
a plane, so, the market place is very competitive.

The state of

Pennsylvania, for example, would spend $32 million advertising to
encourage Americans to visit Pennsylvania. It is very hard to compete
with all that financial strength. Therefore, we have to be very mindful
of our core customer. I think we have been very good at identifying
our core target market and that is how we survive in an everincreasing market place.
In the past, we did our advertising primarily on television and we
backed that up with magazines. We re-introduced life style and travel
publications in 2004 into 2005 because we had been out of magazines
for a long time and that is where the higher-end spenders would
actually be looking. We cranked up the targeting of the Irish-American
market again for 2004-2005 also. Because of the difficulties in the
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market post September 11, we put in place a very flexible marketing
strategy and it started off with being price and product related. In
other words, we got out there with a product, put a price on it, and
blanketed the country with this marketing strategy.

That included

television, online campaigns, and newspapers etc., but, we weren't
really doing magazines at that time, so it was primarily television,
online, and newspapers. Now, when we looked at the results of that
campaign it skewed the average age down to the mid 30s and
because people were looking for a bargain and had the propensity to
travel, and were not scared of getting on a plane. I believe that that
type of heavy branding that we did in the middle of all the problems in
the United States, (whilst we were forced to do it), may have damaged
the brand slightly.
Generally, the magazines attract a higher spend customer, these
magazines target households where incomes would be up to
$300,000.

People in these homes would all have passports, all of

them have previously travelled to Europe. Ireland now has a product,
a range of products, luxurious spas for instance (which are huge),
fantastic golf courses for example, and we are marketing these to this
high-end market.

For example, Gourmet Magazine, which has a

circulation of about a million in the United States, has been one of the
magazines where we have been placing ads and we also had an
opportunity for some editorial.
Because of the target market, I tried to mix and match where I thought
the best opportunity lay. The editorial was at no extra cost to us. I
highlighted properties for example and we had a little story on some of
the properties, and the results were fantastic.

They have had 220

enquiries to book Ireland as a direct result. As the properties are all
either great restaurants, great locations, fantastic properties and
owner-operated, etc., it worked well because it was a perfect fit for
those people who are not worried about spending a lot of money
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(David Boyce, Vice President of Advertising 8& Communications,
Tourism Ireland, New York).

Advertising Ireland is vital in the United States market, and I believe
that Ireland can be better sold by spending more money on
advertising. For example, the State of Rlinois in the US, would spend
four times the amount of money on advertising in order to attract
tourists to Rlinois than Ireland does in order to attract people to
Ireland. In order to put it all into perspective, the whole objective is to
draw attention, and unfortunately, the only way to do this is to spend
money on advertising.

All monies spent must be seen as an

investment and not a cost. Ireland must invest in its future. Minister
John O’ Donoghue is a great asset to the industry and believes in
investing in the Irish tourism industry. The Minister does believe in
spending on the industry. The Minister knows that the more money
that is spent on advertising in the United States the more money and
tourists Ireland will receive in the future (Brian Stack, President CIE
Tours & Chairman US Tourism Confederation).

Another interviewee suggested that the Irish people should promote Ireland
as a destination themselves:

The Irish themselves are great ambassadors for Ireland and should be
encouraged to promote Ireland to Americans while in America.
Figures from the office of Homeland security in the America Embassy
in Ireland show that one out of eleven Irish visit the United States.
This figure only accounts for direct flights and not for people travelling
via London.

The Irish as a nation are great ambassadors for their

own country. The Irish will give information on where to visit, stay
and when to come etc. Many Americans planning an Irish trip will ask
an Irish person to help them. Many even if not considering a trip at
the time will still seek information from an Irish person when they
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meet them. The American, in turn, will go to the travel agents and tell
them what they have heard and what they want to book as a result
(Joanne Hogg, Rain Hospitality).

It is clear from the above examples that the marketing of Ireland in the
Untied States market takes careful planning and implementation, and
Tourism Ireland are committed to same.

One participant believes that

money spent on advertising is not a cost, but an investment.

4:2.7

Target Audience
It is important to implement a marketing strategy to embrace the
demographic you are trying to capture. Advertising campaigns can
then be initiated in order to promote Ireland to your target audience
(John Power, CEO, Irish Hotel Federation).

This study has found that the method of advertising use by Tourism
Ireland in the United States is generally one of ‘mass marketing’.
Advertisements are taken out in all channels, and particularly the networks
with special interest such as the travel channel or, historical interest
channels.

Although, the method used is that of an undifferentiated

approach to marketing, this research has noted that Tourism Ireland is still
aware that it has to consider the Irish-American market in its targets and
strategies and uses other methods to target this audience:

Tourism Ireland target Irish-Americans specifically.

We do that by

getting involved with the American Ireland Fund for instance. In fact, I
think that we haven’t been proactive enough in coming to them with
ideas in order to promote Ireland further. This market would be an
important one for Ireland because of the member’s love of Ireland. The
majority of its members are CEO’s etc. and they could have their next
board meeting in Dublin or Killamey, or, anywhere else in Ireland.
Business tourism is a very important aspect of the market. It’s huge
and it hasn’t been actually exploited by us. If we could put a spin on
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it, find an angle. Now, we are tapping into this market and at some of
the dinners they hold throughout the year, we are playing Ireland
messages in order to entice them to visit Ireland. We want them to go
to Ireland, or, to get the idea of doing something in Ireland. We target
the business side of their brain, but the social and emotional side are
also very important.
Their emotional side is very important because they have got to get to
a place in their minds and then we’ve got to develop that when we get
them there.

These Americans, who belong to The American Ireland

fund, hand over their hard earned cash to help with projects in Ireland
and the economy, but this could be achieved in another way. It’s a
very small segment of the market, but if you look at the spend
capability, that’s huge; and that’s what we are targeting.

As you

know, we have more five star properties in Ireland now than ever, and
these need American tourists to survive.

I don’t think they could

survive without Americans. I think that we have traditional properties
(hotels) in Ireland and in Dublin particularly, that are hurting
financially as a result of the introduction of hotel chains such as The
Four Seasons Hotel and there are other such new luxurious hotels
coming on stream shortly.
The brand name of hotels like The Four Seasons Hotel instantly
suggests a comfort factor for Americans.

Many Americans come to

Europe, and stay in all of The Four Season Hotel Chains. They visit
Paris, Lisbon, Prague, London, and travel on to Dublin in Ireland. It’s
a brand recognition thing, and Americans are into branding in a big
way. For example, I can tell you, if there were only two gas stations
in Ireland, and one was Esso and the other was Exxon, Americans
would drive past Esso and go to Exxon because they know it as a
brand name. Exxon is a big brand name in the US. Branding is very
important aspect of the American psyche

(David Boyce, Vice
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President of Advertising 8& Communications, Tourism Ireland, New
York).
On the other hand another interviewee suggests that the Irish-American
segment

of the market is part of the

general market and not

differentiated^s:

We don’t target the Irish-American market specifically; they are part of
the mix. We advertise to all potential tourists in the market place. The
Irish segment of the market is exposed to the normal advertising that
we use. We do move slightly away from the normal advertising if we
do something specifically with the ethnic publications; for example,
The Irish-American Magazine, The Irish Echo, Irish Voice etc.
wouldn’t run our main campaign on those though.

We

We would have

something more specifically tugging at the heart-strings, but that’s a
smaller level of the advertising. We don’t have a television campaign
aimed towards Irish-Americans. Our television campaigns are broad
general marketing campaign to the mass market, because obviously, it
would be too costly to target small specific groups through the medium
of television. It would also be difficult to keep the feel of the brand
and promote the proper image of the brand if you started breaking it
up into targeting specific little groups or segments of the market (Orla
Carey, Communications Manager, Tourism Ireland, New York).

The strategies used by Aer Lingus are similar to Tourism Ireland and many
of the promotions are on a joint basis:

Aer Lingus have a local American marketing and advertising budget.
We also work closely with Tourism Ireland on joint initiatives to attract
the American customer to Ireland. For the most part, our marketing

Segmented marketing: a market-coverage strategy in which a firm decides to target several market
segments and designs separate offerings for each one (Kotler & Armstrong, 2001).
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budget is unpredictable and also, since the terrorists’ attacks of 9/11
and frequent changing domestic and world events which impacts on
both the corporate and leisure customer’s decision to fly abroad. In
the United States market, we market to the mass market. However,
we do segment the traveller by corporate, leisure, incentive, company
meetings, etc., and within those channels we focus on how to secure
these travellers.
The business traveller is, and will continue to be, a major focus due to
the fact that they buy higher yield fares.

Our profitability on the

transatlantic route depends on our success in maintaining high load
factors in the business class cabin. We use our own Aer Lingus online
booking engine as a primary focus, as it is the cheapest way for us to
deliver a reservation and a ticket. Other distribution channels are our
own reservation centers, travel agents and other e-commerce travel
agents such as Bxpedia (Brian J. Murphy, Vice President, Sales &
Marketing, Aer Lingus, USA).
According to one interviewee, while looking for business in the American
market, it is vital that one understands the psychology and psyche of the
American in general. This interviewee believes that American’s understand
directness and respond to this form of business philosophy:

In America one has to be direct when dealing with the market, and it
is necessary to ask for the business up-front. Do not be afraid to ask
directly, because if you don’t ask, someone else will, and they will get
your business.

Fitzpatrick’s Hotel was based in New York for 10

years before opening its new hotel in Chicago.

We did grass roots

marketing in order to promote the new hotel. There are many Irish
Associations in America, and many in Chicago and we targeted these.
There are 60 Irish companies based in Chicago alone. A lot of these
are in the mid-west. The traveller has more say and choice now than
ever before, with hotel variety available on the dot com sites etc..
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therefore, it is vital not to be afraid to ask for the business. When the
city of Chicago has a convention, it can consist of as many of 150,000
delegates and we are not afraid to ask for this business. American’s
understand this approach and it is important that some of this
philosophy is adopted by the Irish tourism industry (Joanne Hogg,
Partner, Rain Hospitality),

Tourism Ireland’s promotional

campaigns

of late

have

been

increasingly focusing on the cosmopolitan rather than the traditional
allure of Ireland as a holiday destination.

Marie Fullington, vice-

president for Tourism Ireland in the United States is well aware of the
challenge faced due to the Celtic Tiger economy which has sparked
dramatic economic and cultural changes in Ireland in the last decade,
giving rise to a newly cosmopolitan culture of restaurants, nightlife
and leisure activity.

Raising awareness of the changes among

potential United States tourists has been a challenge for Tourism
Ireland.

Marie Fullington has stated that Ireland has changed

dramatically, but for the United States tourists who haven’t been to
Ireland before, the image is very old-fashioned.

It is therefore

important to change the perceptions of the American tourist and open
up the myriad of experiences that Ireland has to offer. Dublin and
Belfast are now being marketed as very sophisticated, exciting and
cosmopolitan places to go.
Tourism Ireland has embraced the challenge by investing $5 million on
advertising in the United States alone in 2004. The money was spent
on high-profile advertising campaigns in the New York Times, prime
time television and in a range of upscale travel, lifestyle and golf
magazines, accompanied by large public transportation advertising
and online advertising campaigns in an effort to get to the best
possible customer.

The idea is to target people who will spend the

most money and stay in top end accommodation. There is also an
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effort to target and facilitate the slightly older, more educated tourist.
There has been an increase in recent years in the number of tourists
visiting Ireland without any Irish connections. A lot of people are also
going on short breaks for a specific purpose, like a festival.

More

people are visiting Ireland to absorb cultural products, to visit
museums and go to the theatre.

Almost half of the approximately

940,000 United States visitors to Ireland in 2003 were over 45 (John
Power, CEO Irish Hotel Federation).

It is important that we coordinate all marketing activities. We have to
sell the same message to all and not dilute it with differing confusing
ones. All leaflets and promotional literature should carry the same
message. I also believe that all logos need to be standardised so as to
limit confusion (Maura Mo3mihan, CEO, Cork-Kerry Tourism).
Empirical data in this section suggests that Tourism Ireland markets to the
entire American market, but that they also consider the Irish-American
segment of the market and target this group through Irish events.

Aer

Lingus on the other hand segments the market in the United States into
corporate, and leisure.

4:2.8

The Internet as a Communication Tool for
Irish Tourism

The findings from this research study indicate that the use of the world
wide-web is becoming increasingly more important, with a steady aad
sustained increase in the amount of potential tourists initially accessing
information through search engines and various sites, and then proceeding
to book their flights and accommodation thought the Internet.

All

interviewees believe that the Internet is an essential component of
marketing and accessing all markets:
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Web usage is very popular today and is vital for the tourism industry
(David Boyce, Vice President of Advertising & Communications,
Tourism Ireland, New York).

We use the Internet to promote our business and target future clients
(Pat McCann, CEO, Jurys Doyle).

Because the world is becoming a smaller place, with e-mail and
Internet usage, cheaper phone calls etc., in some ways it is easier to
stay in touch ivith Ireland. Potential touri.sts have immediate access
to Ireland at the touch of a button

(Martin O’Malley, Mayor of

Baltimore).

In America, customer use of the Internet is very high. I believe that it
is a very different concept to sell to the American market. Americans
tend to be very direct and know exactly what they want. Web sites
are vital in targeting the American market as research has found that
75% of all American travellers will use the Internet for travel
information and prices. Seven out often of these potential tourists will
book airline tickets on-line, and 25% of all hotel bookings were done
on-line in 2005 by Americans. Research has also found that 25% of
potential travellers will be influenced by ones website, and will book
accommodation accordingly, either, online or they will go to their travel
agent. Marketing Ireland has come a long way and we have to be
progressive and keep our web-sites up-to-date

(Joanne Hogg,

Partner, Rain Hospitality),

Many tourists before they travel to Ireland like to look at websites like
Ireland.com, or, any site relating to Ireland that comes up on the
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search engines. We advertise on the Internet and do as many e-blasts
as possible throughout the year.

We believe in Internet marketing

(Brian Stack, President CIE Tours & Chairman US Tourism
Confederation).

Many tourists are now using the Internet to book a lot of their trips.
They use the Internet for flights, accomm.odation, car hire etc. We can
put it all together for them.
requirements.

We build the trip around the individual

It usually consists of a party of two to four people

travelling together. Every booking has individual needs. We get many
different types of requests on our web-site and, many lAsitors to the
site use the various special interest links that are available there to
gather further information in order to enhance their trip to Ireland
(Conor Buckley, CEO 12 Travel).

Consumers in the United States market are changing their method of
booking, with an ever increasing use of the Internet, and the growth in
independent travel.

Tourism Ireland promotes to consumers who

continue to use the services of the travel trade and to those who like to
make part or, all of their arrangements on-line. The Tourism Ireland
website, is an extensive site that offers information to consumers,
regarding the various travel offers and special interest links

(John

OT)onoghue, T.D,, Minister for Arts, Sport and Tourism).

The advent of the Internet is a very important one for Irish tourism.
The Internet and e-mail are a very integral aspect of our operation.
The days of the tour operator and travel agent as we known them
regretfully are numbered, e.g., more people are now booking on-line for
airline tickets, accommodation etc.

There are fewer people now

booking flights through a travel agent One can now book a round of
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golf on-line. We offer a tee time reservation service. The Irish Times
newspaper carried an article regarding this on-line Tee Time
Reservations system.

It is very interesting and useful for clients

(Paddy O’Looney, CEO SWING).

The Internet is still as important as ever. In fact, I believe that it is
huge and still growing. A lot of bookings are done on the Internet
now. Look, plan and buy on the Internet. Tour operators are moving
their packages onto the Internet. There is a wide availability of what
the consumer wants available on-line. Our view is to give consumers
the choice. If they want to go to a travel agent, tour operator, or, book
online, it is our view that they should have that choice and we should
facilitate that choice; not do it ourselves, but facilitate the choice. The
Americans in particular are very good Internet consumers, even better
than Europeans. They have great broadband access, and they have
great machines.

They are years ahead.

They are also very

comfortable with the whole thing. Europe is growing apace. There is
certainly a lot of activity on our website at Tourism Ireland. I know
that our web enquires are up 30% for 2005, and our phone enquiries
and traditional letter enquiries are down (Paul OToole, CEO Tourism
Ireland).

Previously, your typical budget traveller from America would travel
around Ireland sitting on a coach with a set itinerary and a budget of
50 cent a day for essentials.

Everything else was pre-paid.

Destinations like Killamey focused on this type of market for many
years. The American market is maturing for the first time, and now,
these overseas travellers receive reasonably good rates on the
Internet.

They then decide to go to Ireland for a week. It is quite

interesting really, to observe the development of the Internet as a
marketing medium because, six or seven years ago when we were
considering our marketing and Internet-based marketing, everybody
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was of the opinion that the UK market for example is a very traditional
market; and that they would not use the Internet as a medium to book
a holiday or, trip but, now expedia and lastminuet.com are now
extensively used by both the British and particularly the American
market and that is how much of the market are hooking their trips
right now (Patrick O’Flaherty, Hotel Manager).

The Internet is vital for our business. Our message on the Internet is
one of our key strategies. The Cork-Kerry tourist site received 28.4
million hits with half a million unique visitors who came onto the site.
These are visitors who spent over eight minutes on the site.

The

United States is among the top countries that hit on the site.

The

Internet is very important and competitions on the Internet are a very
important tool for us and have been very successful on an on-going
basis (Maura Moynihan, CEO, Cork-Kerry Tourism).

The Internet obviously is playing a huge role in the promotion of
Ireland and particularly in the international arena.

It is the shop

window for Ireland and I believe that the Internet has contributed
significantly to the tourism industry (Orla Carey, Communications
Manager, Tourism Ireland, New York).
One interviewee believes that even thought the Internet is a vital
component for promoting Ireland, there has also been negative impact from
the Internet also:

The Internet is absolutely here to stay. It has been a revolution and
an evolution in communication, but the effects of the Internet on Irish
tourism have not all been positive, some of them, I believe have been
negative as well. For the last 10 years we have had low cost access
to Ireland and we have had on-line booking for same. On the surface.
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that should solve all our problems, yet our real tourism and
particularly tourism to the regions is down.

So, I believe that the

Internet model does not suit Ireland necessarily, because we go onto a
list of 50 destinations. Where we prosper and benefit is that we have
close-knit relationships with various travel and tour companies who
promote Ireland on their websites

(Brian McColgan, CEO Abbey

Travel).

Empirical

data

in

this

research

affirms

that

the

communication tool continues to grow in importance.

Internet

as

a

All participants

believe that the Internet has immense Teach’ in the market place, and that
as much data as possible should be available on-line.

4:2.9

Tourism Ireland: The Industry Viewpoint
We get excellent help and cooperation from the tourism bodies: Fdilte
Ireland and Tourism Ireland
(Pat McCann, CEO, Jurys Doyle).

This research has found that many of the interviewees that operate
businesses in the Irish tourism industry market believe that the operation
of Tourism Ireland in the United States market is at a very professional
level.

It is the general view of the findings of this research that it is

imperative for the future of Irish tourism, that Tourism Ireland continue to
market Ireland as a destination to the mass market in the United States.
According to one interviewee, it is also important that we do not advertise
Ireland ‘on the cheap’ as we may be misguiding the market:

I believe that Tourism Ireland needs a flagship recognisable product
that at a glance creates the recognition of Ireland (Patrick O’Flaherty,
Hotel Manager).
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I believe that the tourism bodies do an excellent job in the promotion of
Ireland. I work with Margaret Caulfield and Ronan Watson. They are
good people; they work very hard on the angling product and put a lot
of effort into the angling product. We work on the marketing plan, put
a budget together and they match funds for us, and they are very
helpful. Our product is game angling, and it is a high end product and
not every body partakes in coarse fishing, (salmon, trout), which is of
course very much the high end of the angling market. There is only
one national body for angling of any kind in Ireland and it represents
three bedroom lodges on the shores of Lough Corrib through to four
star hotels such as Ballynahich to twelve bed lodges like Derkey lodge
through to the K-club in Co. Kildare, wherever they have a
professional approach to their fly-fishing, or, their game angling.
Obviously, a number of the group, or, over half of the group could not
afford to be in the group if we didn’t get some sort of state funding,
because, the small operators who have very little income would not be
able to afford to spend on a marketing budget, so, it would not be
viable for them.
So, when we do promotions as a group in America, like the North
American niche marketing consumer shows, it is on a purely voluntary
basis by the individuals who go there. TTds is the area in particular
where I would like to see more energetic support from the Tourism
Ireland offices in America. If they were able to assist in setting up the
stands there and giving aid at a local level in New York, it would be
most beneficial. When we fly over for these events we are left to fend
for ourselves, finding our way, getting our stand set up, etc. Events
like that overseas are very difficult to organise, and I think that we
need to get more support from Tourism Ireland overseas for such
events. Having said that, if there is a consumer show overseas in
France and you have 15 Irish companies attending, the last thing that
you want is to hold hands with every last one of them, so, we have to
be realistic also.
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I know that Catherine who is responsible for the product now is very
aware of the benefits of promoting cycling and walking, also, because
she worked for 'Butterfield and Robinson’ a tour operator (a Canadian
owned travel company which is a very high end cycling and walking
tour group) for many years and she was guiding their groups, so she
knows the product very well. She is familiar with the West of Ireland,
so she knows that the fishing is a very important niche product etc.
She has been very supportive of us. It is very difficult to know at
times what kind of support to ask for or, what one can expect.

I

believe that the general marketing that Tourism Ireland engages in, in
the American market is great because they market to the masses, and
we need to get to the wider audience, and portray a general image
and impressions of Ireland to the mass market.

For example,

fishermen in America spend $10 million on ice each year.

This

exemplifies how important fishing is as a leisure pursuit in the US.
Therefore, I believe that the fishing market is an important one for us
to tap into. It is a major leisure activity and in Ireland, we can offer

fantastic fishing to the United States market

(Patrick OT'laherty,

Hotel Manager).

We pay a year membership to tourism organisations in Ireland. They
would facilitate a lot of meetings; for us, and they do provide a
service; however, I believe that during the last two to three years there
has been a lot of time focused on the restructuring of the various
organisations; and I think that this wasted a lot of time for the tourism
industry. Together with attending travel agent work shops, and the
use of our own data bases, for example. Lough Inagh Lodge is also a
member of the various Marketing Groups.

We are then promoted

through their brochure and through other events that are available
to them; the groups that we belong to are as follows: Manor House
Hotels of Ireland; The Great Fishing Houses of Ireland; and the
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Best Loved Hotels of Britain & Ireland (Marie O’Connor, Proprietor,
Inagh Lodge).

SWING receives a lot of help and co-operation from Tourism Ireland.
We receive relevant grants, and then when I am out in the market
place in the United States, Tourism Ireland’s offices are my oasis.
They allow me to operate out of there and use their telephone, if I am
stuck — Tourism Ireland is there for me.

They provide me with

whatever literature I need for the events that I am attending etc.
When I go to New York City, I deal with Orla Carey. Orla is certainly
very positive and helpful and a great asset for Tourism Ireland.

I

always say to her "do you know what Orla? Tm your biggest fan in
this market, and never forget that” (Paddy O’Looney, CEO SWING).

In 2005, we did receive help from Tourism Ireland, but I believe this
was the first such occasion that we got any support. We have been
invited by the Fdilte Ireland in Dublin on a number of occasions, and
have always been treated extremely well, and, been shown a very
good time. It would be fantastic if Tourism Ireland could help us to
sell more tours to Ireland

(Tim Pollock, Director of Operations,

Butterfield 8& Robinson Tours).

We get quite an amount of cooperation, help and support from Tourism
Ireland in the form of ‘soft support’, for example, corporate advertising,
free advice and consultation, strategies etc.

We can have phone

discussions with them at anytime. They have been very positive and
supportive at all times towards 12 travel (Conor Buckley, CEO 12
Travel).
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It is clear to me that there is a need to ensure that all interested
parties in the tourism industry work in a coordinated way and that
fragmentation of the tourism effort is avoided. Tourism Ireland and
Fdilte Ireland have major roles to play in the promotion of Irish
tourism.

We should find ways of harnessing and supporting what

these organisations have to offer by the way of their resources, their
networks and their experience in promoting the growth of Irish
tourism. It is important also for the future of the tourism industry, that
proper mechanisms are in place to facilitate input of ideas from the
tourism sector to the central agencies so that influence can be brought
to bear and that the tourism sector is in a position to see and evaluate
results. For example, Cork is an integral part of the tourism product,
and we should find ways to avail of the support which the official
agencies can offer (Joe Gavin, Cork City Manager),
On t±ie other hand other interviewees suggest that there are also some
concerns to be considered and addressed in relation to the tourism
organisations:

When it gets down the 'nitty gritty’, I might have some concerns about
how Tourism Ireland and Fdilte Ireland are handling their low call
information services and subsequent bookings through 'Gulliver’.

I

don’t think that there are many in the industry that are happy about
that arrangement and now Gulliver have actually bought-out all the
call information and have complete control of the call centre, and over
all bookings and inquiries (Tourism Ireland and Fdilte Ireland sold out
their interest in Gulliver to Fexco, who operated the system
previously). If you have a potential client from Idaho that calls up the
free call number for Tourism Ireland, it is answered by an agent in
Kerry. My concerns are in relation to the overall control. Also, the
person who answers the call not being able to make a sale and the
person from Idaho has to call again. With the best will in the world,
that puts the independent company in a very strong position. They
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are operating purely for profit, rather than a state body whom we pay
a levy to represent the whole industry. I am concerned that a private
enterprise run purely for profit now have the power to turn to the
tourism industry and say, we will, or, will not represent you and, if I
want them to represent me I will have to start giving them on-line
allocations and availability which perhaps I don’t want to do.
I might like to control my availability more. For example, at the time of
the buy out ‘Ballynahinch Castle’ was declared a ‘travel agent hostile
destination’ by the international travel associations in America at the
time of the takeover and that is not good for our business. Then, the
operators believe that they are not going to get a straight deal in
Ireland and that they are going to be manipulated

(Patrick

O’Flaherty, Hotel Manager).

I think that within their operational budgets. Tourism Ireland do a
reasonable job in promoting Ireland as a destination and increasing
the awareness of Ireland. I think the essential negative factor about
both Tourism Ireland and Fdilte Ireland is that they are both semi
state and non-commercial bodies. An ideal situation, (and I believe
that maybe there are some signs of it happening in some segments),
would be if there was a greater and more genuine partnership in
increasing visitor numbers between the private sector and the semi
state bodies.

I would like if there were more dialogue and more

partnership within the decision-making process in relation to how we
spent budgets, our target markets, and how we target these markets
etc.
A joint partnership approach would be of benefit to the industry
because we would all be working together, rather than the tourism
bodies doing one thing and the tour operators doing another.
Consultation is not partnership.

I think structures which reflect
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genuine partnership where the travel trade in the private sector have a
meaningful say, for example, Fdilte Ireland have set up a business
tourism forum, to address the valuable business tourism sector which
consists of about 10% of Ireland’s tourism and has about 9 or 10
members or directors in an independent forum.

They represent the

private sector and they work in partnership with Fdilte Ireland. The
goals are commonly established and the plans are agreed in harmony.
I believe that that is a very good productive model moving forward
(Brian McColgan, CEO Abbey Travel).

Anotbier interviewee on the other hand, believes that their own company
does much more advertising in the United States market than Tourism
Ireland, in order to attract tourists to Ireland:

All we want Tourism Ireland to do is advertise the country and
destination Ireland to the mass market.

We don’t get support from

Tourism Ireland. In fact, we have more people out selling Ireland in
the United States than Aer Lingus and Tourism Ireland combined. In
terms of support, all we want them to do is to actualise their mandate
and conduct their marketing successfully.

We want to increase

product awareness and to promote the country the way it is, and not
to focus as they have been in the past on promoting Ireland during the
off season, and promoting Ireland on the cheap. This type of approach
is absolute nonsense. The reality is that the money from Irish tourism
is made during the summer, between April and October.
Ireland of course has tourists during the winter, but nobody is making
any money out of the winter months. A tour that one sees advertised
for $599 in January, will cost $1,800 during the summer. This is the
wrong message for the consumer, because you have two different
price levels and the perceptions is when the summer arrives that
Ireland as a destination has become very expensive.

It would be

preferable, if Tourism Ireland advertised Ireland as a great place to
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visit and don’t advertise Ireland on price, because it is not a good
idea. Aer Lingus are running an advertising campaign here at the
moment and their tagline is ‘"Ireland on the cheap”. The problem with
this type of campaign is that as soon as you run this campaign you
ruin your brand image and Ireland will get a totally different type of
tourists that is totally price sensitive and they will not have the funds
or want to spend any money in Ireland.
Therefore, I believe that there is no point in having that type of tourist
in the country in the first place. Tourism Ireland might think that they
are looking for a high-end tourist, why don’t they direct their
advertising in order to attract the high-end tourist. They do state that
they are looking for the high spending tourist, but all their advertising,
is directed at bringing tourist in January and February at $599 and
thus damage the product. It does not make any sense. I am on the
TMP (Tourism Marketing Partnership) committee and I raise these
issues the whole time.

I am constantly chanting: “Please, don’t

advertise Ireland on the cheap” (Brian Stack, President CIE Tours 8&
Chairman US Tourism Confederation).

It is generally accepted by participants in this research that Tourism
Ireland in the United States operates at a very professional level, and that
excellent cooperation and a good working relationship exists between the
business operators in the American market and Tourism Ireland, which
benefits the American tourist.

4:3

Tour Operators

In this section the views of the interviewees are given on the operations of
the tour operators in the United States. The data findings are examined
under the following subheadings:
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Tour operators: Attracting American Tourists to Ireland
The Modus Operandi of the Tour Operators

4:3.1

Tour
Operators:
Tourists to Ireland

Attracting

Americans

The fmdings of this research study indicate that the tour operators are an
important component in bringing Americans to Ireland. Different operators
offer various packages from the budget package to tlie exclusive high-end
castle and luxury house accommodation tours:

The tour package has many advantages over the fully independent
traveller (FITs), for example, when Americans book with CIE Tours,
they pay in dollars, and all aspects of the holiday are included,
(accommodation, food, all transport, entertainment etc.) so they do not
have to worry about the exchange rates, all they have to purchase if
they want are some gifts to take home. That is what CIE tours are
pushing and we have become very successful at that (Brian Stack,
President CIE Tours & Chairman US Tourism Confederation).

We need to continue to support the tour operators. They are here to
stay and are not going anywhere. It is up to the various businesses to
educate them as to what we have to offer, new products, services etc.
Look after them, pay them and thank them for the bookings that they
send you. It is vital to encourage strong links with the operators. The
independent traveller's knowledge does not go beyond Dublin and
Killamey. The travel agent sells many tour packages and promotes
these at great deals.

The reason for this is that they are paid a

commission of 10 per cent on the sales. It works very well in my
opinion (Joanne Hogg, Partner, Rain Hospitality).
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Tourism Ireland has a very good relationship with the tour operators.
We have an organisation here in the United States called the Tourism
Marketing Partnership (TMP) which is operational worldwide.
TMP is a discussion group.

The

We consult with them about strategic

issues and we get feedback from them regarding the market place.
These are the people at the forefront of the Irish tourism industry at
the coalface, as it were. Tourism Ireland established the TMP. There
is an office located in each of the major cities, for example, London,
New York, etc, and there is also one located in Ireland.

The TMP

consists of a team of people that Tourism Ireland put together
consisting of the leaders of the tourism industry based here in the US;
representatives from the local industry here in the US; and
organisations who sell Ireland in the United States market. CIE Tours
Inc, are probably the largest out-bound operator, so there is someone
from that organisation on the team, and so on.

What we do is we

present talks and hold various conferences about how the market is
performing and what elements of marketing we should be targeting,
for example, should we increase our television advertising or, hold
more trade shows etc.

The Tourism Operators also do their own

independent marketing in order to increase the number of visitors
travelling to Ireland (David Boyce, Vice President of Advertising &
Communications, Tourism Ireland, New York).

Prior to the establishment of Tourism Ireland Limited, a structure was
introduced in order to aid the tourism marketing function.

The

organisation was called Tourism Marketing Partnership, consisting of
a partnership between the tourist industry, and the tourist board.
There is also an industrial input into the marketing decision-making
process. The Hotels Federation has a seat on the board of TMP, which
enables the Federation to have direct input into evolving important
strategies. TMP has committees in all the main markets and there is a
central office in Ireland (John Power, CEO Irish Hotel Federation).

318

We work very closely with our trade partners (tour operators).

We

have a programme where the main operators would buy into a
marketing partnership which offers them a number of things as a
return on their investment.

There are five different levels at which

they can buy in at, and that is handled by the Market Development
Department at Tourism Ireland. They buy into this package in order
be a part of our advertising campaigns when we advertise on national
television. When we advertise on television, or, indeed anywhere, one
can call a 1800 free phone number and they then receive a vacation
kit which is our main book.
The tour operators would buy advertising separately in the main book,
but we also have a book that is like a ‘hot offers’ book and that book
features offers from each tour operator, where the operator has bought
in for different levels of the marketing partnership. Anything that we
can direct their way will go to them.

There is also the Tourism

Marketing Partnership which some of the trade (Tour operators) are
involved in.

This is a discussion panel that is there to discuss our

marketing plans when they are ready to be presented. The plans are
then presented to the TMP for their input and suggestions. The trade
form a vital part of the infrastructure and are a very important aspect
of promoting and delivering the tourist into the Irish market place.
There are about 5,000 operators, and of the tour operators selling
Ireland, there would be 30 trade partners, in our marketing
programme that have bought into it.

Most of them sell multi

destinations. They don’t just sell Ireland. There is only one operator
that sells Ireland exclusively and that is a company called Sceptre
Ireland.

Operators such as CIE Tours take tours to Britain and

Scotland also. The bigger tour operators would engage in significant
independent marketing.
advertising campaigns.

Operators such as CIE Tours run large
CIE Tours also do car rental and Bed and
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Breakfast packages

as

well

as

bus

tours

(Orla

Carey,

Communications Manager, Tourism Ireland, New York).

I think the tour business could be described it as 'steady \ I think that
in the future, things will be different because the age profile of the
American tourist is changing. The generation who were around during
the Beatles and the Stones era, are now the people who are on coach
tours. I think within that there is anecdotal evidence to say that that
generation will die out, which it certainly will. Therefore, I believe that
the core product has to be changed to make it interesting for the next
generation to take tours to Ireland. The 55+ in ten years’ time will be
a different market to the 55+ that existed twenty years ago, mainly
because of their outlooks in life.

They are expected to be more

energetic and inclined to engage in more active pursuits. Therefore,
the way that we will package the coach tour and what will be
included in the programme will have to be more imaginative and will
have to be adjusted to suit the requirements of this market.
I believe that the tours will be very sustainable in the future, because
if you could imagine a person in their mid 50s, mid 70s, or, 80s on a
luxury coach tour where they are shown the highlights with no risk,
staying in high quality accommodation and being well fed, with no
personal risk, then that will always be a good experience for the
tourist. The ‘no risk’ aspect is an important factor in the climate that
we live in today, also, driving in Ireland on the other side of the road
and the wrong steering side, is an issue and a factor for Americans,
and tourists will opt for comfort on a coach instead (Brian McColgan,
CEO Abbey Travel).

This view is supported by another interviewee:
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The tour market to Ireland is very sustainable and has widened to a
younger audience in two ways. The first is the traditional image of
young and old, i.e. the so called ‘baby boomers’, the 55-65 age group
now seem to be acting like 45 year olds, so, even though they may be
up there in years, the reality is that they are participating in a lot more
activities and are in themselves much more active than might be
expected.

On our coach tours there are a lot of people going on

honeymoon, and they are using the coach tours as a means of getting
around the country in a trouble-free and safe manner.

The coach

tours are hassle free and are comparable to going on a cruise, i.e.,
everything is taken care of.

People find comfort in this type of a

holiday and they don’t have to worry about anything,
accommodation, transport, food etc.
(Brian Stack,

like

There are no risks involved

President CIE Tours 8& Chairman US Tourism

Confederation.

A large part of the America market is quite old. It can cause problems,
particularly if an older traveller requires a car. Many companies have
a cut off age of 70 years old, and this is a disadvantage, because
many of the tourists consider this to be young. The car hire companies
will not hire a car to that age group.

Many many times we have

frustrated travellers begging us to do something for them so that they
can hire cars. Sometimes we can get a car for them, but, there will be
an additional charge to the insurance company. At the present time
many of the American travellers are over 65 years old travelling to
Ireland. They are on good pensions and they are financially viable.
This age group are more likely to book coach tours as it is easier for
them and they don’t have to worry about the transport issues.
Everything is taken care of from them, leading to a hassle free
holiday. The independent American traveller tends to be younger in
age, and more adventurous (Conor Buckley, CEO 12 Travel).
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While the tour operators are important to Ireland as a destination some
interviewees expressed the opinion that the tour business, particularly, the
coach tour business has become more difficult:

CJE Tours is the number one operator of tourist to Ireland; the number
two operator is Drovas, followed by Trafalgar tours. The year 2005,
proved to be a very tough year. The 2004, was our best year ever.
While our escorted tours are holding up well, our fly-drive, or
independent travel business is down by 30 per cent not just with CIE
tours, but right across the board with all the competing operators.
This drop is directly related to travellers who go to Ireland
independently experiencing the cost of the euro directly. In terms of
revenue our coach tour business in on line with 2004, but we are
down in passenger numbers (approximately 6 per cent).

Our

competitors are also down and many of the small operators are worse
off. The negative publicity regarding the euro has contributed to this,
and the fact that Ireland is a very expensive destination (Brian Stack,
President CIE Tours & Chairman US Tourism Confederation).

The coach tour market has probably declined a bit, because the ‘new
youth’ of the older market don’t want to go on the coach tours. They
still feel that they could go on a fly-drive themselves, whereas before,
they would have been drawn to the coach tour. The age group that
took the coach tours previously are now doing different things. There
is a kind of younger feel about it. The same age group people feel
younger now and more independent. They are doing their own thing.
For example, a 65 year old in the past would only take a coach trip,
but now they don’t want to do a coach tour anymore because they
want to get a car and do their own travel independently. They are
much more independent travellers, what are referred to as the FITs
(Orla Carey, Communications Manager, Tourism Ireland, New York).
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I believe that the tour bus business has dropped dramatically and that
the FITs have increased since the terrorists’ attacks of 9/11.

This

change has come about as a result of the type of American who was
previously taking a bus tour.

Traditionally, the blue collar workers

take bus tours, whereas the white collar workers tend to visit Ireland
through other means and would rather not travel by coach. In my
opinion, many of the blue collar workers who used to take a bus tour
now believe that if they are part of a group holiday, they are much
more conspicuous together. Americans are paranoid, but, they believe
that if they go as independent travellers they will be much less
conspicuous. While travelling independently, it is much more difficult
for one to know if the tourist is rich, or, poor, or, what their
backgrounds are as such.
I believe that while touring generally, Americans who come on buses
are shunted around like cattle from A to B. From the golf perspective,
all golf is customised and Americans are not touring, because you’ve
got so many varieties of golf courses. Players pick where they want to
play themselves.

These players hire cars or they get ground

transportation, chauffeur driven buses and so forth If, for example,
golfers initially enter the country through organised travel, the next
year you can be guaranteed that they will come and do a DIY tour,
because they know that SWING will organise the golf and that they
can pick the courses, and the particular courses that they like to play
etc (Paddy O’Looney, CEO SWING).

The industry has experienced some changes in the market and there
are underlying factors for this, for example, escorted tours were
hammered post 9/11, but I believe that we have been recovering
since. The year 2005 appears to be doing quite well this year. Irish
tourism is in recovery in the United States at the moment. Those who
embark on tour groups generally consist of an older audience. The
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‘spend’ by Americans on the tours generally includes the high-end to
medium-end market. Some clients also include low-end, but not too
many (Paul OToole, CEO Tourism Ireland).

/ believe that the escorted tour segment is growing at a slower rate

now than previously, as consumers in the United States are changing
their methods of booking as a result of the increasing use of the
Internet as a booking tool, and also with the increase of independent
travel (John O’Donoghue, T.D., Minister for Arts, Sport and Tourism).

/ think the concept of the coach tour is dying and this needs to be

addressed. As a result, I think some of the operators are re-inventing
the product and adding value to it; such as more castles days for
instance, and more luxurious accommodation again, enhancing the
product and giving it a more upper market feel.

I believe that the

whole product will have to move up market in order to survive in the
future

(David

Boyce,

Vice

President

of

Advertising

&

Communications, Tourism Ireland, New York).

I believe that the Americans are not taking as many tours as
previously and that there is a big move away from tours in general,
but, this segment is still a very important one. I believe that the tours
will be sustainable in the future as the United States continues to
“grey”. The Irish product is a very suitable one for the older American
tourist (Pat McCann, CEO, Juiys Doyle).

In the United States we’re an aging population, so you’re going to get
the geriatrics travelling to Ireland, but most are well-educated and
looking to continue their learning. We know that we have more money
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and leisure than our children may probably ever have, and for that
reason we tend to ‘spread the wealth’ by taking our grandchildren on
trips. That’s becoming quite common and should be of benefit to the
tour market (Ruth-Ann M. Harris, Adjunct Professor of History and
Irish Studies, Boston College).

The empirical findings affirm that the tour operators enjoyed much success
in the past, but that their growth rate has slowed as a direct result of the
increase in the fully independent traveller.

Interviewees still believe that

the tour operators contribute substantially to the Irish tourism industry
and are not to be underestimated.

4:3.2

The Modus Operand! of Tour Operators
in the United States

The findings from this research indicate that the tour operators have solid
structured plans in order to target the American tourists.

Many of the

operators carry out extensive marketing in the American market, in order
to target the tourist and stimulate them to embark on an Irish holiday
through the extensive facilities that they have on offer:

CIE Tours International is an American corporation. It specialises in
tours to Ireland and Britain. Eighty per cent of our efforts are directed
towards bringing Americans to Ireland and 20% to Britain.

Our

company is totally focused on bringing Americans out of America.
Bringing tourists to Ireland is our number one priority. We have been
bringing tourists for 73 years. The company was chugging along until
I became President in 1990. We changed our organisation and we are
now a totally marketing focused organisation. Everything we do is
marketed, even our sales team (we have 10 sales managers
throughout the United States).

These managers specialise in
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developing group business for Ireland and Britain and they keep in
touch with the top producers in the travel industry.
CIE Inc, is the number one user of Shannon Airport, Ireland. We are
also the number one user of Aer Lingus, and the number one user of
venues such as Bunratty Castle in Co. Clare and the Great Southern
hotel group and Jurys Doyle group filling them with American tourists.
We are also the number one user of Bed and Breakfasts in Ireland.
Without American tourists, Ireland would find it very difficult to fill bed
nights, venues, air seats, resorts etc. A great deal of our magazine
advertisements are focused towards Irish-Americans as they are our
business. Our Internet advertising is broader based (Brian Stack,
President CIE Tours 8& Chairman US Tourism Confederation).

At Abbey Tours we do three fundamental things.

We do extensive

marketing of destination Ireland and the products therein. Secondly,
we convert the subsequent enquiries that we get from the travel trade,
(we operate business to business), and our challenge is to convert the
opportunities that we get against destinations such as Scotland,
Norway or, wherever, into confirmed business for Ireland. The third
thing we do is we operate and arrange all the travel needed. In 2004,
we handled 68,000 people and we are the largest privately owned
incoming operator. We have three types of business: group business,
conferences and corporate business and then we also cater for the
individual traveller.

Our major markets are in Continental Europe,

with 14% of our business coming from the States. In order to sustain
the business in the future, I believe that it will be necessary to include
Ireland in a European package. For Americans who travel all that
distance, it might be more enticing to do a tour of Britain, Scotland and
Ireland, or include Paris if necessary. The problem is that there aren’t
enough established credible tour operators featuring Ireland, so I

326

believe that we need Ireland the product to feature more in the
distribution system.
I believe that there has got to be a greater distribution system within
tour operators, and I think we have got to ensure that there are
enough people distributing and selling Ireland. The reality is that the
people selling Ireland in the American market on a tour operator basis
effectively haven’t changed over 30 years. So there is no new strong
operator, for example, if you take the big tour operator who is selling
Norway, or anywhere in Europe, but not selling Ireland in the United
States, they have a capacity to bring 4,000 or 5,000 people for an
average of 10 nights, that’s 40,000 bed nights; that is what we need
to target. We need to tap into this competition and get these bed night
into Ireland (Brian McColgan, CEO Abbey Tours).

We are an inbound tour operator, to Ireland so we bring people in from
the United. States of America, Europe and Japan. The United States
market makes up 70% of our business, 25% of our business is
European and about 5% is Japanese.

The vast majority of our

business is American and this is an important market for us.

We

customise vacations for them. They find us through our web-site. All
of our bookings and marketing is done through the web-site. They log
on and look around and see what appeals to them. We have 2,000
web pages of information about Ireland on our web-site. All searches
engines point to the site. One hundred per cent of our bookings come
through the site. It is not a booking engine. It all comes through the
site on a form and them we follow up on that.
We also have a free-phone number. We follow up and custom build
whatever type of tour that they want.

We do flights, car hotel, and

arrange the entire itinerary for them. For example, we book activities,
such as cabaret at Bunratty Castle, and so on. Whatever their needs.
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we aim to satisfy those needs and wants. We look after the medium
to high-end market. We book three-star to five-star hotels, whatever
their preference is, but we don't book hostel accommodation. We do
accommodate cycling, and horse-riding, and walking tours which are
also popular. Golf is very popular and we book tee times ourselves for
our clients.

We offer a complete package and are enjoying good

success (Conor Buckley, CEO 12 Travel).

Nearly 100% of Butterfield & Robinson’s business comes from the
American market.

We also work with a small number of Canadian,

British, Australian, and Brazilian clients.

Butterfield & Robinson

tends to attract a well-travelled and well educated clientele. Often,
because of our prices, (which are high-end), clients tend to come from
fairly affluent backgrounds. What was once a very athletic client base
has now grown to include those who enjoy moderate activities, but
who also wish to be pampered on their trip and the average age of the
traveller is slowly increasing within this demographic.

The service

that we offer is very comprehensive, although we avoid booking flights
for our clients. We do handle all other logistics of the departures for
the clients.
We provide guides and equipment, and we take care of all
accommodation, baggage transfers, and most meals while on the trip
to Ireland.

Although we offer package departures, and often with

stratified prices based on levels of accommodation throughout the
itinerary, we would consider the travel experiences we provide to be
high end.

Our competitors are other American, or European Active

Travel Companies such as Backroads, VBT, and Trek Travel. We also
do our best to accommodate any special requests made on the trip.
For example, we encourage our cyclists to play a round of golf or to go
on a fishing trip while they are staying with us at out of the fishing
houses of Ireland for example.

We will then accommodate their

328

schedules to make that happen (Tim Pollock, Director of Operations,
Butterfield 8& Robinson Tours).
Strategic targeting of the American market is paramount for the success of
the tour operators who bring American tourists into Ireland.

Many use

specific targeting strategies such as running promotional campaigns in
order to target the Irish-American market, while other operators engage in
mass marketing;

At CIE Tours Inc, we engage in a lot of advertising.

We spend as

much on advertising as Tourism Ireland. We advertise on magazines,
newspapers, radio, Internet, e-blasts, public relations, etc., in fact, we
do an enormous amount of public relations also. We focus our efforts
on mass marketing in one way, but in another way a lot of our
advertising is directed towards the target market. A great deal of our
magazines advertisement is focused towards Irish-Americans as they
are our business. Our Internet advertising is broader based. A lot of
people who are interested in going to Ireland would have some
connection with Ireland already through ancestors and are already
predisposed to thinking about Ireland, or, have Ireland in their minds
as distinct to travelling to any other location (Brian Stack, President
CIE Tours & Chairman US Tourism Confederation).

We target the American tourists on a business to business basis. We
target the tour operator and the specialist travel agent. In the United
States, we operate person to person sales trips, by going directly to
meet the clients, and building a rapport with then. We do e-marketing
where we send newsletters and e-signs to make people aware of
what is available in Ireland, what value there is, and what
programmes and packages are available at any particular time. We
bring the tour operators on inspection visits to Ireland to show them
around depending on their particular sectoral interest. If the guy is a
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corporate buyer and requires only a Western type accommodation
standard, then we only show them that type of accommodation. If the
person is a normal group tour producer we bring them to view
competitively priced good quality 3-star hotels (Brian McColgan, CEO
Abbey Travel).

We use many different strategies. Sometimes it is trial and error, but
we access the market through all the tourist board publications that go
out in the American market.

Our advertisements are in all those

publications. We do a lot of search engine optimisation in the Google
and Yahoo search engines and we do a lot of paper click hits. Google
and Yahoo are big advocators of this style of advertising. Paper click
is where you bid on a search term, for example, if one put in a search
for Ireland vacation/Ireland holiday/trips to Ireland etc., we bid to be
in there, so that our web-site would pop up on the right-hand side of
the screen, where Google would have their ads. You only want to pop
up for the relevant search words. We try to fit a certain criteria and
we put a lot of money into that, and follow it up by tracking it to see
how it is performing.
The more you pay for this facility determines the position that you get,
e.g., first, second, third position etc. The more you pay the higher up
you go in the search engine hits. It can be very expensive, but for our
company it is certainly worth it.

We also feature on complimentary

web-sites and we do some trade shows also. We aim for the general
American market; even though we find that the majority ofpeople who
are interested in Ireland as a destination have Irish roots. We have an
extensive web-site and all searches engines point to the site (Conor
Buckley, CEO 12 Travel).
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Butterfield & Robinson uses a number of different methods to target
the American market, but lately, word-of-mouth has been found to be
stronger than ever.

Every year we publish several brochures for

distribution via post, as well as a monthly e-mail campaign to those
names within our database. Butterfield & Robinson also pairs itself
with other business which might attract the same type of clientele. In
the past we have worked with companies such as Viking Appliances
and LA Sports Club.

We also encourage writers from larger

magazines to write about our trips while they are experiencing and
are enjoying travelling to Ireland on one of the trips with us (Tim
Pollock, Director of Operations, Butterfield & Robinson Tours).

The tour operators who work in the American market act as ambassadors
in America for hotels in Ireland.

As the market in the United States is

extensive, Irish hotels gain the added benefit of being sold directly through
the tour operators to the American market, in comparison to trying to fill
their rooms through direct marketing:

The United States market is such a vast market where penetration is
almost impossible. One could put hundreds of thousands of euro into
it and get nowhere. Ballynahinch advertises in the American market
on the one hand through the tour operators, through the manor house
hotels, but we also tackle the market through our lifestyle promotional
work. The only reason that I remain in Manor Hotels is to take care of
my tour and travel industry, because there are so many contacts, and
contracts there that one would have a whole ledger to run it. When it
comes to marketing our product, I use the tour operators through my
marketing group, and I do a lot of marketing through lifestyle. I get a
huge amount of coverage internationally as a result of the operators,
through television, radio and magazines and most of it is driven by the
associate product of the fishery on the estate, the gardens and so on.
Obviously, when we get the tourist through the tour operators we have
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to back up our promise and deliver quality, from the hospitality to the
accommodation to the kitchen (Patrick O’Flaherty, Hotel Manager).

We target the American tourist through the tour operators, Tourism
Ireland, the Internet, Global Distribution System (GDS), Incentive
Houses, Travel Agents to mention just a few of the avenues that we
use to target the United States tourist market. The GDS was set up
and controlled by the airlines many years ago to facilitate travel
agents booking airline tickets. This developed over the years and now
it includes facilities for travel agents to make hookings in hotels. It is
a bit like the Internet, but not as flexible; but, it is still very important
in producing business across the world. The Incentive Houses provide
services to companies to help them to look at ways of rewarding
employees, distributors, etc.

They cover a wide range of activities,

including specialist holidays. It tends to be high volume and high rate
business, so it can be very rewarding. The United States is the key
source of this business (Pat McCann, CEO, Jurys Doyle).
The tour operators are a distinct asset to the Irish tourism industry in the
United States market, as they engage in extensive marketing and
promotions of Ireland there.

They are also a vital component in the

promotion of the hotel sector, as they ensure that the hotels gain access to
this vast market through their promotions and incentives.

4:4

The American Tourist Market

In this section the views of the interviewees are given in relation to the
American tourist and Ireland; their importance to the Irish tourism
industry and what they require from Ireland as a destination.

The data

findings are examined under the following subheadings:
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The American Tourist and the Irish Tourism Industry
The Needs and Wants of the American Tourist Market
Americans Travelling to Ireland to Play Golf
The Importance of Competitiveness for the Irish Tourism Industry
The Contribution of American Tourists to Ireland

4:4.1

The American Tourist and the Irish
Tourism Industry

This research has found that the American tourist is vital to the Irish
tourism industry. While it is possible to sustain the industry in the short
term without Americans, the viability of the long term outlook would be
unrealistic without vAmerican tourists:

American tourists spend more money, stay longer and buy more
luxury goods and are vital to our Irish tourism. I don’t think that it will
be difficult to sustain the current numbers of American tourists coming
to Ireland in the future, if the industry is careful (John O’Donoghue,
T.D., Minister for Arts, Sport and Tourism).

The per visit spend is much higher from the United States than from
any other destination, also, a lot of Americans coming to Ireland are
more likely to travel outside of our capital city, Dublin and into the
regions, than other tourists (Paul OToole, CEO, Tourism Ireland).

/ can’t see any difficulties in sustaining present numbers of American

tourists to Ireland.

The outlook is very good for the Irish tourism

industry (Conor Buckley, CEO 12 Travel).
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According to the European Travel Commission in America, 2005 will have
seen a large number of Americans travelling to Ireland.

This view is

supported by many of the interviewees in this study:

The commission have estimated that 14 million American tourist will
visit Europe in 2005. American Express the largest American travel
agent has confirmed this also. 2005 is expected to be a record year for
the number of American tourists travelling to Europe (Joanne Hogg,
Partner, Rain Hospitality).
Minister O’Donoghue concurs:
We are expecting that 2005 will have been a record year in relation to

American visitors to Ireland. Our aim is to bring in 1.1 million American
visitors into Ireland. I think that we are on course to do that. The United
States market is second only to Great Britain in terms of its importance to
the Irish tourism industry.

The United States accounts for 12% of all

insitors to the island of Ireland and 16% of all holidaymakers.

The

United States visitor tends to stay longer (9-10 nights on an average
trip), and is always a high spender.

The average spend per United

States visitor in 2003 for example was €889 and the total revenue from
United States msitors that year accounted for 22% of all overseas visitor
revenue. While it is true that the United Kingdom market delivers the
highest number of tourists to the island of Ireland (63%) and
subsequently the largest proportion of overseas revenue to the island
(46%), the United States visitor is still the highest spender per head
spending on average two and a half times that of our United Kingdom
visitor €812 as opposed to €338 (John O’Donoghue, T.D., Minister
Arts, Sport and Tourism).
Other interviewees suggest that it is important not to become complacent
and take the United States market for granted as they are other
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destinations that are available to this market.

Americans are a very

valuable asset to the Irish tourism industry;

Americans need to hold passports to travel, and Ireland isn’t the first
destination choice for Americans when visiting in Europe

(Paul

OToole, CEO Tourism Ireland),

When one looPzs at statistics one must be very careful in terms of how
you measure the number of Americans visiting Ireland, because I
believe that there are two types of statistics provided by Tourism
Ireland and Fdilte Ireland. One is visitor numbers, which one has to
be very careful of because, when you travel back you are a tourist in
that definition. The other one is the holiday maker, that ‘promotable’
segment that is really the tourist who takes a coach tour, stays in a
hotel, or, drives a car.

Now that segment in my opinion has

decreased, therefore, I believe that real tourism from America has
decreased. Or at the very best has not kept pace with the expansion
of the product. In my opinion, Europe has experienced more steady
growth than Ireland, and my theory is that the American business has
not increased. Ireland has been unimaginative in how it’s marketed
the product in the United States and I believe that we have lost it.
I think we are losing market, not dramatically but you know
incrementally. I believe that what has happened is that most of the
people that travel from the States, tend to like to buy packages, for
example they will buy a cruise somewhere with return flights, so, they
will also buy programmes or packages, for groups or individuals to
travel to Ireland. I don’t think the tour operator base that we have in
America is dynamic enough, to increase the business, as it hasn’t
changed in over 30 years. Some of it is good, but it needs to be more
dynamic and I don’t think that the range of products we offer reflect
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what is currently available in Ireland for the American tourist (Brian
McColgan, CEO Abbey Travel).

The average length of stay by United States visitors is 9-10 nights, so,
it is important that we never become too complacent about the market
(John Power, CEO, Irish Hotel Federation).
According to the Minister for Tourism, the tourism industry in Ireland is a
vital part of our economy, and the American tourist is a significant
contributor to the industry on the whole:

Tourism is now big business. Tourism is the single largest indigenous
service industry that we have in Ireland. Tourism has changed from
the 1950s image of the ‘Quiet Man\ The old fashioned image of the
donkey carrying the baskets of turf is well gone. We need a lot more
today to sell Irish tourism. Irish tourism generated 5.2 billion euro in
2004 with 4 billion of this was foreign revenue. Although Ireland has
changed from the 1950’s many practices have not. It is vital that the
industry responds to the competitive environment in which it operates.
Where we are, and whom we are, is not a strong enough enticement to
attract the American tourist to holiday in Ireland. We must offer more.
It is also important that there appropriate cooperation between the
tourism bodies (Fdilte Ireland and Tourism Ireland), and the Regional
Tourism Authorities. Price Waterhouse Cooper have just undertaken
and forwarded a report to Fdilte Ireland regarding the integration
between the bodies and the regional tourism authorities.

The

Government has given the highest spend to date to the tourism
industry in 2005 namely — €127 million

(John O’Donoghue, T.D.,

Minister for Arts, Sport and Tourism).

Another interviewee concurs and offers:
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Americans are spending a lot in Ireland.

The spend of Americans in

2004/2005 was in the region of between €750 and €800 million per
year in Ireland. That is quite a large amount of money and a significant
contributor to the Irish economy

(David Boyce, Vice President of

Advertising & Communications, Tourism Ireland, Nev^ York).

If we do things right and treat the American tourist correctly, we will
always have Americans travelling to Ireland. There will always be an
interest in Ireland from an American viewpoint

(Brian McColgan,

CEO Abbey Travel).
This view is supported by another interviewee;

Most of the Irish-Americans are doing pretty well and a lot of them
travel to Ireland very frequently.

They have the funds and the

resources to do so. Whether the marketers need to spend the same
amount of time on them because they are coming back anyway
remains to be seen. These Irish-Americans bring back together ties
with family and continued friendships. In the future, the thing would
be to capture their children as an obvious target market and that is
the challenge, but I believe that they will come back to Ireland
anyway. A lot of migrants now actually come back virtually every
year, or, a couple of times maybe because air travel is cheaper
(Piaras Mac Einri, Former Director, Centre for Migration Studies,
U.C.C.).
The findings in this section affirm that the American tourist is an important
component of the Irish tourism market.
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4:4.2

The Needs Wants and Trends of the American
Tourist Market
Tourism Ireland has to satisfy the needs and wants of the market and
they also have to generate additional interest for Ireland
(Patrick O’Flaherty, Hotel Manager).

In order to prosper in any market it is paramount that the marketer
understands the needs and wants peculiar to that particular market. This
research has found that Americans enjoy partaking in particular activities
while holidaying in Ireland, but American needs and wants are changing in
line with worldwide trends:

Americans love food and this is another asset that Ireland has to offer.
We have many food fairs and festivals throughout the country and
such festivals need to have more attention drawn to them.
festivals add real value to an Irish holiday

Such

(Joanne Hogg, Rain

Hospitality).

Tourists spend 20 per cent of their money on shopping and 20 percent
on accommodation.

Shopping is very important.

Tourists are

spending about 20 per cent on shopping and a great number of
retailers are benefiting from this. So there are a lot of businesses that
benefit from tourism, but do not get involved in the marketing of it.
Golfing is very important to the market.

If you look at what an

American tourist wants, you will find that many of them also like to
have a choice of staying in nice bed and breakfasts as well as nice
hotels. Therefore, we need to build on this market.
Targeting this market is vital in building back the bed and breakfast
market and to disperse more tourists in the country. Self catering is
also very important and the majority of United States visitors who use
self catering are backpackers. They fly into the United Kingdom and
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then on to Ireland. They come on cheap flights, but, cheap flights are
not available at the weekends. But if you look at the self catering
accommodation you will know that it starts on a Saturday and ends
on a Saturday. This needs to be looked at, addressed and changed.
We need to have the scope to staH and finish in the middle of the
week. This will then offer us a completely different target market. We
have to give the tourists what they want (Maura Moynihan, CEO,
Cork-Kerry Tourism).

Worldwide trends for travellers including Americans are changing.
Convenience and value for money are increasing highlighted as issues
that have to be addressed. The habits are changing in terms of the
type of accommodation required. Obviously, Ireland has responded to
that because we have alot of luxury accommodation available in the
market and this is for the American tourist, but as the market grows, it
is not going to be fust a complete high-end market. It is important to
get a mix right across the board. The American visitor like other
visitors is now prepared to consider Ireland for a four to five day
break that might be termed a short break, instead of coming to Ireland
for a week, or, two week break. It might be a short break, a general
short break, or it could be a golfing break or something like that. So,
the length of stay is decreasing.

People are more prepared to fly to a destination to holiday for shorter
periods and we in the industry have to respond to the changing needs
and wants of the market place. The model that Aer Lingus is applying
in the market place has won them much praise because they are
encouraging people who don’t have the same discretionary income to
consider Ireland as a holiday destination. This segment of the market
would probably never have considered Ireland before, but, now they
can because access is cheap. So the consumer is changing in terms of
becoming more sophisticated, becoming more aware of other choices,
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more demanding in terms of quality of service and changing their
habits in looking, planning and buying (Paul OToole, CEO, Tourism
Ireland).

Yes, I believe that the needs and the wants of the American tourist
have shifted and changed. Tourism Ireland carries out research on an
ongoing basis and they then identify the changing needs and wants of
the American market place.

Their advertising and marketing plans

and campaigns are then revised and adapted to reflect this change in
the target audience. Tourism Ireland is now partaking in high-profile
advertising campaigns in prestigious broadsheets such as the New
York Times, prime time television and in a range of upscale travel,
lifestyle and golf magazines. They are trying to attract the more
discernible, slightly older tourist, who is well educated and with a
high disposable income.

Tourism Ireland is no different from any

other multinational company in the way it identifies its market and
thus implements its marketing and advertising strategies in order to
promote its product, Ireland

(John Power, CEO Irish Hotel

Federation).

Like all markets, all needs and wants are changing and we will all
have to adapt with both product and marketing strategies alike (Pat
McCann, CEO, Jurys Doyle).

I think that the needs and wants of the American market have
changed, particularly in relation to the type of accommodation
required. I would say their expectations have changed. In the past
one was always hearing about Americans coming to Ireland and not
being very happy because the hotels rooms were small, the beds were
small and generally dirty.

There was no luxury.

That was where
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Ireland fell down in their eyes as a destination. Today, our hotels are
as good as anywhere else in the world. That was redressed really
because we came up to the standard, as a result of the demands and
needs and wants in the market place. Nowadays, we have so many
five star luxury facilities available in the market place; we have the
product, now all we have to do is find the Americans to fill them. Who
else is going to pay that kind offee? I know the K. Club for example,
is €400 to €500 per night for a room. An Irish person probably isn’t
going to pay that kind of money. It’s a joke. The Irish are going to go
to the sun instead (Paddy O’Looney, CEO SWING).

The needs of the American tourist are constantly changing. People
have different expectations.

It is an ever changing market place.

Every year CIE tours Inc change the content of our tours and offer new
products in order to make it interesting for our clients and to respond
to the needs and wants of the market place. It is vital for us that we
deliver on our product, respond to the market, and that we are
creative and innovative

(Brian Stack, President CIE Tours &

Chairman US Tourism Confederation).

As with all tourists to all destinations the needs and wants of American
visitors are constantly evolving. Tourism Ireland is currently undertaking
a review of the United States market. This review will include qualitative
research with American visitors which will be analysed to assess the
impact on our current marketing strategy, but, I believe that the needs
and wants are not changing that much People pace and place have
always been the hallmarks of Irish tourism and if we continue with the
high standards that we currently have, and, continue to present them
with value for money while they are here in Ireland (and of course there
is always the attraction of the ‘homing bird attraction’), we will hopefully
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satisfy the needs and wants of the American market (John O’Donoghue,
TD, Minister for Arts, Sport and Tourism).

The service levels are increasing all the time as a result of needs and
wants in the market place. In my view, the particular current need
and priority in most world markets is value for money and there has
never been a greater emphasis on value for money, because pricing is
utterly transparent. You can find out what a hotel costs in any part of
the world with the click of a button on the Internet so, there is a needs
for good value for money, and good assurance.

Ireland is not

necessarily a cheap destination, but we are not necessarily an
expensive destination either. The key elements are the access cost of
getting here, which has come down, the accommodation and the cost
of the overall package.

Those elements I believe are competitive.

What is very expensive in Ireland is the daily cost of living, items such
as teas, coffee, sandwiches, cakes etc. I believe that eating out has
become very expensive. We are not going to compete with the $499
cruise, or, the weekend in Florida, or, a trip to Los Vegas, but in terms
of the overall Europe market, I believe we are reasonably competitive
(Brian McColgan, CEO Abbey Travel).

If only we had the means to satisfy the demand in the market place in
a more competitive and direct fashion, it would be of great benefit to
the Irish tourism industry (Paul OToole, CEO Tourism Ireland).

We are in business for almost six years, so, I think that over the past
number of years the trends have been similar, but the coach tour
business has declined slightly, maybe tourists are becoming slightly
more independent, and therefore there is a change there is the
demands of the market (Conor Buckley, CEO 12 Travel).
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One interviewee believes that the time has come to re-evaluate the
promotional activities undertaken by the tourism authorities as it is
considered that the needs and wants of the American market are changing:

As value for money becomes more important, American travellers look
towards holiday destinations where they will find a range of activities
and experiences.

Tourism Ireland has thus had to re-evaluate its

promotional activities in the US, and in an effort to embrace this ‘new’
American visitor profile, it has initiated a raft of special interest
Tourism plans for 2005. Fdilte Ireland therefore, (who are responsible
for the development of the Irish product) has identified 12 main areas
that are important for the development of the product ‘Ireland’,
namely: business tourism, sports tourism, walking, golf, EFL (English
as

a foreign

language),

angling,

heritage/culture,

wellness,

equestrian, cycling, and cruising and sailing. These specialist interest
activities have a very important role to play in the sustainability of
Irish tourism.

In association with the fact that the average United

States tourist in Ireland will spend around €850 during their stay,
whereas the average UK tourist will only spend €350, specialists in
the aforementioned activities have a higher than average spend for
example, the average spend per golfer is €915 versus €720 per
general visitor.

Issues affecting Ireland's special interest products

cannot he isolated from the business factors that are affecting tourism
in general. Issues identified elsewhere, such as changing markets
and consumers, value for money and competitiveness, declining Irish
welcome, sustainability, etc., all affect Ireland's positioning as a
destination for special interest activities

(John Power, CEO, Irish

Hotel Federation).

The American tourist market is particularly interested in travelling to
Ireland to play golf.

The next section outlines the salient quotations in

relation to American tourist and the Irish golf industry.
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Americans Travelling to Ireland to play
Golf

4:4.3

This study has found that golf tourism is one of the fastest growing areas of
the tourism industry in Ireland and that approximately 200,000 visitors
come to Ireland annually to play golf.

Many American tourists come to

Ireland specifically to play golf:

Irish golf courses need American tourists in order to survive (Orla
Carey, Communications Manager, Tourism Ireland, New York).

Golf is a niche product and it is important as a component of all the
sectors of leisure that the Irish tourism industry has to offer {Brian J.
Murphy, Vice President, Sales
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Marketing, Aer Lingus, USA).

The golf industry in Ireland is worth €175 million per annum to the
Irish Tourism industry. For example, for every one euro that is spent
on green fees, there is a multiple of ten spent in the Irish economy.
That is why Denis Brosnan initially established SWING. He believed
in the whole golf philosophy.

I believe that the average American

travelling to Ireland to play golf would he income wise and would he
in ‘middle of the road’ jobs. I am referring to the WASP (White AngloSaxon, Protestant), of course we also have very high-end golfers also
and these are very important to the market (Paddy O’Looney, CEO
SWING).

Approximately 200,000 golfers visited Ireland in 2005, from the
United States of America.

This shows the potential for sporting

tourism and golf tourism. This will be even more marked especially
after we host the Ryder Cup in Ireland (Breifne O’Reilly, Economic
Councillor, Embassy of Ireland).
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We satisfy all demands in the tourist market place, therefore, we also

handle some individual golfers on our tours from America, as golfing is
as popular as ever for the American tourist (Brian McColgan, CEO
Abbey Travel).

Many golfers return to Ireland more regularly because they like to play
on Irish golf courses. In my opinion, golfing groups return to Ireland
more often than other groups with other interests. The reality is that
there are only a small percentage of general tourists that visit Ireland,
as most tourists who travel to Ireland have a purpose in visiting. Of
the general tourist market that purchases a coach tour, only one in six
of those return to Ireland

(Brian Stack, President CIE Tours 86

Chairman US Tourism Confederation).

Golf is very popular among the American tourists who travel to
Ireland. We offer a facility whereby we book whatever courses they
require in advance of their trip. We can also offer an entire golf tour
package for them (Conor Buckley, CEO 12 Travel).

With the exception of golf, niche tourism products (fishing, walking,
hiking etc) have all been under pressure.

There are a number of

issues that reflect that. People’s lifestyles have changed. The number
of specialist anglers or people who enjoy fishing are limited.

Golf

tourism has held up reasonably well and equestrian at the high end
has also held up reasonably well. Product issues, competitive issues
and lifestyle issues all impact on the leisure market (Paul OToole,
CEO Tourism Ireland)
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Tourism, overall, from the United States is growing as are the niche
products such as golf tourism, albeit at a slower rate

(John

OTJonoghue, TD, Minister for Arts, Sport and Tourism).

Golfing is very important to the Irish tourism market In 2005; we did
a golf guide specifically to target the golf tourist

We are always

looking for ideas from local people and the locality, in the general
areas of golfing, angling, sailing, walking, and cycling.

Golfing

attracts a lot of tourists and in the past we have received a lot of
feedback and complimentary letters and praise from the tourist
(Maura Moynihan, CEO, Cork-Kerry Tourism).
This research has found that although golf remains a major incentive to
travel to Ireland, it will be vital in the future that the golf industry remains
competitive. In the short-term there may be a need to address some of the
pricing issues, so as to remain competitive and sustain competitiveness
into the future;
/ believe that price is a major deterrent and threat to the future of the

golf industry. We are too expensive. The perception is that the higher
the green fee, the more upmarket and prestigious the golf club and I
think that is a farce and complete rubbish. High green fees, equals
prestigious golf courses, however, I am going to toss that on its head;
for example, if you take Ballybunion Golf Course, in Co. Kerry, which
is the sixth best golf course in the world, the green fee there is €135.
The Old Head of Kinsale, in Co. Cork, by comparison, has a green fee
of €250, and I believe that it cannot compare to the course at
Ballybunion. This is bad for business. I am afraid that if we are too
greedy in the golf industry that we will lose the American golf tourist
to the European golf courses. From our perspective, in Kerry where
we are supplying a golf destination we are losing huge market share
to courses further up the coast to other links which are comparable to
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ours, even thought the infrastructure might not be as good as Kerry.
One can play golf in Inishcrone, Co. Sligo, for example for only €50 as
opposed to €160 in Kerry. If tourists become price sensitive we are
going to run into enormous difficulties.
When we started off our operation in 1986, there were four
components of the golf package: access,

transport & ground

transportation, hotel accommodation and golf

The golf was the

smallest cost part of the package amounting to about 25% of the
overall cost. Now, golf it is the most expensive component of the trip.
The airfares have come down in price, the hotels have come down to a
certain extent, but the green fees are increasing. The price of golf is
going to have to come down too.

Competition from Europe will

inevitably drive it down. The actual cause of green fees inflation has
been the advent of all the commercial golf clubs, such as Fota Golf
Course, Fota Island, Cork, The Old Head of Kinsale Golf Course, Co.
Cork, etc., because they had to charge higher green fees in order to
survive.
Prior to the commercial golf clubs coming into proliferation as they
have done since 1990s onwards, golf was very inexpensive, because
golf clubs were 'member-owner’ clubs. They weren’t there to make
money, or, a profit. They were just there to sustain themselves really.
Green fees were very affordable, but once these commercial golf clubs
came in, huge investments were made by private individuals and
consortiums.

It became apparent then that their charges were not

enough to sustain the course and it was not an economical operation.
The result was to dramatically increase the price. This had a knockon effect, and when the private golf clubs compared rates, they felt
they were loosing out and said ‘what the heck’, if these commercial
courses can charge high rates, then so can we.

The result was a

spiralling of costs which unfortunately has continued

(Paddy

O’Looney, CEO SWING).
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The empirical findings in this research affirm that the golf industry is an
essential component of the Irish tourism product. American tourists travel
to Ireland specifically to play golf as there are many choices of excellent
courses available to the golf enthusiast.

4:4.4

The Importance of Competitiveness for the
Irish Tourism Industry

I believe that all Americans are motivated primarily on perceived value
(Brian J. Murphy, Vice President,
Sales & Marketing, Aer Lingus, USA).
This research has found that the importance of competitiveness generally
in all of the product offerings for Ireland is vital to the survival of the Irish
tourism industry:

I believe that since the fall of the Iron curtain, tourism has become
more competitive.

Ireland was never perceived as a low cost

destination, and it will never be a low cost destination, but, it is still
vital that we remain competitive within our target market. To be fair to
Irish tourism, I believe that the industry is making a serious effort to
be more competitive (John O’Donoghue, TD, Minister for Arts, Sport
and Tourism).

It is vital for Ireland to be competitive.

If one were to look at the

competition in Europe and in France for example, one can see that
tourists can go down to the Dordogne and Little England in France,
where the food is gorgeous, the weather is fantastic, the wine is
inexpensive, and the accommodation is very acceptable to all. Ireland
has to compete with this and it can be very difficult

(Patrick

OT'laherty, Hotel Manager).
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Ireland has to be competitive. When Americans wish to travel, Ireland
is probably not first on their list of choices if they are looking for fun or
sun, therefore there needs to be another draw (Tim Pollock, Director
of Operations, Butterfield & Robinson Tours).

Aer Lingus is very much focused on getting better control of our costs.
This is a strategy that we intend to maintain through the future. Aer
Lingus are also very keen on changing our image, to one of a low cost
valued airline. Many people are now aware that we have achieved
significant success in competing with the low cost carriers in Ireland
and in Europe. These efforts will be sustained into the future and in
fact, our future will depend on continuing this focus and achieving and
implementing this strategy. In relation to escalating fuel costs, fuel is
a major component of airlines costs and should always be a key
element of the cost of the ticket.
Aer Lingus successfully hedged on our fuel contracts so for the near
term it is not a critical issue as it has affected other carriers. Higher
fuel costs in the future will obviously drive costs upwards. It will not
be an Irish tourism issue rather a general tourism issue worldwide. I
would predict that competitive fares at whatever level will continue to
influence the consumer (Brian J. Murphy, Vice President, Sales 8&
Marketing, Aer Lingus, USA).

Things are expensive in Ireland, but it hasn’t come through yet to the
tourist. It is just taking some time (Orla Carey, Communications
Manager, Tourism Ireland, New York).

Ireland is an expensive destination. It does not matter if a tourist goes
to France, Italy, Ireland or Spain; they still have to convert from dollars
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to euros.

Tourists are going to get a lot more value in other

destinations because things are cheaper than Ireland.
The statements alluding to rip-off Ireland annoyed me for a long time.
I hated the tone of it.

When I can go into a family style high street

restaurant with the tables bolted to the floor and no silver ware, with
a waitress who has no idea if they have a wine list, not to mind what
the dishes are and spend the equivalent on dinner as I would spend
here in my fine dining restaurant, then, I think that we have an issue
here. I think that many of these restaurants are over priced and that
there is better value to be obtained elsewhere (Patrick O’Flaherty,
Hotel Manager).

Tourists who are interested in travelling to Ireland will look to all
publications regarding the destination and therein lays the problem.
They look at the Irish Times newspaper for example, and many others
and they find that the newspapers are full of articles relaying how
expensive Ireland is as a destination. Ireland is the most expensive
destination in Europe, but Ireland is killing itself with its own bad
publicity.

One of the comments by the Tourism Implementation

Committee report recently was that Irish tourism from the United
States has peaked.

Now, if you have the industry speaking of

peaking what does that say about the industry? If Irish hoteliers
continue to speak in terms of Irish-US tourism peaking, I can
guarantee you that it will have peaked. I believe that the reality is
that we haven't scratched the surface of the market yet regarding the
United States potential

(Brian Stack, President CIE Tours 8&

Chairman US Tourism Confederation).

Americans tend to be positive about their visits to Ireland, but to the
extent that they make negative comments it is more likely to be about
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the cost of goods relative to the United States

(Breifne O'Reilly,

Economic Councillor, Embassy of Ireland).

There is a lot of competition in the world of tourism. Travel is very
easy now with lots of different destinations to visit. We have to be
very careful in Ireland, as our society is changing and we are
beginning to lose our natural friendly way. We can’t just continue
to sell Ireland for its beauty. We have to continue to improve our
standards and offer a better service at a very competitive rate
(Marie O’Connor, Proprietor, Inagh Lx)dge).

Every market is changing.

It would be no more difficult to retain

United States numbers than any other market. They are all difficult.
We are in a highly, highly competitive environment and we have huge
challenges in terms of trying to sustain our position.

The top

destinations within the United States market would be Italy, France,
Britain, and Ireland and Ireland would be number four on the list of
choice destinations. Therefore, one can see that the market place is
highly competitive. Those competing markets are ten to fifteen times
bigger than Ireland, and their links into the States would be huge.
France and Italy have sun, and perceptions of good food (a perception
that Ireland is trying to get), they have high points like Paris, Rome
etc.

For Ireland, we are competing as much within America as in

FXirope, because in America if you are in New York, you have 50
States from which to choose form. You can go to Hawaii, you can go
to Alaska, you can go to Canada, or Mexico. After 9/11, that certainly
did happen, and Americans tended to, and were encouraged to
holiday at home.

Ireland bucked the trend in the short-term. We

recovered most of our destinations

(Paul OToole, CEO, Tourism

Ireland).
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The Irish tourism industry is competing in a highly challenging market.
Interviewees affirm that the future of the tourism industiy will be
dependent on how competitive Ireland can remain in the future.

The Contribution of American Tourists
to Ireland

4:4.5

The majority of the interviewees agreed that Ireland as a destination cannot
survive without the continual traffic of American tourists:

American tourism is critical to Ireland’s economy (Brian J. Murphy,
Vice President, Sales fis Marketing, Aer Lingus, USA).

No country can survive without American tourists, especially, Ireland
(Paddy O’Looney, CEO SWING).

Ireland, cannot survive without the United States market.

It is a

critical pari of our revenue accounting for approximately 22%.
percentage would not be easily replaced.

This

The average spend of an

American tourist is higher than the average European spend.
Americans spend about 60% to 70% more than the average tourist.
Americans have budgets, but their budgets would be higher than other
travellers to Ireland. I believe that almost everybody who travels to
Ireland is on a budget, but not so much a low budget. Generally,
Americans like to stay within the confines of their planned budget.
For example, if they are on a $3,000 tour, they want to stay within the
confines of $3,000. If they are on $5,000 tour, they want to do the
same.

I believe that this behaviour is budget consciousness, as

distinct from budget limit (Paul OToole, CEO Tourism Ireland).
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I don’t believe that Irish tourism can survive without American
tourists. The main tourists that use the top luxurious hotels in Ireland
are United States tourists. For example, CIE Inc is the number one
user of Shannon Airport, in Ireland and of all of the major hotels and
accommodation in Ireland.

We fill these venues with American

tourists. Without American tourists, Ireland would find it very difficult
to fill bed nights, venues, air seats, etc.

Ireland needs American

tourists. The United States market is here to stay. The year 2004
was the best year ever. The future for Irish tourism is very bright; I
have absolutely no doubt about that, barring any unforeseen
circumstances (Brian Stack, President CIE Tours & Chairman US
Tourism Confederation).

I think that Ireland would find it very difficult to replace the American
market as they are high spending, and extremely good clients. They
love our product and are willing to avail of all our services and they
pay well for the privilege. Americans love what the Irish have to offer
and they remain in Ireland for approximately 7 to 14 nights. From our
viewpoint, the United States business has increased in the past four
years and has gone up from 10% to 30%.

In my experience, the

Americans mainly come to visit Ireland in the high season, which is.
May to September (Marie O’Connor, Proprietor, Inagh Lodge).

I believe that Irish tourism would not very easily survive without the
American market; because we have no replacement market for them
should they disappear.

The American tourist is important to our

organisation, representing about 7% to 8% of room revenue. In terms
of our packages, e.g., two dinner and cabaret show, the American
market is very important. Hopefully, Jurys Doyle Group can grow the
American market from the current levels, but we will have to work
very hard to achieve this ambition (Pat McCann, CEO, Jurys Doyle).
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The American tourist is very important to the Irish economy, because
the American tourist is high-spending and they tend to stay longer in
their chosen destination.

Tourists from America are especially

important for the hotel sector. Therefore, this sector would stand to
lose significantly if there were a drop in the number of American
tourists (Breifne O’Reilly, Economic Councillor, Embassy of Ireland).

The Irish tourism industry cannot thrive without a continual traffic of
United States visitors. As John O'Donoghue, Minister for Arts, Sport
and Tourism recently stated in relation to the importance of American
tourists: “American tourists represent almost a quarter of tourism
spending in Ireland each year.

Their importance must not be

underestimated’’ (John Power, CEO Irish Hotel Federation).

The American market is vital to the Irish tourism industry.

In my

opinion, I don’t think that Irish tourism could survive and definitely the
high end products would not survive without the American market.
You can probably get the market from Britain, Germany and Italy to
fill the bed & breakfast’s, but, there would not be enough numbers at
the high end, and therefore definitely would not survive. For example,
the luxurious hotels, the exclusive golf courses etc, they would not
survive without Americans. The luxury goods, the potteries, sweaters
and the crystals, Waterford etc, probably wouldn’t survive without the
Americans either. The reality is that the British, Italian and Germans
markets just don’t spend that kind of money. They just don’t, and the
same applies to their food and their accommodation, souvenirs and so
on (Orla Carey, Communications Manager, Tourism Ireland, New
York).
The importance of the American tourist in sustaining the sale of luxury
goods is confirmed by another interviewee:
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I think the numbers of Americans travelling to Ireland speak for
themselves. I believe and hear that American tourists are the biggest
spending tourists who visit Ireland.

That investment in the local

economies is important to the souvenir sellers, craft and clothing
retailers and restaurant owners etc.

(Martin O’Malley, Mayor of

Baltimore).

Irish tourism could not thrive without the American tourist. I believe
that their absence in the market would have a devastating impact
overall.

Some businesses would fair better than others, but some

would certainly be wiped out. The terrorist attacks on 9/11 were an
indication of how devastating the situation can be without Americans.
We had many cancellations, but we offered a deal to those who
cancelled whereby, if they travel with us again in the future they will
receive their cancellation fee hack again.

We had to have a

cancellation policy, because of hotel bookings etc. otherwise we would
have had to take the financial hit ourselves. A very high percentage of
the American tourists did come back again (Conor Buckley, CEO 12
Travel).
Another finding of this research study is that the Irish tourism industry in
Ireland could survive in some format without the benefit of the American
tourists, but it would necessitate many changes to the product and would
not be a desirable situation:

Although the American market is critical to the industry, Ireland is not
going to disappear if their numbers decrease. It would survive without
Americans to some degree.

There are extreme pressures on the

structures that exist already and a number of operators would not
survive without Americans, because their set up is such that they
really need the American market in order to survive.

The industry

could survive in some manner without the American tourist, but, a
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restructuring of the whole of the tourism product would be necessary.
Inevitably, this would change the product that is currently on offer to
all the markets.

In other words, we would end up with a totally

different product offering, one that would be on a different level to that
currently on offer to the American market.

In my experience, the

American market is most critical in the summer months to the industry
(Patrick O’Flaherty, Hotel Manager).

Irish tourism could survive if it had to without a continual traffic of
American visitors, but the truth is that the industry would be much
diminished

(John ODonoghue, TD, Minister for Arts, Sport and

Tourism).

The industry could survive in the short-term, but, in a substantially
weakened manner.

The big value of American tourism is that it is

long-stay, it goes to the regions and it travels mostly by a coach tour
which means you have 40-50 people on a bus. It takes 20 individual
reservations to get that. The product would have to be reviewed and it
would need to replace the business it lost from elsewhere

(Brian

McColgan, CEO Abbey Travel).
All interviewees in this section avowed the significance of the American
tourist to the Irish tourism industry. Without Americans in the market, the
product offering would be substantially different and much more limited
and restricted. The American tourists are vital during the summer months.
Americans add security and substantial revenue to the Irish tourism
industry and ensure survival of same.
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Motivating American Tourists

4:5

A variety of views were expressed by the interviewees regarding what
motivates Americans to travel to Ireland. The empirical findings in relation
to the motivators for the American market are examined under the
following subheadings:

•

Motivating Factors for American Tourists to Travel to Ireland

•

Longing and Belonging: American Ancestry and Connections

•

Bonds Between Ireland and America

•

Famine Memories and American Tourists

•

Business Connections Between Ireland and the United States

4:5.1

Motivating Factors for American Tourists to
Travel to Ireland

According to the findings of this research one of the main influencers for
Americans to choose to travel to Ireland is a belief that they will receive a
warm welcomed.

Americans also believe that they can feel at home in a

safe environment.
ancestry,

Other important motivating factors include Irish

connections and culture.

Irish ancestry is of particular

importance along with the hope of findings ones Irish roots:

There are several different things that motivate the Americans to travel
to Ireland namely; Ireland's good standing with Americans, a safe
destination, family ties and connections, heritage, easy travel, culture
and

history,

restaurants,

ancestry,

great

choices

gorgeous countryside,

wonderful Irish people

of accommodation

and

and last but not least the

(Tim Pollock,

Director of Operations,

Butterfield & Robinson Tours).
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Today, I believe that Ireland is seen as the place to be, because of
its natural beauty, culture, high standard of education; ease of
accessibility, safety, no language barriers etc. I believe that in the
past American's travelled to Ireland because they wanted to
research their family tree and ancestry also

(Marie O’Connor,

Proprietor, Hotel).

Ireland has so many attributes that motivates Americans to travel to
our country.

We have St Patrick's Day for instance.

It is a very

important day for the Irish all over the world and many Americans
travel specifically to Ireland for to celebrate this festival. The Scots
would love to have something like the St Patrick's Day Festival a
festival that builds an aura around us about Ireland.

At Tourism

Ireland we piggy back on all of that excitement (David Boyce, Vice
President of Advertising and Communications, Tourism Ireland, New
York).

I believe that Ireland gets a diverse type of tourist that comes from the
United States.

On the one hand you have the Irish-American who

wants to trace their roots and do all the stuff of looking for stone
houses and walls and so forth. Then, there is the golfer who has no
ethnic connection with this country whatsoever, and they are usually
not price sensitive. Cultural tourists are also important to Ireland and
we receive many of those also. There is a big emphasis on leisure
also (Paddy O’Looney, CEO SWING).
Another interviewee suggests that the golf product is an important
motivator:

High-end American tourists are motivated to travel to Ireland to play
on the number of golf courses available in Ireland. One would think
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that there are far too many, but obviously they are getting something
right. They are obviously managing to reach that kind of tourist and
there is a very high-end product that people want (Piaras Mac Einri,
Former Director, Centre for Irish Migration Studies, U.C.C.).
The following quotations summarise the sentiments of the interviewees who
express the view that Ireland is perceived as a safe, friendly and welcoming
destination which acts to motivate American tourists:

In my opinion, Ireland is not seen in America as a foreign country',
with negative vibes that applies to Americans today. Notwithstanding
differences in political perceptions on either side of the Atlantic, many
Americans believe that they will be welcomed in Ireland, where people
speak English and are polite and friendly. In a word, it is a familiar
place, but different from the United States. Nowadays, it also has the
merit of being a safe place and a safe destination.

There is also

increasing evidence of non-Irish-Americans, (including those with
children), looking to Ireland as a holiday destination. For example, in
the Washington area, I understand that almost three quarters of
passengers on the Aer Lingus flights from Baltimore to Ireland have no
family

connection

with Ireland

(Breifne

O’Reilly,

Economic

Councillor, Embassy of Ireland).

The fact that Ireland is perceived as a safe destination, with good food
entertainment and great ‘craic’ is a major motivator (Pat McCann,
CEO, Jurys Doyle).

There is a good image of Ireland abroad and a very definite positive
attitude to Ireland in America. This image acts as a good motivator to
travel to Ireland. In the United States, there is a definite awareness
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about Ireland even among non-Irish-Americans and this is a bonus
from a marketing perspective (Conor Buckley, CEO 12 Travel),

In today's climate many things have happened that have given
Ireland a very positive and safe image. Whether it is U2, Riverdance,
The Irish Tenors, or, good news regarding the Good Friday Agreement,
all act to draw positive attention to Ireland. In the past, there was a
great deal of negative publicity about Ireland and most Americans
knowledge of geography is so appalling that they could not distinguish
between the south of Ireland and Northern Ireland. Also, access has
improved enormously and this enables the American tourist to choose
when and where they would like to travel to.

There is also an

enormous amount of advertising in the United States both from CIE Inc
and Tourism Ireland and this has helped to encourage and raise
awareness about Ireland as a destination.

Americans are also

running out ofplaces to visit where they feel welcome.
In Ireland, there is a genuine welcome for them and the American
tourist is well aware of this fact. A lot of the market is driven by some
form of connection to Ireland, with many Americans citing strong links
to Ireland. CIE Inc has also found that a lot of the fly-drive market
has no connection with Ireland and only travel to Ireland because of
the literature that they have read, or magazine advertising that they
have viewed. There is an emerging market with no connections at all
to the country. When we refer to the term 'with no connections', that
does not mean that there is no connection whatsoever, what this
means is that the connection may be in the distance, maybe on the
mother's side, that might not show up on the surname.

In other

words, just because they do not have an Irish name does not mean
that they have no Irish-American connections. Ireland today is a safe
haven for tourists, particularly, American tourists, especially after
9/11, where as a result, Americans have become very afraid of
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terrorism. In Ireland, people speak the same language and this also
has a distinct advantage

(Brian Stack, President CIE Tours &

Chairman US Tourism Confederation).

Research has shown that the primary factors in motivating the American
tourist to come to Ireland are the Irish people and the warmth of our Irish
welcome. Other important factors are ancestry, our unique culture and
our history and of course our scenery

(John O’Donoghue, T.D.,

Minister Arts, Sport and Tourism).

/ believe that the general motivators for a visitor coming to Ireland for

a walking holiday and for a general holiday are the same, namely
people, place and pace and issues which affect the general market
also affect the niche product sectors.

Fdilte Ireland has thus

addressed the issues of concern in relation to these niche areas and
has implemented a detailed marketing plan to target and best promote
the target audience in the specific markets (John Power, CEO Irish
Hotel Federation).

The friendliness of the Irish people is what Americans love.

The

reason I know this is that although people like to stay in hotels and
yes they go for specific reasons to hotels, the majority of calls that we
get regarding accommodation

is from Americans

looking for

guesthouse accommodation, because they would like to get up in the
morning and have breakfast with Irish people and have an authentic
Irish experience. They want to and love to deal with the farmhouse
lady and be on the farm with an Irish family (David Boyce, Vice
President of Advertising and Communications, Tourism Ireland, New
York).
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I believe that Americans travel to Ireland because of the friendly
people, the traditional Irish welcome (which is not to be underrated),
the scenery and the beauty of Ireland, which really is legendry. The
traditional Cead Mile Fdilte might be getting a bit more elusive in that
it has been extended by non-Irish people in front line positions, but the
beauty of Ireland has definitely not changed. In Dublin, for example.
The Four Seasons Hotel has very few Irish people working there, but
that isn’t a real problem in an exclusive hotel like The Four Seasons
because The Four Seasons (we were really happy when they opened
a Four Seasons in Dublin) tend to bring their own clientele with them,
the type of clientele that will go to Dublin, because there is a Four
Seasons Hotel destination in Dublin. Prior to the opening of the hotel,
they would never have considered Ireland as a destination. This type
of clientele would embark on a Four Seasons Hotel tour of Europe.
These particular people want a Four Seasons person extending the
Cead Mile Fdilte, therefore, the face of the Four Seasons to them is
actually the same no matter where they are in the world they will stay
in a Four Seasons Hotel and receive the same treatment worldwide.
They are Four Seasons people and the guy in the black suit with the
ear phone who is extending the welcome could be from any Four
Seasons in any part of the world, but that’s what they want.
I would see the foreign-national situation as being more of a problem
in a place like Blarney Woollen Mills.

There are many foreign-

nationals in Ireland and in fact about two years ago when I was in
Dublin, I went three days without actually meeting an Irish person in
a front line position in places like, Dunnes Stores, hotels, bars etc.
The Cead Mile Fdilte would be lovely but in French! The Cead Mile
Fdilte is in rural Ireland, and I think we take it for granted, but it is
there. We know that it is therefrom hearing back from tourists who
have travelled to Ireland, they actually do find our Irish Cead Mile
Fdilte. The Cead Mile Fdilte hasn’t come up as a big issue. We have
spoken about it as an issue at Tourism Ireland on numerous
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occasions, and we know that at some stage it may become an issue,
but actually it hasn’t come through yet. It surprises me actually that it
hasn’t, because I identified it a couple of years ago as a factor that
will affect Irish tourism. I cannot believe that it hasn’t bubbled to the
surface yet (Orla Carey, Communications Manager, Tourism Ireland,
New York).

/ think that Ireland is traditionally seen as being a very warm and

friendly country in the eyes of the Americans.

We are seen as an

English speaking safe welcoming destination, with a culture and a
heritage that appeals to Americans. We are accessible to Americans.
They identify with us and the ethnic links are obviously a significant
component of the motivation of travelling to Ireland

(Paul OToole,

CEO, Tourism Ireland).

Other motivators include historical sites of interest:

Americans love history and many are motivated to travel to Ireland to
view the historical sites for themselves.

When Americans come to

Ireland, they are looking for more than just ‘craic’; they want to find
some link also.

Historical sites like Saint Multose churchyard in

Kinsale, Co. Cork, where many from the Lusitania were buried: again,
another link that the Americans love. Beal na Bldth another historical
site where Michael Collins was ambushed. Americans love to visit
this site and see for themselves where Michael Collins was shot. They
have read about it, they have seen all the movies and documentaries
and now they have the opportunity to stand on the site. They can visit
Bantry Bay, where the French Fleet landed in 1798, the Old Head of
Kinsale, Charles Fori etc.
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There are many such sites throughout Ireland where Americans can
be encouraged to visit. In Ireland, we take these historical sites for
granted, but for the American market, they add real quality, value and
importance to their journey back in time. I was commissioned by Cork
County Council, the Cork Chamber of Commerce, the Cork Airport
authority, and the Cork branch of the Insh Hotel Federation to do
some research on the American tourist for three months and as a
result of all the connections that I found, I developed a website called
the Cork Connection, as connections are so very important to
Americans and can be used as a motivating tool and a tangible reason
to travel to Ireland (Joanne Hogg, Rain Hospitality).

One in every two United States holidaymakers comes to explore
Ireland's historical sights and find out about the culture.

The next

most important motivation was to be with their family/ loved ones
(13%). An identical proportion, (13%) claim to have come to Ireland for
an organised holiday with friends or a group of like-minded people
(Orla Carey, Communications Manager, Tourism Ireland, New York).

Positive word-of-mouth was also cited by interviewees as a motivator:

When it comes down to it the greatest influencer and motivator for
anybody, is ‘word of mouth\ Either a relative or a friend has been to
Ireland and they recommend it as a holiday destination.

We have

found that people trust editorial on newspapers. We spend €700,000
(€250,000 of which we received from Fdilte Ireland) in 2004 on
marketing the Cork-Kerry region.

Included in the marketing spend

was production on literature, and production of the advertisement that
we did. We also did a great deal of radio advertising to sell the city of
Cork in particular. Word of mouth can kill you if a bad message goes
out into the market place about your destination. We need to be direct
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with the American market and say come here to Ireland to our
wonderful country (Maura Moynihan, CEO, Cork-Kerry Tourism).

Word of mouth is a very important component in promoting Irish

tourism and acting as a motivator for other friends and family to
travel. When the American tourists return home and tell their families
and friends that they have a very good and wonderful time in Ireland,
then this is a very positive reinforcer for Ireland (remember they have
all had a wonderful time, very few have a bad experience).
extraordinary, but we don't get any complaints.

It is

The satisfaction

rating with Ireland as a destination is very high among American
Tourists. CIE Tours Inc survey all of our tourists, and 96 per cent tick
excellent or better, when rating Ireland as a destination. One might
get a complaint that a bed and breakfast establishment wasn't as
friendly as expected, or maybe that a particular hotel was adjacent to
a night club, but, generally the satisfaction is high and Ireland as a
destination meets and many times exceeds the expectations of our
tourists (Brian Stack, President CIE Tours & Chairman US Tourism
Confederation).

Word of mouth recounts about Ireland are very important in promoting

Irish tourism and the reports that we get back through the surveys of
travellers, is that customer satisfaction is continuously rated very
highly. It is funny that the perception of Irish food for example is not
great and the Americans have no great expectations regarding food
prior to the journey to Ireland, but when they are surveyed after the
trip, they rave about the food. It is an old legacy from the days when
the food in Ireland was actually bad (Orla Carey, Communications
Manager, Tourism Ireland, New York).
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Word of mouth is also very important to us as we obtain a great
amount of our business through word of mouth and repeat business
and of course looking after that repeat business is paramount. We put
75% of our effort into our existing clientele. I regularly have a situation
where we have a full house at my hotel, and every single guest would
have stayed here before, or would have had the hotel recommended to
them.

We are, therefore, very anxious that everybody has an

enjoyable stay, and that nobody slips out not wanting to come again.
We work very hard on that. The groundwork for that has been done
by my predecessor, John O’Connor, 15-20 years ago, to develop the
market {Patrick O’Flaherty, Hotel Manager).
Interviewees in this research cite Irish roots and historical Unks to Ireland
as key motivators for Irish-Americans to travel to Ireland:

Americans have great historical links with Ireland, and I believe that
they want to go to Ireland to satisfy their souls, for the friendliness of
the Irish, for the greenness, the unspoiled landscape; the reasons are
endless

(David

Boyce,

Vice

President

of Advertising

and

Communications, Tourism Ireland, New York).

I believe that many Irish-Americans know that at some stage in their
lifetime they must fulfil a destiny and travel to Ireland and most of
them will go at some stage but, they don’t know exactly when they
may take that decision.

So, there is a need for some type of

advertising campaign, or, some type of product distribution that would
motivate and prompt American people into action more quickly (Brian
McColgan, CEO Abbey Tours).

366

One of the biggest motivators in my opinion for Americans to travel to
Ireland is to visit the homeland of their forefathers

(Pat McCann,

CEO, Jurys Doyle).

I believe that many Americans are motivated by the fact that most of
them have a personal connection through family history and ancestry,
with Ireland. Many Americans have been influenced and motivated
by Irish culture; Irish music, art, and literature.

I have a deep

connection through Irish music as well as family history.
ancestors came from Ireland.

My

The beauty of the countryside is an

essential ingredient also (Martin O’Malley, Mayor of Baltimore).

The idea of going to Ireland for many Americans is often to fulfil a
lifelong dream and do something for themselves and that is often the
underlying motivation to travel to Ireland.

The reason that United

States tourist to Ireland are slightly older and mature (the average age
being between 45 and 55 years of age), is because many wait to
travel to Ireland until their family are grown up and have gone through
college and they can now concentrate on doing things for themselves
and spend some time and money on themselves

(Brian Stack,

President CIE Tours & Chairman US Tourism Confederation).

The motivation for most Americans who travel to Ireland, I believe is
that they are looking for a simpler, happier way of life; the ideal that
is presented by the Irish and Tourism Ireland. Then there are those
who are ‘roots tourists\‘ people with a sometimes slight connection
with Ireland, but who believe that All Will Be Revealed', if they can
just put their feet on Irish soil. Americans are a particularly rootless,
insecure nation of people, and Ireland presents the opposite scenario.
They hope for a sense of belonging and that it may descend upon
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them if they travel to Ireland. I have some experience of the Canadian
situation, having grown up there and spending a month there every
summer.

Most Canadians who travel to Ireland still have family

connections (mostly in the Ulster counties). They appear not to have
lost connections with the Irish people. I think also, (although I can’t
prove it) that there is somewhat more circular migration between
Canada (particularly Ontario which I know best), and Ireland. This
probably relates to immigration status (Ruth-Ann M. Harris, Adjunct
Professor of History and Irish Studies, Boston College).

I believe that certainly the ethnic market in America is a huge
motivator and incentive to visit Ireland. There are other areas as well;
that we have marketed in the last several decades to the United
States market, but the ethnic one has been a key one. One that can
be traced back to the 1950s and even before that, when one examines
the ethnic market and people who try to come back to Ireland.
I think the problem is that we have had to shift from the traditional
image that we presented to the Irish in America, in the past, an image
predominantly based on Killamey as an ideal destination and the
Fdilte Ireland and Tourism Ireland image of a green unspoilt land. I
believe that we have to talk in a much more modem parlance and we
haven’t really learned how to do that yet. Many Americans who travel
to Ireland today are still looking for their roots but they are looking for
a different package. Ireland is not a cheap country to visit, and by
and large we haven’t really given them what they are looking for. I
believe that American tourists to Ireland have now fallen off in huge
numbers.

Ireland has developed for instance a tourist product, (I

personally dislike the word product) and they deliver this at will into
the market place.

From a European perspective, we have a better

understanding for whatever reason of what they are looking for and a
lot of what they are looking for now is to do with certain kinds of
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leisure, and outdoor activities. Obviously Ireland can't sell sun, but
we can sell surfing and water sports and other outdoor pursuits
instead and we have an understanding of these needs.
We are not staying in tune with what the modem American is looking
for. I think a lot of that has to do with historical baggage and maybe a
love or even hateful attitude towards the Americans.

We patronise

them a lot of the time really and yet, we depended upon them for our
tourism industry to survive, but still, we patronise them and deliver
any old rubbish to them.

We gave them clover with shamrocks on

them and shillelaghs and the Clancy Brothers and in some ways we
even haven't gotten beyond that very much in today's modem world;
loading them into buses and taking them on a circuit of Ireland.
All of the bus drivers on the circuit are interesting to talk to because
there is a whole racket going on. There are certain shops where they
would bring their tourists to and they get their cut on the sales etc. I
think there was an understanding that they knew what the
Americans wanted. Most of these tourists on the bus tours were of a
certain age and they had money to spend and they knew the types of
gifts that they wanted to take back to America, for example, Waterford
cut glass, Waterford Wedgwood and bdinin pullovers and so on.
There is a lot of criticism in Ireland now about sort of ‘stage-Irish-ness'
but I would say we invented that ourselves and packaged it and sold
it and it was going very well for a long time, but that doesn't sell any
more. Well we are reaping the benefits of the false stage-Irish-ness
today in my opinion. We are reaping the disadvantages of the staged
effect, because I think the modem American tourist is probably much
more discerning. In today's world, Americans need to be given more
concrete reasons for coming to Ireland because it is certainly not for
the value that you'll get in terms of the dollar or euro because Ireland
is not a cheap destination any more.
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I think we need to focus more on our Irish culture and heritage to
further motivate the tourist I think we need to do it in a way that it
doesn’t assume, patronise, or take the American tourists for granted.
The days of ‘The Abbey Travelling School, or the ‘Jury’s Cabaret’, are
fading (there probably is a limited market for them), and I know that I
sound very cynical, but I think that only appeals to a certain kind of
visitor. I think for a long time the Irish tourism industry only wanted
tourists with a lot of money to spend (before they woke up to
themselves). People talked about the big spend but I mean it’s a cliche
to say that today’s backpacker is going to come back at some time in
the future with a lot more money in her or his back pocket, and I think
that is more appreciated now than it was in the past.
I think there is a middle ground for the kind of Irish-American who has
a vague sense of affinity to the country and in America identifies with
Irish culture, but that sort of identification needs to be made more
concrete in terms of their desire to visit and to travel to Ireland. I think
we forget that when Americans say they are Irish, it is really a way of
saying what kind of American they are. It doesn’t necessarily mean
that they have this tangible link with this place across the Atlantic
called Ireland.
I think in some way, it is often seen as a status symbol to say that
you are Irish. I mean, you would often meet Irish people in the States;
or rather you would meet Americans who say I am Irish. I think that
the native Irish have a superiority attitude towards the diaspora, and
I think that has only changed in the last 10 years.

It changed,

because of people like President Mary Robinson and now our current
President Mary McAleese, referring to the Irish diaspora. President
Robinson introduced the term for the Irish worldwide, whereas
President McAleese tends to talk more in terms of the Irish family
around the world, but, it is the same message. I think before that, the
fact that there were so many Irish scattered around the world was

370

always a hidden thing, almost something to be ashamed of. There
was an attitude that they weren't really Irish, it is like the phrase you
hear about the Irish in Britain, 'Plastic Paddies', which is very
denigrating, and a negative expression.
I think for a lot of Irish-Americans they have that sense of being IrishAmerican and they call themselves Irish, that doesn't necessarily
mean that it will transfer into visits to Ireland and to some extent; I
wonder are we fooling ourselves.

Forty million Irish people is an

absolute nonsense. One could theoretically come up with a kind of
biological model of how many people are descended from some Irish
person back in the 1870s, this doesn't mean they have any sort of
affinity of Irish-ness. There are Americans who actually want to come
to Ireland for definite reasons and that’s probably the pool of people in
the United States who have some vague connection with Ireland and
who need to be further targeted.

I believe that there is huge

disconnection, and I think that there is an enormous challenge to try
and identify a way of reaching these Americans and encouraging
them to travel to Ireland (Piaras Mac Einri, Former Director, Centre
for Irish Migration Studies, U.C.C.).

As a little girl, I listened to Irish music and I remember the music of
Ireland moved me and stayed with me forever. When I grew up, I was
first motivated to travel to Ireland because I wanted to see the country
that the songs were written about.

I found it amazing to see the

places in Ireland and to find out that the story of the songs were
actually true.

The sadness that Irish people endured touched me

deeply. I have a sincere interest in Ireland and its people. The history
of such an ancient country is fascinating to me as are the people who
are bom there. Even though I have travelled to Ireland three times,
there are still some parts of Ireland that I would like to visit. I would
like to spend some time on the west coast and visit Bantry Bay in
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order to sketch the fishing boats and all the other interesting sights.
Hearing all the recent revival of Irish music shows and concerts and
all the beautiful songs that are sung in America awakened my love for
Ireland. Ireland is much more than a destination. I left my soul there.
It is so very hard for me to leave each time that I visit. I am so glad
that I am alone when I leave Ireland, because the tears just flow down
my cheeks. If I were younger I would seriously consider living there
(American Tourist: 1).

My husband first raised my interest in Ireland. I had seen many Irish
music shows and documentaries on PBS (Public Broadcasting Service),
and as a result I decided that we must visit Ireland. Our first trip to
Ireland was in 2001. I was motivated because we are retired and we
had previously planned a driving tour through Ireland. We booked our
trip for October 2001.

This was only a month after the terrorist’s

attacks of 9/11 in the US.

All our friends were aghast that we

intended to take an international flight just one month after the
attacks.

“It is too dangerous”, they said to travel.

We made the

journey anyway, because if we had given up our trip, in effect the
terrorists would have won. We could not allow that. We drove from
Dublin to Shannon travelling the lower coast. We then drove through
the interior on the way back to Dublin and we had a wonderful time.
We will keep coming back to Ireland. Ireland is a wonderful country
(American Tourist; 2).

I have been motivated to visit Ireland since I was a child. My father
had many Irish friends when he worked for Pan Am airlines at
Kennedy Airport in Boston. I grew up knowing these men very well.
They would come over to our house and we would gather around and
listen to their accents and tales and stories about Ireland. I guess the
desire to see Ireland for me slowly seeped in from those experiences
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that I had as a child. I had been to England many times and I had
always planned to hop over to Ireland on one of those trips, but I
never got the chance. Then, finally I went over for the first time in
2000 to see the country for myself and to travel around. That is when
1 became totally hooked by both the country and the people. Ireland is
now in my bones. I have now been to Ireland four times, mostly for
ten days at a time, although one trip was just for a weekend. Ireland
has so much to offer. I was just expecting lovely scenery and nice
people, but there is a soul there that is hard to describe that affects
you very deeply. It is the land and the people, the fresh air and the
water. You breathe it and you touch it, and it touches you back. It is
the wonderful faces of the people on the street and their easy way of
life. The smell of the turffires and the taste of the whiskey and a nice
plate of bacon and cabbage doesn’t hurt either. I have never had an
unhappy day in Ireland ( American Tourist: 3).
The empirical data in this section suggests a variety of reasons why
Americans are motivated to travel to Ireland. Issues of safety, receiving a
^varm welcome’, ‘things to see and do’, and positive ‘word-of-mouth’, serve
as constructive motivators.

Irish Ancestry and visiting the land of ones

forefathers emerged as a key motivating factor for Americans to choose
Ireland as a holiday destination. Participants believe that Americans have
a longing to belong’, and this sense of belonging can be found in Ireland.

4:5.2

Longing and Belongings: American Ancestry
and Connections

This research affirms that Irish ancestry is a major motivator for Americans
visiting Ireland. The bonds and connections with Ireland are indeed very
strong and a major incentive for Irish-Americans in particular. Awareness
amongst this group about Ireland is very high and many are keen to be
constantly updated with information regarding Ireland.

The results from
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this study show that Americans with connections to Ireland long to return
to Ireland to walk the land of their forefathers:

The ‘homing bird’ attraction is very strong in Ireland. I think that the
descendants of the Irish in the United States consisting of 40 million
people are very interested in rediscovering their Irish roots and
consequently returning to Ireland to do so (John O’Donoghue, T.D.,
Minister Arts, Sport and Tourism)

/ meet people all the time who feel that special connection with Ireland

and want to visit the land of their ancestors; it is a very natural
inclination to try to find out where you came from. I think that it is
compelling for people to return to Ireland. I believe that we all have an
interest in where we came from, and today technology allows that
research to be easier than ever before. It is a very important link with
the past to see the church where your grandparents were married, or,
the house where they were bom. It can fill in some blanks for folks
and make them feel more complete. I think it has always been an
important part of the American’s visit to Ireland, even President John
F. Kennedy was compelled to visit Ireland and see the land of his
ancestors for himself (Martin O’Malley, Mayor of Baltimore).

Americans long to be attached to something in Ireland. They are very
serious about it. Americans need a since of belonging.

Cork built

America, in the sense that many emigrants left from Cobh Genealogy
is huge for Americans and many like to return to Ireland in order to
trace their ancestry.

I think that this could be exploited more, for

example, such things as the Queenstown story, for example, where
their relatives left from and the link with the Ellis Island emigrant
station where many of their relatives first stood on American soil
Ellis Island is one of the biggest attractions in New York. As America
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is only a couple of hundred years old, Americans long to gather links
and history (Joanne Hogg, Rain Hospitality).

In line with previous years, seven in ten respondents to our research
claim Irish ancestry in 2004. In the Tourism Ireland facts for 2004,
fifty per cent of all visitors to the island of Ireland claim Irish ancestry.
Five years ago, this claim was closer to seventy per cent. Heredity
and ancestry has traditionally been at the top of the list of motivations
spurring non-Irish bom United States holidaymakers to visit Ireland,
indicating a market with a strong roots and heritage preoccupation.
The new question on motivations included in 2004 has tended to
emphasise the general exploration and sightseeing aspects of the
holiday at the expense of heredity. Nonetheless, it is clear that this
remains a very important part of the Irish holiday experience for U.S.
visitors, with being with family and loved ones the second most
important reason for coming to Ireland (Orla Carey, Communications
Manager, Tourism Ireland, New York).

I believe that roots tourism is a niche product and is important as a
component of all sectors in leisure, like golf (Brian J. Murphy, Vice
President, Sales & Marketing, Aer Lingus, USA).

A lot of people who are interested in travelling to Ireland would have
some connection with Ireland already through ancestors and ancestry.
There are about 40 million of those, so we tend to focus a lot of our
advertising on those who are already predisposed to thinking about
Ireland, or, have Ireland in their minds as distinct to travelling to any
other destination (Brian Stack, President CIE Tours fit Chairman US
Tourism Confederation).
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Few of our clients actually come with a specific goal of checking up on
their ancestry, but we have found that those with Irish connections all
seem to be interested and many thus stay on in Ireland to visit places
where their families originally hailed from. I believe that by continuing
to promote Ireland in America one could certainly expect American
people to show more interest in historical, ancestral and patriotic
aspects of Ireland. Also, as Americans grow older they tend to look to
their roots; perhaps by incorporating family into American travel
plans, Ireland might be able to continue attracting younger people to
the country. Hopefully, it is these younger travellers who might return
time and time again (Tim Pollock, Director of Operations, Butterfield
& Robinson Tours).

Many of our clients express an interest in finding their Irish roots (Pat
McCann, CEO, Jurys Doyle).

We get a little of roots tourism to our hotel also. When Americans are
at home trying to decide where they are going to go on holidays, I
believe that there has to be many different drivers that motivate them,
and of course the fact that they might have Irish ancestry, or believe
that they might have some Irish in them has to encourage them to
travel to Ireland, or at very least gives them an added dimension to
there holiday.

It definitely gives them something to connect with

(Patrick O’Flaherty, Hotel Manager).

We are constantly contacted by Americans trying to find their Irish
ancestry.

If they don’t come in person, then, they e-mail us through

our web-site, or they send us letters, looking for any information that
we can give them. Then, if we can find relevant information and can
give them some definite line to follow, like perhaps a descendant of
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theirs still lives in the area, or their family house still exists, then they
usually come over to Ireland to see and visit for themselves.

The

interest in genealogy amongst Americans certainly seems to be
increasing, judging by the amount of queries that come into me here in
the library.
The process of finding ones ancestors can be difficult, but it all
depends on how much information we are given. If its pre-1840s then
it is very difficult, as very few records exist, especially the Roman
Catholic ones, but, I would say we generally will always find some
connection that is of use to the researcher, so we probably have about
an 80% success rate.

The biggest obstacles that we encounter are

lack of information, or sometimes families have been given the wrong
names for which they are looking for and then we are on a ‘wild goose
chase'. American's especially think that when they find someone with
the same surname as them, then they must he related, this, is
generally not so and it is hard to convince them otherwise.
In order to service this sector in a more straight forward way from a
tourist point of view, it would be very useful, if the census and all
births, deaths and marriages were available online, even if it had to
be paid for.

There is a wealth of information already available

through the Internet but its very time consuming with many of the
search sites charging fees. Documents that are available to look up
for research purposes in the library include; the 1901 census, 1911
census, Griffiths Primary Valuation 1860s, and the Tithe Applotment
of 1828 (Catriona Lennon, Librarian, Co. Monaghan).

The Scots-Irish programme is one that was initiated in order to
encourage Americans with ancestral links to Ireland to return to the
land of their ancestors.

This programme was a joint negotiation

between the Ulster Scots Agency and the University of Ulster. It was
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agreed that an Institute of Ulster Scots Studies would be established
and located at the Magee Campus of the University of Ulster.
Enquiries that come in often announce an intended visit or have arisen
as a result of a visit to Ireland by Americans.
Enquiries from individuals generally exhibit a genuine genealogical
interest in finding their roots. The Institute also has many enquiries
from academic colleagues' worldwide which are obviously of more
than a general interest.

Enquiries are often directed to the main

repositories of genealogical information in Northern Ireland and the
Irish Republic. In this sense the research process is not a difficult one,
but the biggest obstacle in my opinion for one finding their ancestral
links are that the census returns are only extant from the mid
nineteenth century.

Moreover, many of the Irish records were

destroyed in 1922.
In order to be make the service more user friendly and easier for the
researcher, the establishment of Internet hubs linked to the main and
subsidiary

repositories

would

greatly

facilitate

searches.

Unfortunately, we get very little, if any support from Fdilte Ireland,
Tourism Ireland, or the Northern Ireland Tourist Board.

These

organizations are happy to use the ancestral links of tourists with
Ireland as a tool, but do not contribute to the development of resources
for genealogical tourism in any significant manner, other than
advertising. The only little support that we do get is in the form of
advertising using the ancestral link.

I believe that there is an

opportunity there for the tourism industry throughout Ireland to
capitalize on this area of interest as I believe that it can contribute
significantly to the tourist trade as it is often the first introduction that
many Irish-Americans get to Ireland. For example, in 2003 historical
and cultural activity remained the primary reason for Americans
visiting Ireland at 66%. The Internet will be a very important tool in
the future for ancestral research and I believe that Internet usage will
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increase as more genealogical information becomes digitally available
into the future (Professor J. Wilson, University of Ulster).

The Ulster-Scots programme came about when we became an all
Ireland tourism body (Tourism Ireland Limited) promoting the north
and south of Ireland equally as one entire island to the international
arena. One of our objectives is to recognise and promote the diversity
of culture within Ireland that we have to deliver. So, in order to do
that one needs to be able to make the market aware of it. There is a
sister agency of ours called Ulster-Scots which concentrates on the
language and culture aspect of our promotion.

It focuses on the

language and culture of the Ulster-Scots group. Essentially, this group
migrated from Scotland to Ireland in the 16^^ and early 17^^ century
and then moved on to the United States and became an identifiable
segment of Scotch-Irish, Ulster-Scots, and Scots-Irish in the United
States. They have assimilated fully into United States society, more
so than the Irish did over time, but they have an awareness of their
heritage and they are interested in that heritage.
So, we have built our research and our targeting to reach some of
these people and tell them a little bit about Northern Ireland and the
island of Ireland in terms of specific offers that are available. It is in

the early stage at the moment, hut we hope that a range of marketing
activities will address that and further promote it. It was first initiated
in 2004. The Scots-Irish are harder to reach than the Irish market,
because

they are so integrated

and

have assimilated

and

disseminated so well into the United States culture, whereas the Irish
groups still band together and are easier to target. Scots-Irish do not
necessarily identify themselves as Scots-Irish, but they have a very
rich and proud history. The Scots-Irish lay claim to the 17^^ United
States President, Andrew Jackson, and also other presidents. There
is a lot of work in terms of that angle and we think that it is quite an
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interesting story and therefore an interesting proposition for
advertising.
It has certainly encouraged a lot of activity on websites.
targeting it more now.
target this group.

We are

We have done mailings, direct mailings to

We did a mailing to 200,000 people and we got

8,000 replies. That response would be about twice the average, so we
were very happy with that.

We are now going back to those 8,000

respondents in order to let then know what is on offer and show then
a package for Ireland. We are then going to monitor that and then
research that further.

We will get to know these people a little bit

better, research them more and then exploit the market.

It is an

interesting niche test of what might be done in the future with other
ancestral programmes. We think it is very interesting and I believe
that we are going to get a result out of it. Like everything else, it will
take a bit of time to get there and to get it all coordinated properly
(Paul O’Toole, CEO, Tourism Ireland).

I have found that researching ones ancestry has become very
important to Irish-Americans. I would think that a lot of Americans
travel to Ireland to visit that part of Ireland that their ancestors came
from, but I think it takes them a long time to get to that point where
they are comfortable enough to go to Ireland. There is a lot of ground
work that needs to done before they can do that.
I believe that roots tourism is important and for as long as I can
remember there have been so many attempts to get it off the ground
and I believe that it is certainly a segment that should be exploited
and developed. The difficulty has been on the ground in Ireland, the
delivery of the product is not available there. If the package was there
it would work, of course and it would be an added value for Tourism
Ireland as an organisation.

The difficulties lie in the fact that you
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can’t put a tour together because your ancestors are from Killamey
and mine are from Derry. It has to be individual Therefore, it is not
so much about a tour; it is about a method of getting to where you
want to be with this.

I sincerely believe that is an enormous

opportunity to develop this product as does our CEO, Jim McGuigan,
but, there have been too many failed attempts to get this together in
my mind.
T think the process is complicated more than anything else, but I do
believe that there is some middle ground on it, but I don’t know what
it is. There is a demand for it and we are asked for it on numerous
occasions, and in fact I remember the Northern Ireland Tourist Board
about 10 years ago, produced a brochure that was called 'Tracing
Your Ulster Roots’ and we did a press release about it and the Los
Angelas Times picked up on it.

There was an article on the launch

and a picture of the brochure, a black and white picture, and it just
said this brochure is available free of charge in order to trace your
roots. I remember we had 1,600 phone calls into our offices in the
space of about a week, all from California, but then when I looked at
the brochure, I said this is not doing anything for these people. It’s a
very broad piece of information, it was terrible. It was false in a way.
You see people would never go back if they were let down once, they’ll
not do it again. So, we are now timorous, scared, to actually say that
we can help, because there is no formal instruction where we can
actually say this is how you trace your ancestry, this is where you go
to get the information and these people are reliable and will help you
Another aspect of the product that is linked to this, (it maybe not that
common), but I think religion, believe it or not, is something that
Americans are coming back to. Religion is big, and it is now making a
come back in the United States. I am not talking about preachers on
the television with a bucket looking for money. I’m talking about core
values, like I know of a monastery outside Limerick and Texans
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through the American-Ireland Fund have donated millions of dollars to
this and go back to Ireland for solas and reconciliation and they return
home to the United States different people.

That is something that

Ireland is becoming used for as a destination, as it is 98% Catholic.
These people are actually finding solas not just in the Catholic Church,
but by just being in Ireland. I think it is very recent development and I
think it is one that is developing faster than we are actually
appreciating. I believe that this religious response it is as a direct
result of terrorism. I find it extremely interesting; especially when you
consider all the crises and the negative publicity that the Catholic
Church has received in recent times. The Glenstal Abbey monks had
brothers out here in America. Tve been to cocktail parties where the
monks are there, and Texans are going over to Ireland, (I won’t say in
droves), but they are going there certainly in high numbers as a result
of this

(David

Boyce,

Vice

President

of

Advertising

and

Communications, Tourism Ireland, New York).

Many of our American tourists on our golf tours express an interest in
finding their Irish roots and ancestry. For example, I had this group
that I recently brought in from Boston and I took them down to
Waterville to play golf. One of the guys in the group by the name of
Paul Coffey said to me that his grandmother originally came from
around the Waterville area. So, we drove into the golf club and the
group went off golfing. When the group returned after playing golf, I
introduced Paul Coffey to Noel Cronin who is the secretary manager
down there and I told Noel that some of Paul Coffey’s relations came
from Waterville. With that Noel said “come with me now”. They used
my car and disappeared. I told them that I would wait for then to
come back. He came back about five hours later. He found them, the
family home, the cousins that still lived in the area; the works, and he
was ecstatic, in fact, I think that he was just in shock. It was the
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greatest moment of his life he told us and was very thankful that he
was able to meet his long lost family.
I can remember another incident I got a call about five or six years
ago from a fellow who wanted to come over to Ireland to play golf I
asked for his name and he said Buckle. I asked Mr. Buckle, to please
send me a confirmation of his booking by fax, which he did. As it
happened, I was just passing the fax machine when the confirmation
was coming in and I noticed that there was a crest on top of the page.
It read. The Baron of Burkemsted, Lord Colin Buckle. He turned out to
be a lovely guy and his grandmother was also bom in Waterville, Co.
Kerry.
The Americans are obsessed with ancestry, and when I travel to
America I have great fun, because the Americans have trouble coming
to terms with my surname ‘O’Looney’, so I just say think of George
Clooney the actor, he got the C, and I got the O for O’Looney. I then
tell them that when the O’Looneys left Ireland and they came over to
the United States they changed their surname to Clooney and I tell
them that George Clooney is my first cousin. Imagine the mileage I get
out of that one.
I think with the advent of the Internet, it will become easier for people,
ordinary people to so some research into their Irish roots. Once that
avenue becomes available, and more access to records becomes
available on-line, and the Internet becomes more available and user
friendly, then the ordinary Joe Soap in the street can access
something and do some research for himself, hopefully they will then
travel to Ireland to see Ireland for themselves (Paddy O ’Looney, CEO
SWING).
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There is a sizeable number of American people who want to know
what their connection with Ireland is, or if they have any connection
with the country. It is a very important part of people’s lives and it is
now easier to make some connection with computers and some
services are offered online.

I think there are probably more

imaginative ways of marketing the clans and ancestral tourism.

I

think that is an area that could be exploited and explored. It is a big
part of ones life researching where you came from. For example, if
you had a German ancestor and you discover that your family were
originally from Dusseldorf, wouldn’t you go investigation where the
family came from, because it is interesting and can be fascinating. It
is like the missing link, particularly in an American backdrop, in a
country where attachment and credibility are regarded as status
symbols. I think that’s not understood until people live in America.
America is a big a place with a loud society and unless you can say
something that impresses and that gives you a grandeur, a brand,
which is an attachment. I believe that an attachment with Ireland is a
strong brand and status symbol

(Brian McColgan, CEO Abbey

Tours).

When inquiring about ancestry on our tours, we might get a request to
see if the tour is visiting a particular region in Ireland. For example, a
particular tourist may inquire to see if a tour is going to the South West
of Ireland. They wouldn’t necessarily ask if the tour was going though
the town of Tralee, in Co. Kerry, for example. We are talking about
third and fourth generation Irish-Americans (Brian Stack, President
CIE Tours & Chairman US Tourism Confederation).

Many Americans definitely have some affiliation with Ireland and this
is a serious motivator to travel to Ireland.

Many of them have

grandparents or great grand parents who originally came from
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Ireland. There are a lot of Irish-Americans in the United States and
they are a very large lobby group. They have political power. There
certainly is awareness about Ireland in America that is greater than in
other countries in terms of long-haul travel. Quite a few of our clients
actually claim to be Irish-American. We also have a fair share that is
not Irish-American. It may be around 60/40; it is certainly more than
half. Of course it depends on what you call Irish-American. These
people could have very tentative links to Ireland.

Their great-great

grandmother might have been Irish, but, they like the whole idea of
the connections, the historical links to Ireland.

It is a bond

—

connectivity, even if they can only claim to be one-eighth Irish.
America is still a very young country in terms of history, so these
people with some Irish link look to Ireland for their history.
We are asked all the time about tracing Irish roots and Irish ancestors.
They might say that their ancestors, grandfather, great-grandfather
etc came from Co. Longford, and I would like to include it in my
itinerary. They generally like to remain in the area for a night or two.
They would plan the trip around this.

I believe that there is an

opportunity here to bring Americans into the regions to see where their
ancestors came from.
their ancestors did.

They absolutely love to walk the roads that
We can tailor the trip so that they can visit

wherever part of Ireland that their relations came from.

If an

American group are looking for a general feel for Ireland and they are
not sure where they should go we plan a trip for them taking in the
west coast and Cork, Waterford, Dublin or whatever they want. Many
American know that they are of Irish origin, and even though they do
not know what part they feel fulfilled if they can see the country of
their forefathers. I think that there may be an opportunity to work
with the regional tourist offices to see if some light touch programme
could be put in place in order to have something to offer American
tourists that travel to Ireland to see the county that their ancestors
came from.
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Those who are very keen on genealogy go to extraordinary lengths to
trace their ancestors, but for the most part and for the majority of
Irish-Americans they would just like to see where their ancestors came
from. I think that the answer lies in light-touch genealogy. For those
who are fanatical we advise going to a genealogists. There are many
of those in operation, and they will do the research for you for a fee.
They are on our web-site and you can link to them.
specialised area.

It is a much

We get all sorts of requests and we try to

accommodate all of these.

There is an opportunity there for roots

tourism. The industry is always looking for new ideas to develop the
product range and maybe with a little creativity, some light-touch
ancestry could be added to the product range that the industry has to
offer. I think that there are genealogical tours in operation (Conor
Buckley, CEO 12 Travel).

Ancestry is very important to Americans and as a result of the
numbers of Irish-Americans coming to Ireland in an effort to trace their
ancestral roots, the Irish Genealogy Limited (IGL) was set up in the
1990s to manage and market the Irish Genealogical Project. IGL is the
umbrella organization for genealogical research services in the
Republic of Ireland and Northern Ireland. This project is an all-island
initiative supported by public sector agencies in the North and the
South of Ireland, including the Department of Arts, Sport and Tourism
and Tourism Ireland. Their partners in the project include the three
most prestigious family history and genealogical research associations
in Ireland: the Association

of Professional

Genealogists,

the

Association of Ulster Genealogists and Record Agents and the Irish
Family History Foundation (IFHF).
The IFHF is an all island network of thirty three county based family
history research centres that are situated throughout the island of
Ireland.

The IFHF aims to provide a comprehensive family history
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research service involving the participation and cooperation of local
communities and the major churches. Each IFHF designated centre is
responsible for the collection of primary genealogical records and
indexing these records (church, civil, census etc.) onto a computerised
database for a specified catchment area. These centres undertook the
mammoth task of computerising millions of records and to date over
fifteen million records have been successfully computerised.

Any

American visitor to Ireland with Irish ancestral roots will be able to
trace these roots by visiting any one of these centres.

They are

nationwide from Derry to Mallow. Details on tracing ones ancestry are
available on the Tourism Ireland website so that visitors can find out
pertinent information before they leave the United States. I think that
the undertaking by IGL has been an invaluable resource to the
American visitor coming to Ireland to trace their roots and I am of the
belief that this resource offers all that can be offered. I don’t believe
that there is a better way of exploiting this area (John Power, CEO
Irish Hotel Federation).

Ethnicity is still a powerful ingredient in the American market,
although it may be less compelling in the United States of today with
the increasing emphasis on patriotism and American identity. Irish
links are viewed very positively in the United States and Ireland’s
image is a friendly, warm one. It therefore makes sense to emphasise
roots tourism in an atmosphere as positive as America

(Breifne

O'Reilly, Economic Councillor, Embassy of Ireland).
This research has found that there is demand and a lot of interest in roots
tourism, but the main problems with the development of this kind of
product are the cost of implementation and the overall coordination of the
operation:
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In general, I believe that there is a lot of attention being paid to roots
tourism. It is an area which is exploited to an extent all right, but
you’ve got to put yourself in the mind of the consumer who is on
holidays.

There are people who will be dedicated genealogical

tourists, who will want to go and find out all about their roots and
explore all aspects of same and that is really important to them. Then,
there are other Americans who are on holidays and would like roots
tourism with a ‘light touch’ and, I would say the bulk of people are in
the light touch category. So, one could invest, and it has happened,
there has been a huge investment in genealogical resources that are
probably under-exploited. It is highly complicated to manage, and is
inconsistent around the country, and not exploited properly.
I would think that there would be certainly room to improve the very
heavy duty areas of it all. I believe that there is an opportunity for a
more general approach; one might find a name on a gravestone, or a
local guide who might take the tourists around to the local areas of
interest etc. That is what I mean by light touch. There is a market for
the heavy duty roots tourism, but the light approach (which does
require local knowledge, local support mechanisms like finding
common surnames around the area and so on), but you can seek to
address that. It could be used as an added enhancement or maybe
an enticement maybe initially, and then it could be further developed.
The only caution I would have, is that you could seek to manage all of
this and wind up with a situation where an enormous amount of
resources were put into managing it, (which would be very difficult to
do) and then it might only be utilised to a limited extent. I think it
would be a very nice to do for Irish tourism, but I believe that there
would be practicalities about it, regarding funding, commercially
exploiting it, and there would be practical implications, trying to find
gravestones etc. (Paul OToole, CEO, Tourism Ireland).
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I believe that genealogy hasn’t been a complete disaster yet because
we haven’t made of it what we might have made of it There could be
a lot more to be done there. Genealogy at the moment is one of the top
ten leisure activities of Americans; they spend a lot of money on it We
haven’t taken it seriously enough. We haven’t got a kind ofjoined up
policy here with regard to genealogy and a lot of that has to do with
infighting between state agencies, local bodies of various kinds and so
on. There is still a lot of work to be done there. I think we need to be
much more hands on. I think there is a serious market for what you
might call genealogy tourism. There is the key problem that for many
people we can’t actually make that connection for them in terms of the
actual gravestone of your great, great, grandmother because that has
been lost at the time of the famine, but for a lot of them it is very much
a desire for light touch genealogy.

I mean it is a question of

interpreting the kind ofplaces that they came from.
I believe that we have under-invested in the human capital side of the
tourism industry for far too long. Just take an example, when they
built all those heritage centres bases using structural funds. People
were put in place that came from FAS, kids on community training
programmes, and with due respect to FAS and with due respect to the
kids in question most of them just didn’t have it. When you compare
the research with say the French tourist industry where the tourist
guide is a professionally trained person with a lot of expertise, and
you can expect to ask in a French chateau, or, other such visiting
place, almost any question you can think of on the kind of history of
the place, or, background to it and they will know the answer. Ireland
just didn’t do that.

So, between the poor quality of the human

resources investment that was put into that kind of product, combined
with the genealogical mess which we created, I think we weren’t
actually meeting American tourist needs, and also there wasn’t the
kind of integrated road map for them when they came to Ireland. It
wasn’t clear what they were to do, where they were to go.
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Another problem was that there were local rivalries, for instance, one
can go to The National Library and look up the same genealogical
records for which you pay a lot of money in various local centres, but
the problem is that The National Library doesn’t really advertise itself
very much. There are all kinds of dropped links and miss matches
and the failure to have an integrated view of what it is that we could
offer. I believe that it is still there to be done.

The same mistakes

were identified in the Irish Genealogical Project Report which is by the
Department of the Taoiseach back in the 1980s. The same mistakes
are still there, and you know they still won’t rectify them. It is not just
the people themselves, it is clearly their descendents who are
targeted, but we would need to put a lot more into it. There was an
interesting campaign in the past which focused on St. Patrick’s Day, it
is still available, I believe. The Irish are all supposed to send a post
card to your relatives in the United States. It is a campaign that is run
in conjunction with An Post. I think that was nearly going back to the
early 1990s at the very least, maybe further

(Piaras Mac Einri,

Former Director, Centre for Migration Studies, U.C.C.).

Roots tourism is important, but I don’t think it is developing that much,
again, because of the infrastructure that is really not in place for
actually tracing your roots if you want to.

We cannot promote that

kind of a holiday because the structures are not in place, not for the
person who seriously wants to do trace their ancestry. It is fine to just
do a trip and go to the town where grandma or grandpa came from,
but if you are seriously into tracing back generations the product
really isn’t up to it at the moment. There is an opportunity to develop
the product, a very expensive opportunity, and I think that is probably
what has held it up to date.
Genealogy centres were established around Ireland and they were
busy inputting all the records from the parish priest, retrieving all the
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data from under his bed and imputing it into computers, but it kind of
faltered. It was ‘gung ho' for a while, but then it all seemed to stand
still again.

I believe that there is a future in genealogy, but the

amount of money would be the problem because when you are in a
situation where you are mass marketing destination Ireland, then
taking the money and putting it into one area of the product wouldn’t
seen to be cost effective

(Orla Carey, Communications Manager,

Tourism Ireland, New York).

I think the government does a pretty good job of roots tourism,
although I suppose there could always be better coordination of grass
roots efforts. I’m sure there could always be wider opportunities, but
then the desire of Irish-Americans to find roots is endless (Ruth-Ann
M. Harris, Adjunct Professor of History and Irish Studies, Boston
College).
According to one interviewee, although tracing ones roots is an important
element of motivation, it is suggested that beautiful scenery, people, history
and culture are as important;

I think that Irish roots are very much to the forefront of visitor’s minds
where they are of Irish decent, but research, and experience, in the
market has shown that while the motivation of tracing your roots is
very strong, it is a secondary motivation for travel.

In my opinion,

beautiful scenery, people, history and culture are primary motivations
to travel to Ireland.

Genealogy is however promoted and features

prominently on the Tourism Ireland website, with information for
consumers, and with various travel offers. The Irish genealogy society
has done a tremendous amount of work in that respect.

Irish-

Americans can trace their roots and they are aware of that. The reality
of genealogy is that anything is possible and workable, but the facts of
the situation are that we would have to have some indication from the
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market place that having a substantial genealogical programme in
place would be successful before we embark on the programme itself
which might prove to be a very expensive exercise (John OT)onoghue,
T.D., Minister Arts, Sport and Tourism).

The findings of this research suggest that ancestry is a very important part
of one’s psyche and finding one’s roots leads to a sense of completeness:

I was led to Ireland by a natural curiosity to find my heritage and by
my deep connection to the music of Ireland. I actually visited without
a clear expectation offinding my relatives but through the kindness of
some folks, I came across a cousin who tied up our family's history
very neatly with the help of the research that I had done on my own. I
hope everyone looking for their ancestors has the same good fortune
that 1 had.
I was happy to visit and experience the country without coming away
with all the evidence, but I got it anyway so it was, as we say in
Baltimore, ‘"gravy".

My family is Irish on my father's side.

The

O'Malley's are from County Galway and Mayo near Maam Cross and
our family farm is in Kilmilkin. Finding my roots was an important
part of my identity and my make up. I was drawn to Ireland by the
music and the culture. I had a teacher in high school that provided me
with wonderful exposure to Irish music and of course my parents had
brought me to see the Clancy Brothers when I was young. I feel a
strong connection, and something personal in all of this, that seems
right, a good fit for me. I think I just accept this relationship naturally,
it is like skin or hair, this Irish sensibility informs my personality in
ways. More than anyone else in my family, I am the one that has
Ireland in his life, it found me. These links also allowed me to meet
some great people with great senses of humour and a natural Irish
wit.

These links definitely enhance my life.

I also met an Irish-
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American girl that I fell in love with, Katie Curran, whose family is
from the Rower in Kilkenny. Beyond that I count my interest in the
music and culture as a very important link (Martin OTVIalley, Mayor
of Baltimore).

The interest in ancestry was supported by all of the American tourists who
were interviewed for this study, with many of them originally being drawn
to Ireland primarily as a result of their Irish ancestry:

7 would love to trace my Irish roots and ancestry and so would my
husband. My husband’s mother was Me Kenna. We believe that his
grandfather came from Ireland through Nova Scotia. We would love to
investigate further at some period of our lives (American Tourist: 2).

As a Bostonian, Ireland was part of my life from the very
beginning.

I am Irish and I’ve always wanted to visit the

country and I wanted to search for my Irish heritage.
Irish/ Newfoundland origin.

I am of

I’m a first generation American on

my Father’s side as he was born in Newfoundland, and second
generation American on my Mother’s side as both her parents
were also born in Newfoundland. Depending on which family
line I follow, I am sixth to eighth generation North American.
Most of my Irish Ancestors left Ireland in the late 1 700s and
early 1800s for Newfoundland on the British fishing fleet.

The

fleet went to Waterford to pick up supplies and workers for a
season of fishing off the coast of Newfoundland.

The Irish

workers were hired to work two summers and one winter.
Instead of returning home, they chose to permanently stay
there. As you can see. I’m interested in my Irish ancestry. I’ve
been tracing my roots for a while.

As there have been fires in

Newfoundland, a lot of records are not available. Additionally,

393

Newfoundland wasn't considered a colony by the British until
the mid 1820s so no records exist prior to that time.

At this point, Vm aware that priests returning to Ireland may
have recorded vital statistics at various churches in Waterford.
Add to these problems, vital records for Catholics prior to 1800
are sketchy.

At this point, Vve located five different family

lines; Gahan’s of County Wicklow; Neville’s in County Wexford;
Lowry’s of County Laois; Walsh’s of County Kilkenny; and
Moore’s of County Waterford.

I still need to locate a few more

lines. Another trip to Ireland will happen again very soon to see
if I can further my knowledge of my ancestry.

Ireland is a

wonderful country and always meets my expectations.
people are friendly and helpful.

The

The countryside is beautiful

and the weather was pleasantly dry.

Driving on the opposite

side of the road was an experience, although, not too difficult on
the main road.

The side roads were a challenge

(American

Tourist: 5).

My father was Irish, and when I was a little girl I lived in Doneraile in
Co. Cork with my father’s mother.

I would love the opportunity to

trace my father’s people. I returned to Ireland fifty three years after I
had left, because I wanted to take my husband there and to show him
where I spent five years of my childhood. I also wanted to find and
visit my grandparent’s graves. I also wanted to try to find out if any
of my relatives were still alive. I live in Texas with my husband, so
any opportunity that I get to visit Ireland is very welcome. I adore the
country (American Tourist: 6).

A wish to return to my family’s roots and see it all for myself was the
motivator for me to visit Ireland. I have cousins in Ireland and we have

394

kept in touch udth and I have been able to visit with them on both trips.
My great grandparents on my dad’s side (Callan & Kilroy) all were bom
in Ireland, all four. My mother’s father was of Irish decent (Kennedy)
but we don’t know when his family came to the United States. I am
very interested in ancestry and would love the opportunity to do more
research. My father’s father’s mother died at a young age leaving five
little ones. With no family support network here in the United States
their father was forced to place them in an orphanage.

They were

eventually fostered out and were spread out over the eastern seaboard
of the United States.
My grandfather and his two year old brother were brought to Portland,
Maine and were lined up in front of the altar at St Dominic’s church
there.

The priest announced, “Here are some orphans from South

Boston, if anyone wants one come get one”. As a result, we don't know
where in Ireland they came from. I would really like to know more
about them. The first time that I travelled to Ireland was in June of
1986. During that trip in 1986, I travelled with my parents and my two
children who were seven and eleven at the time. We flew into Shannon
and rented a car for three days and I drove us around to visit the
cousins.

We then picked up a bus tour for a further seven days.

Ireland exceeds all of my expectations. I love the country (American
Tourist: 7).

I was motivated initially to visit Ireland because of the genealogy
research that I have done. I was keen to find the ancestral areas that
I had read about and of course the beauty and history of the country
were also major incentives. I am not Irish myself, but my husband is
Irish-American, and I have done extensive research on my husband’s
family lines. This is our second visit to Ireland, and our expectations
were met over and above anything that I or my husband had
imagined (American Tourist: 8).
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TTiis is my first trip to Ireland. I first heard about Ireland from my
mother as a child.

My mother told me of my ancestry.

I am

Scot/Irish/English on my mother’s side and German on my father’s
side. I would love to trace my ancestry and roots. The trip to Ireland
is a dream come true, because since my childhood, I have always
wanted to visit the lands where my ancestors were from. Last year,
when I planned the trip, I chose Ireland and Scotland to visit first. I
was also motivated to travel to Ireland because of the Irish culture and
particularly Irish music, which I love. I travelled with a tour operator
(Brendan Tours) and at home in the United States, I subscribe to two
travel magazines, but the magazines seem to focus on dining and
spas and I would rather if they concentrated on Ireland as a whole
(American tourist: 9).

This is my fourth trip to Ireland. I am second generation Irish, and I
first heard about Ireland from my Irish grandmother.

I was first

motivated to travel to Ireland to research my family history and
ancestry after hearing my grandmother relay fascinating stories about
Ireland. My grandmother and my great aunt both emigrated to the
United States from a small village in West Cork called Ballynacarriga,
near Dunmanway, circa 1921. My grandmother was sixteen and my
aunt was twenty-one years old. The two sisters were from a family of
nine and they went to Elijay, Georgia, USA, to join their uncle Michael
Gillespie who owned a farm there and who had emigrated himself in
1914 to the United States. With history like ours one is compelled to
find the land of ones ancestors (American tourist: 10).

Overall, reflecting the literature in chapter 2, participants in this current
research affirm that Irish ancestry has lead to a longing for the homeland,
Ireland. This ancestry and longing has secured the bonds that currently
exist between Ireland and the United States of America.
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4:5.3

Bonds Between Ireland and America
Ireland is the 51^^ State of the United States
(Paddy O^ooney, CEO, SWING).

This research has found that very strong bonds still exist today between
Ireland and the United States of America.

Many of these bonds were

sustained over the years as a direct result of historical events, and also
because the Irish in America are very anxious to keep in contact with the
homeland:

A very special relationship exists and one based on genuine affection
between Ireland and America. President Clinton’s commitment to, and
love of, Ireland enhanced the relationship tremendously

(Martin

O’Malley, Mayor of Baltimore).

For the Irish in America, being Irish is the bond with the country and
the heritage.

This bond gives one a status, a bit of class, or a

perceived class. I lived in the States for four years. What struck me
living in the States (and I have quite a few relations still living there as
well), is that what is deeply rooted in the American psychosis is a
sense of belonging.

This is because America is a multi-layered

society, with multi-ethnic backgrounds, so, in order to be recognised
as a group, you almost have to have a brand as a personality. It is a
dreadful thing to say, but if you are wearing a Gucci suit, you have a
bit of respectability in the United States. Equally, if you have some
historical pedigree which is a good brand and in that sense, Ireland is
a very strong brand, like a Gucci suit, a joyful brand that has been
acquired over the years through corporate success and for all sorts of
other cultural and historical elements that we are all aware of
Ireland has a very definite positive image, so I think that principle is
self sustaining and very positive

(Brian McColgan, CEO Abbey

Tours).
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There is great camaraderie and bonds between the American and
Irish nations. There are huge bonds, no matter where you travel to in
the United States. According to Fortune Magazine, 25 per cent of the
top United States companies are run by Irish people. Many politicians
throughout the United States have Irish names. There is a genuine
affinity to Ireland. The bonds are extensive and consist of business
and political as well as ancestral.

Many of those that have such

connections express an ambition to travel to Ireland at some point in
their life-time, particularly people in the mid-west.

There are

approximately one million visitors who travel from the United States to
Ireland, but many of these travel for business reasons instead of
visiting family and friends. The actual tourism market is half a million
and when one considers that there are 40 million people who claim
Irish ancestry, one can see that the pool that we are fishing in is very
large. From our research we have found that only one in six United
States tourists to Ireland ever return and in the case of CLE Inc one in
ten return, because they have “been there, done that”. Tourists that
return to Ireland have bonds and links, more often than that have
Irish relatives and friends and that is an important market {Brian
Stack, President CIE Tours & Chairman US Tourism Confederation).

As was evident in the lead up to the European Union and the United
States Summit in Dromoland Castle in Co. Clare, the Irish and the
United States links are stronger than ever, particularly in the economic
area.

With the increasing business links, and more investment

projects in the pipeline, there will be corresponding increases in travel
by United States business people to Ireland.

In addition, Ireland’s

image as a safe, familiar and friendly place in which to do business is
likely to persuade a number of business people to bring their families
to Ireland on holiday.

There are unlikely therefore to he “losers”

between business and family travel to Ireland

(Breifne O’Reilly,

Economic Councillor, Embassy of Ireland).
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I believe that the Irish-American links are very strong today. There
are 40 million Americans who claim Irish ancestry. That figure was
obtained from the last census. Forty million Americans ticked that
they had Irish ancestors of the choices that were given. Obviously, if
we could even get one million of those to travel to Ireland it would be
fantastic. Some of the connections are far out ties and these people
will travel to Ireland at some time, but there is no immediacy about it.
How you inject immediacy is a question in itself. But Ireland does get
a vast number of these Americans each year. The heritage draw is
very strong.
Many Irish-Americans state that they are not complete unless they
find their Irish ancestors.

At the same time, there would be the

division of the ones who really act on it and the ones who will always
talk about loving to do it, but never do. At the moment, we don’t have
anything specific to try and encourage them to act upon it. Part of the
problem is that the infrastructure isn’t really developed on the ground,
in Ireland very well. A lot of programmes were started, you know,
computerising the records and that, but there actually still remains a
problem if someone wants to do research, how they go about it and
where you send them to do it, effectively and in a cost-efficient
manner and in a way that they will be satisfied with the results is the
problem. You don’t want them ending up disappointed at the end of
the day.

The actual product is not developed to the level that one

would be comfortable going out and really marketing it big time.
I believe that more recent emigrants return to Ireland in a much easier
way.

They are in completely different positions, much less

complicated and more travel orientated. They came to America under
better circumstances.

You know, in the old days you came to

American and you didn’t leave anyway. You’d never had the money
to leave and return home to visit Ireland. And then you have the
influx of illegal immigration.

They weren’t in a position to leave
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because they couldn’t return home. Then, a number of those received
visas through the various lottery programmes and they are set up now
in the United States. Many of those who got the visas through the
lottery programmes became fully set up to walk into the jobs that they
had actually qualified for.

So it’s just a way easier.

These Irish-

Americans for example,

are

working

communications

companies,

around

they

are

New

York

working

in

in

information

technology companies, they are working in all kinds of jobs and they
just travel back to Ireland when it suits them. They’ll take weekend
trips to Ireland, so there is not the same planning process needed. It
is much easier

(Orla Carey, Communications Manager, Tourism

Ireland, New York).

I believe that from the American perspective, the relationship with Ireland
is seen as a stronghold in the relationship with Europe

(John

O’Donoghue, T.D., Minister Arts, Sport and Tourism).

I truly believe that the Irish-American links are as strong as ever. I
think that people like our previous President, Bill Clinton enhanced
those bonds. President Bill Clinton did a huge job in re-kindling the
spirit and those links that perhaps were there but had not been
exploited in the past. Like him or not, but take the politics out of the
man, what he did for Ireland was incredible. He has visited Ireland
four or five times. He is probably the only president that has ever
been to Ireland that many times. There was a huge hype at that time
in Irish and American psyche and that hype continued to grow. That
whole lineage beginning with Riverdance all contributed to drawing
attention to Ireland worldwide. Ireland is considered to be trendy and
Irish-Americans in particular identified with Ireland and decided that
they needed to go to visit Ireland (David Boyce, Vice President of
Advertising and Communications, Tourism Ireland, New York).
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The Irish in America remain very clannish and this clannishness was
and is a strength for the most part. The Irish probably aren^t more
clannish than other emigrant groups, huddled for protection against a
mostly hostile host world, but I believe that this clannishness does
transfer into the desire to visit friends and family

(Ruth-Ann M.

Harris, Adjunct Professor of History and Irish Studies, Boston
College).

The Americans are very positive towards Ireland. In the twenty years
that I have been travelling back and forth to the United States, I don't
think that I have ever met anybody who was negative towards
Ireland. I believe that the reason for this is that Ireland has never
been, and never will be a world power. Ireland never did any harm to
anybody. I think that Ireland is regarded as a positive country full of
easy going people, and a country that is very hospitable toward the
citizens of the United States. On numerous occasions, Americans say
to me that Ireland's greatest asset is its people (Paddy O’Looney,
CEO SWING).

In the 1950s there was a huge kind of familial pressure to send
money back to Ireland. One of the best books ever is John Healy's
book Nineteen Acres and it was written in the 1960s and again he
also describes that kind of pressure that was involved.

There was

almost a kind of obligation on you when you went to America that you
had to send money hack for the fare for the next sibling. It was a
forced bond really. It wasn't simple and there was resentment about
it as well and bitterness. As recently as the 1950s, the significance of
remittances to the Irish economy was very important. It is identical to
the situations today for places like the Philippines.

That financial

connection between the two countries has now gone and we are now
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considered for better or for worse to stand on our own feet (Piaras
Mac Einri, Former Director, Centre for Migration Studies, U.C.C.).

Ireland as a nation is successful at reinventing itself For instance
again going back, to the 1950s, (and I have talked to a lot of Irish
emigrants who went out in the 1950s, as my own family did), there
was a traditional relationship between the Americans, ‘the bountiful’,
and this impoverished Ireland and Ireland is always very grateful to
America for its help. Many Irish-Americans are very religious and they
became strong supporters of the Catholic parishes in America after
emigrating.

The newer generation while they might have various

issues they don’t have that kind of attitude towards the church. A lot
of them are not practising any kind of religion anyway, but they have
re-invented Irish-ness in cultural forms and that’s been fantastically
successjiil.

Whether it is the Irish band, U2, or, whether it’s the

presence of Irish actors in films, or on the stage, the Irish writer, the
Irish singer, the Irish group, we are now not viewed so much as a
religious nation, but as a cultural nation and that has given us
something very positive to sell and to he proud of abroad. Take the
show Riverdance for example; Riverdance is the perfect example
because people like Michael Flatley and Jean Butler, who were the
initial stars of the show, are Irish-Americans.
I believe that before the 1980s there was a tendency to look down on
people from the Irish diaspora whether they were Irish-American of
Irish-British. People returning from Britain with English accents for
example, were not necessarily that well accepted when they returned
home to Ireland. The same principle applies to the Irish-Americans.
There was a tendency in Ireland to tell all these Yankee jokes which I
think were a kind of defensiveness, and those who returned were
referred to as returned Yanks, or the Yank.
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I believe that Irish shows such as Riverdance has given IrishAmericans something to be proud of. Even in the wider diaspora, for
example, there was a revival of Irish dancing for instance in places
like London, because of Riverdance. Irish-ness was something to be
proud of. I think it did lead to a repositioning of the Irish identity
abroad, and it was not a religious repositioning, it was a cultural
repositioning. I also believe that it was associated as well with the
sort of upbeat message that was coming from Ireland itself,
particularly in relation to the ‘Troubles’ in Northern Ireland being
resolved and the booming economy. As a result programmes such as
The Scots-Irish one are being promoted because they are trying to re
connect with the historical links in the United States. The Scots Irish
links go back to the 17^^ and 1century.
I don’t personally like Riverdance, but I think it did create hype about
Ireland.

Even looking at earlier groups like the Pogues, with lead

singer Shane McGowan; they came along in the eighties and I believe
that the Pogues were the first aspiring band to believe that their form
of Irish-ness was just as good as yours, and that Ireland hasn’t got
some kind of superior claim on Irish culture just because you were
bom in the native South Shane McGowan and the Pogues were from
London, but they stated that they were Irish too. Likewise there is an
emergence of a huge generation of very strong Irish traditional
musicians like Eileen Ivers who is a fiddler and lives in New York. I
think those musicians had a big influence as well. I think the whole
cultural thing is big and I think it is something that is more
sophisticated. It is difficult to categorise it and to pin down, but it’s a
sort of packaging as it were, and it is probably the way we need to
progress in the future packaging of Ireland.

If it were possible to marry the bonds with the cultural aspects of
Ireland, maybe then from a marketing point of view you could actually
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get more to people to travel to Ireland, but it is not easy to do that I
worked for five years (from 1989 to 1994) running the international
office here at UCC, and I got to know a lot about why Irish-American
students, for example, want to study in Irish universities, which is
kind of a subset of what we are discussing, but raises the same
questions.

The one thing that I found very interesting is that like

many Irish-Americans coming here they have a certain fixed vision of
what they think Ireland is. One of the moments that I remember most
is one of my friends in college was teaching a class and they were
talking about the upcoming abortion referenda that we had in the
early 1990s.

All of the class, consisting of maybe 15 to 20 Irish-

Americans were all shocked and horrified at the notion that anyone in
Ireland would even be talking about bringing in abortion.
Those students were from a very conservative part of Catholic Irish
America and they had this fixed image in their minds that Ireland was
filled with ‘cailini deasa’ (lovely girls), where cities hardly featured. In
fact, the notion that we were just another modem country with the
same problems as everybody else in the world such as sexuality,
drugs, violence or anything else was not a reality for these students.
Clearly we can’t contirme to market an image of Ireland that has no
bearing on reality. There is no doubt but that the Irish in America are
very conservative, and I think we have to take some of the blame for
that because for decades, we packaged a certain image of Ireland
featuring deserted landscapes, and I think in its own way movies
such as ‘The Quiet Man’ were very influential having the same
stereotypes, particularly when it comes to women.

One is dealing

with very patriarchal ideas about Irish society which I hope to God
have changed. There is a disconnection between the message and the
reality and also between packages that are promoted through events
such as The Rose of Tralee, competition.
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The Irish Empire was a documentary series made about five years
ago.

I was one of the advisors on it. It was a five part series,

consisting of five programmes. It was made for RTE by Little Bird
Productions, but the last programme was taken up by The Rose of
Tralee competition. In the programme, they talked about the women
coming back to Ireland as Roses and the fact that when they come
over here they have a certain idea and image about Ireland in their
minds. It is an extraordinary tradition I think, and in fact if anything,
there is always this kind of time warp effect of living in a diaspora,
because when you grow up in a diaspora you are growing up with
your parents' ideas and ideals.

It is almost like you grew up in

Ireland but you know you have no peers whereby one can compare
life.
One is not getting their ideas from their own age group.

They are

getting them only from their parents, so these are young women who
travel to Ireland as Roses, are coming in fact in many cases from
intensely conservative backgrounds, and they are encountering an
Ireland which in many ways is a lot different from the country they
left. Ireland is not full of comely maidens dancing at any crossroads.
Ireland is another modem country, with the good and the bad that
goes with that. Therefore, I believe that Ireland has a lot of work to do
in order to redress that image which is inaccurate and false (Piaras
Mac Einri, Former Director, Centre for Migration Studies, U.C.C.).

Emigrants to the United States believed to some extent that they had
to support their families that were left behind in Ireland.

What

differed, I believe, was that the belief existed in a reciprocal sort of
mode. You care for your family in Ireland as a sort of insurance policy
that ensures you will be cared for in some way in the future.
Nevertheless, these bonds of mutual help were strong in the first
generations.

You see an aspect of this in places like South Boston
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which was for a long time a tightly knit ethnic community, which only
blew apart when it was revealed fairly recently that criminal
enterprises were at work there. I’m illustrating what can happen to
the ethic closeness in future generations. Yes, the emotional bond is
still evident, sometimes for good and sometimes not.

Of course,

another element is the effect of the really terrible church scandals. So
many people trusted the church unquestioningly, and their faith is
now in shreds (Ruth-Ann M. Harris, Adjunct Professor of Histoiy
and Irish Studies, Boston College).

According to one interviewee, many of the bonds that existed between
Ireland and the United States in the past were largely due to the presence
of Irish people in American politics:
/ believe that the height of our influence in the United States was

probably in the 1990s, with the President Clinton administration.
President Bush is not really concerned with Irish affairs. It has been
downgraded.

Unfortunately, President George Bush’s attitude has

changed very much and he believes that if you are not with us, you
are against us. I don’t think most Americans really necessarily think
like that, whether they support Bush or not I think there is a problem
there.

I think the job of politicians really is to convey the main

message, and the main messages are about ongoing things.
I think the Irish-Americans won’t have the same political clout in the
future as they had in the past because it’s not only that the Irish were
significant in voting terms, (the Irish are in the Democratic party in
particular), but, in the past it was also that you had a particular
period when you had politicians like Tip O’Neill, Daniel Patrick
Moynihan, Edward Kennedy, a number of Irish-American politicians
who really were stars in the American political system, and between
them they could exercise a disproportionate influence, and I doubt if
that kind of unique set of factors will come around again. The Irish

406

connection has always been more of a sentimental attachment, which
we have been able to use very successfully, but I don’t think in the
future we will carry quite the same weight (Piaras Mac Einri, Former
Director, Centre for Migration Studies, U.C.C.).
Interviewees also suggest that the current lack of emigration to the United
States by Irish citizens as a result of the success of the Irish economy will
impact on future generations;

There has been a huge tailing off in Irish emigration there is no doubt
about that.

I mean in the 1950s there were still relatively large

numbers of people going to the United States and then you had that
resurgence in the 1980s of ‘New Irish’ so called but the fact is a lot of
them have come back. Probably at least half the Irish people who
went as undocumented in the 1980s have actually come back home to
Ireland and typically you go in your early 20s and you come back in
your early 30s. If you are still living in the country by your late 30s
and maybe you’ve got family there you are less likely to come back.
The propensity to return is much lower once you’ve got kids in the
local schools and you’ve married somebody from the host community
and so on. Then you are rooted.
The question isn’t so much whether the 1950s people are coming
hack, I mean most of them are confined now, they are retired or
indeed they are dying, that generation, it’s whether their children will
want to return and in the future there is no doubt I mean we no longer
have the same powerful resonance story of famine and oppression
and the five minute penance, all that kind of stuff, that’s not
something that we can really rely on to the same extent. It seems to
me looking at the newer generations

(Piaras Mac Einri, Former

Director, Centre for Migration Studies, U.C.C.).
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A decline in the ethnic market will be an obstacle for the future of Irish
tourism as the pool of Irish-Americans will inevitably be smaller (Pat
McCann, CEO, Jurys Doyle).

According to other interviewees, even if there were a decline in the ethnic
market, which would inevitably lead to a decline in the numbers of
returning emigrants as visitors to Ireland, there are still other options
available for Irish tourism, such as the development of the Chinese market
as a potential tourist market for Ireland:

There is a built-up desire by people of Irish decent in foreign climes to
come to Ireland, so one could make the case that a decrease in
emigration from Ireland it will have a diminishing effect. While this is a
risk, improved access and the growth in the Visiting Friends Market will
more than offset the risk. On the other hand, there is the fact that there
are new opportunities available now which were not there before. Most
of the ten new states that joined the European Union would not have
well developed economies. However, as Europe develops more and the
economies of these countries improve there will be further opportunities
for Ireland's tourism industry. This will more than compensate from
any fallout from Ireland’s returning emigrants drying up.

One must

also consider another important market and that is China. Ireland has
developed very close links with China over recent years. I have visited
there on a number of occasions.

On a number of occasions we had a cultural exchange. In 2005, An
Taoiseach Bertie Ahem, led a trade delegation there and we signed a
destination status agreement with them which means that Ireland is
recognised by the Chinese government where groups of tourists can
travel to. It is estimated that the Chinese outbound market will be 100
million by the year 2020.

We did not capitalise on the growth of

tourism from Japan in the past. We weren’t in the marketplace early
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enough to take advantage of the growth.

The tragic fact about the

Japanese is that the photographs of Ireland, such as Blarney Castle,
Bunratty Castle or the Lakes of Killamey, do not have street credibility
like for example Windsor Castle or the House of Commons.

The

Japanese love photographs, but not our Irish photographs. They love
landmark photographs. We are not going to let the Chinese market slip
by. We currently have a representative from Tourism Ireland in there at
the moment to ensure that this market is fully developed

(John

OTJonoghue, T.D., Minister Arts, Sport and Tourism).

With China emerging now, everything in the next six years is going to
be about China

(Piaras Mac Einri, Former Director, Centre for

Migration Studies, U.C.C.).

Another interviewee believes that there are still many Irish emigrants in the
United States:

I believe that there is still a huge amount of first generation Irish in
America and they are a point of contact, point of connection and it is
important because they do help, mostly to reinforce the positive
perceptions of Ireland and Irish-ness.

I believe that they are quite

important. This generation would have emigrated to the United States
in the last 20 years. They would be potential tourists as well. This
market, I believe, accounts for the Visiting Friends and Relatives
element of the traffic and they account for 19% of the market which is
very significant (Paul O’Toole, CEO, Tourism Ireland).

The empirical findings in this research affirm that the connections and
bonds between Ireland and the United States are all-embracing and deeprooted.

These bonds are steeped in the history of the both nations as a
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result of the pain and suffering of the first emigrants caused by hunger and
tyranny. This emotional pain was carried by early emigrants to their new
host country, America. Interviewees believe that Americans long to attach
themselves to the past.

Even painful memories such as the famine are

viewed as captivating moments of the past and the history of both nations.
Recent emigrants continue the traditional bonds and connections that were
historically established between the motherland and the host country, and
due to ease of access, return to Ireland on a regular basis to visit family
and friends.

4:5.4

Famine Memories and American Tourists

While famine memories can be quite painful for Irish-Americans, because of
the substantial displacement of Irish people, many chose not to remember
the past, but, this research has found that there is stHl a fascination
amongst Americans about the history of the famine in Ireland and many
American tourists like the opportunity to see some of the historical sites for
themselves, such as famine houses:

I believe that the famine memories are very important to IrishAmericans and that there is a potential motivator there to encourage
them to come to Ireland. I will always do my best when I go down to
Waterville, Co. Kerry to explain the history of emigration during the
famine years. I actually point out the famine houses. Now if a lot of
these places were improved a little bit, they would have the potential
to be places to visit. Unfortunately, they are left to wreck and ruin. If
they were more highlighted as places of historic interest, I believe that
they would get great attention from Americans.
very interested in it all.

The Americans are

For example, I believe that the greatest

genocide that has ever happened in history wasn’t the Jews’
persecution under Hitler; it was what happened here in Ireland during
the famine time.

The displacement of people mas phenomenal.
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Ireland went from a population of eleven and a half million to three
million in four years.
The Americans love the tale of hardship and it will always tug at their
emotions, that particular moment when you go to illustrate and point
out the famine house with the thick the walls. I explain to the tourist
on my tour that the reason that there is no roof on the house that I am
pointing out, is because the Irish at that time tried to remain in their
homes as long as they possibly could and they whacked the roof off it,
because once you whack the roof of your house, you didn't have to
pay rent and you could stay, but, life became intolerable, they couldn’t
stay there and they just left and abandoned their lives in Ireland.
There is definitely an appetite for that story amongst Americans. They
find it amazing that one hundred and fifty years after the famine there
are still houses that can be pointed out to them where the walls are
still there and are as thick as myself (Paddy O’Looney, CEO SWING).

I believe that historical memories and past events such as the famine
are very important to Irish tourism.

Ireland has many attractions

which focus on Christianity for example, St Patrick’s Cathedral in
Dublin, the Rock of Cashel in Co. Tipperary, Christchurch in Dublin,
the Book of Kells which is in Trinity College Dublin etc. New Ross, Co.
Wexford is home to the Famine Ship — The Dunbrody and
undoubtedly these attractions are very popular to the American
market.

Historical sites such as the aforementioned and beautiful

scenery will always attract visitors.

What is interesting to note

however, is that the most popular tourist attraction in Dublin is the
Guinness Storehouse. In association to the old world charm of the
castles and churches. United States visitors now want to absorb
themselves in the culture and history of Ireland. Arts festivals etc.
have become increasingly popular in recent times. Fdilte Ireland are
involved in the promotion and marketing of these events.

Indeed,

411

Fdilte Ireland recently published its 'Study of Ireland's Festivals and
Events Sector’ (John Power, CEO Irish Hotel Federation).

/ believe that the famine memory is only beneficial in terms of

presenting the history of Ireland as an interesting one.

If it is

presenting the story of Ireland it would be a motivational tool for
travelling to Ireland. I suspect that there is little awareness of that
among the broad body of Irish-Americans

(Brian McColgan, CEO

Abbey Tours).

/ believe that famine memories are motivational for the ethnic market.

The history of the famine acts as a backdrop and while its memory is
not faded for a lot of people, it’s a backdrop. The Irish-Americans are
very conscious of it. It can be very strong for a lot of people, because
at some stage in their lives they want to come to Ireland as a form of
pilgrimage. That is strong, and it will continue to be strong, but that
deep emotional thing isn’t going to drive people to come for their
holidays; it may do on one occasion maybe.

It needs to be

encouraged. As Americans have short vacation periods, they might do
a pilgrimage once in a lifetime; mostly they want to have fun.

We

have to promote both (Paul OToole, CEO, Tourism Ireland).

The memories of the famine are very deep-rooted in Irish-Americans.
When Irish people emigrated to the United States during the famine,
they had nothing to bring with them. Many of the Irish arriving after
the famine had only the shirts on their backs; they had no money. A
lot of them brought illiteracy poverty, disease with them, but they did
bring their Irish culture and religion.

We like to believe that they

brought over a great sense of being Irish and this great desire to free
Ireland. In fact, very few Irishmen were ever involved in things like
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nationalist politics, for example, it is not the case that all IrishAmericans support the Provisional IRA. It never was and never will be
the case. That is only a minority group.
Most Irish-Americans who went over to America actually wanted to
become part of America.

That was the desire at most stages, they

wanted total assimilation into American society.

They didn’t want

particularly to remember who they were. For instance, a lot of them
were actually Irish speaking particularly after the famine, but the first
thing they would have wanted their children to do, as indeed they did
here in Ireland also, was to learn English and to become American. In
those days as well, there was a lot of pressure not to be looking back
to the old country and the term hyphenated American used at the end
of the 19^^ century was more a term of abuse than the positive term
that it is nowadays.

Today, people have no problem calling

themselves Irish-American, but in the early days, it meant you hadn’t
become a full American.
When one examines what the Irish actually brought with them, and
the things they couldn’t bring with them like material resources, but
what they did bring with them more than anything else was their
religion and their culture, and that became the badge of their identity
in the United States. Their religion was something that then rooted
itself in America society.

A lot of Irish-Americans of a particular

generation, say the 1950s to 1960s generation, identified themselves
even by the parish they had come from. If one asks them where they
are from, they will often reply by telling you they are from St. James’
Parish etc.

There is a book called Precious Blood by an Irish-

American who grew up in New York and Precious Blood was the
name of his parish in Manhattan where he attended church, thus,
religion became highly rooted and highly organised and the Irish got to
dominate it, because they were English speaking, and because they
already had the experience of being organised through the likes of
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Daniel O’Connell the Liberator, and the Catholic Church in Ireland, so
they in turn dominated the American Catholic Church for a long time.
In a sense the Irish brought over a level of political organisation that
was very sophisticated compared to other Europeans, because they
had experience of working on European movements, they had the
experience of Daniel O’Connell who was a very sophisticated
organiser. For example, every parishioner paid a penny every week to
support the Catholic Emancipation Movement, so the Irish, when they
went to the United States really took over the machine politics of New
York; they took over, famously, the Fire Department and the Police
Department but, they also took over the American Catholic Church.
For the emigrant Irish, their Irish identity became largely wrapped up
in the business of being a Catholic in America, and that is where most
of their loyalty went. Indeed, that is where most of their money has
gone as well down through the years. When I went first to visit Notre
Dame, which is the famous Irish-American college in Indiana, I found
that they had this enormous centre for the study of American
Catholicism called. The Cultural Centre. At the time, there was no
programme for Irish studies anywhere else; there actually is now, so
things have moved on a lot.
Irish-Americans didn’t put their primary sort of support and
identification into the connection they had with Ireland, they put it into
what for them became Irish-ness in America which became expressed
through the church

Now, a lot of things get lost in a country like

America, but in Irish America their Irish-ness becomes imbedded into
the fabric of their lives in America.
Translating that sense of identity and past historical links into an
active connection with Ireland and a desire to visit Ireland, is not
something that is immediately obvious. It doesn’t come automatically
that everyone bom Irish-American wants to have that desire to visit
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the homeland.

A lot of them have, but a lot of them haven’t

So

connecting with that larger group is challenging. The other thing that
one needs to bear in mind there is a huge distinction between first
generation migrants, the people who actually emigrated themselves,
and their families and grandchildren.

The motivations, the type of

connections that they would have with Ireland are quite different. The
first generation are the ones who were bom in Ireland and emigrated,
they do come back to Ireland on a regular basis. In fact they come
back more and more often now because air travel is relatively cheap.
For those who emigrated earlier, it is a different situation for them and
a different question rather for their children.
There are a lot of grandchildren of the Irish who emigrated early in the
1900s who feel that they would love to come back to visit Ireland. The
original emigrants wanted their children to assimilate into American
life and today it is the grandchildren who start to rediscover where
they actually come from and are fascinated by the history.
grandchildren are not carrying the baggage.

These

Ireland as a country

must reposition ourselves itself in the minds of these people. For a
long time we were almost had the hands out, and like we didn’t
depend on our businesses, we saw tourism as bringing manna from
heaven. Now we are a relatively wealthy country, and we are not
selling memories offamine misery, or, if we are, we need to make up
our minds what it is we are trying to tell the Irish-Americans. Are we
really telling the true story, for instance, the Commemoration of the
Famine in 1998 was a disaster as it was very badly handled.
It could have been done much more sensitively, much more
respectfully. In fact we went for a kind of cheap shots with the notion
of celebrating the famine being viewed as something obscene. We are
all the children of the survivors of the famine after all, and in fact, the
children who have more of a claim on the memories of the famine, if
anything, are those Irish-Americas because they are the descendents
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of those who had to leave, who fled the country. I don’t think we have
fully understood, not only our own relationship with our own historical
legacy, but we haven’t known either how to interpret that, to the
broader Irish. To some extent, I believe that there is a disconnection
between our understanding of the historical past and translating that
into a full viable tourist campaign and taking advantage of the
connections with the past. I think we haven’t done that very well.
1 believe that there is an opportunity there, but at the same time it will
he difficult because people don’t necessarily want to visit a place that
might have resonances or memories of misery and hardship. It needs
to be turned around into a more positive situation. It’s not easy. Take
for instance the Holocaust.

I’m sure there are many Jewish

Americans who go to various parts of Europe and they visit the
concentration camps.

One couldn’t call that a tourist industry but

neither is it something that you disguise, or in anyway take from.
Questions exist about whether it should be used for political purposes,
but that is an example of something that is called a searing past
memory.

The question remains as to how one can promote it in a

sensitive fashion to the American market.
In the past, famine emigration brought about a very complicated
legacy and a lot of denial at the heart of it for Irish-Americans
themselves. People fled from a country which had nothing to offer
them, which was extremely poor, and where you had famine. I think
they passed on to their children a certain notional Irish-ness, but I’d
say it was largely along the lines that they were never going to return
back to Ireland.

They were more interested in becoming good

Americans. In fact, there is a very interesting famine monument in
Boston. There are two sets of figures, one is your classical famine
group of emaciated people, and the other is a family group that are
portrayed as striding into the future to be Americans.
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If you look at other groups that emigrated to America, for instance
Italian Americans. In the early part of the 20^’^ century nearly 50% of
all Italian Americans actually went back home to Italy, and nearly
50% of all Greek Americans went back to Greece. The Irish didn’t do
that; less than 10% returned home to Ireland to live there
permanently.

There is a strong nostalgic tie with the homeland of

Ireland, but I don’t think it’s unique. A question which remains is that
as the Irish moved into mainstream America, have they retained their
Irish-ness? or, is it a more specific phenomenon? I mean if you are
going to look for Irish-ness in America and you go to Boston or New
York you will find it, but the majority of Irish-Americans are no longer
living in those kinds ofplaces.
There are a lot of Irish in a place called Albany which is the state
capital of New York and actually is the American city with the greatest
percentage ofpeople with Irish descent living in it today, but, we don’t
think of it as being an Irish-American City.

It has been found by

Reginald Byron for example, that the majority of those people are
mainstream Americans. They are not into the Irish ethnic America at
all, opart from St. Patrick’s Day which practically everybody in
America celebrates anyway.
The question then remains, can a way be found of reaching those
kinds of people in Albany? What is the nature of their felt sense of
identity? A lot of it is very ephemeral, and remember as well that a lot
of it comes out of something that happened in the 1960s because in
the 1960s the Latin American Civil Rights Movement led to an
emphasis on difference. Instead of everybody being the same it was
suddenly cool to be different. The same is true of the Women’s
Movement. It was no longer about being a sort of unique standard
American wife. Mainly it was about celebrating what was different,
and one of the by-products of Civil Rights movements, the Black
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Consciousness Movement, the Feminist etc, was that a lot of American
wives were saying we are not all the same either.
It’s cool to be Polish, or, cool to be Irish. So, you got this emphasis on
being different. Part of it was a reaction to the Black Consciousness
Movement of the 1960s. Now, while that is more of what some people
would call ^designer diaspora’, whether it really has substance to it,
or, whether it is a kind of an identity light type, that remains to be
seen.

I think that Irish-American identity has no substance, but I

think for a lot of people it’s something that you put on, or take off.
Again, this attitude can be translated into a stronger connection with
the homeland, a desire to visit it, but for a lot ofpeople it’s very much
a surface thing. That’s maybe a cynical take on it (Piaras Mac Einri,
Former Director, Centre for Migration Studies, U.C.C.).

I believe that famine memories are still highly emotive tools for the
tourist industry. It is hard to persuade people in the United States
that the Irish aren’t still caught up in these issues. I don’t think they
need to be exploited. It is not a healthy obsession for the most part
because people would rather believe myths, but then Americans live
by myths, so what can I say?

(Ruth-Ann M. Harris, Adjunct

Professor of History and Irish Studies, Boston College).
According to some interviewees, although history and culture are of
immense importance, famine memories may not be the correct ones to use
as motivators as these memories may be too painful:

Its funny, but most Irish-Americans don’t want to talk about the
famine because it is painful. They don’t want to talk about the fact
that there ancestors had to leave Ireland because of starvation and it
is part of who they are. The reality is that most of the descendants of
famine emigrants have become very successful in the United States,

418

many both powerful and rich and many would like to reflect on
Ireland in a more positive fashion. We are descendents of emigrants,
but we have survived and are now successful

(Brian Stack,

President CIE Tours & Chairman US Tourism Confederation).

Our history and culture are of immense importance to Ireland. These
are the principle themes. The main drivers of United States tourism are
history and culture so these are the principle themes of marketing
messages in the United States market.

The famine wouldn’t hold a

massive amount of interest for them other than the fact that their
ancestors may have emigrated as a direct result of Irish famine. I don’t
think that they are overtly conscious of it (John O’Donoghue, T.D.,
Minister Arts, Sport and Tourism)

On balance, I think that the memory of the famine possibly has faded,
but people are still very aware and very conscious of where they came
from and their roots and the fact that they were forced to emigrate to
the United States. Certainly, that connectivity hasn’t faded that much.
It is very much in the background (Conor Buckley, CEO 12 Travel).
Interviewees believe that the famine memories are beneficial in presenting
the history of Ireland to the American market. The history of the famine
acts as a backdrop to the ethnic market as a reminder of the bonds and
connections that were strongly established between Ireland and America.
Participants also suggest that these bonds help to encourage the business
connections between both nations.
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4:5.5

Business Connections Between Ireland and
the United States

According to some of the interviewees for this research, American
companies also invest in Ireland because of connections and bonds with
Ireland:

Ireland is closer to Boston than to Berlin. We are very bonded to the
United States.

I believe that our whole economic outlook is more

United States orientated than European

(Conor Buckley, CEO 12

Travel).

/ think it is very important that the message that Irish politicians

sends out to the United States continues to be a sustained message;
that we have more in common with the United States than separates
us (Piaras Mac Einri, Former Director, Centre for Migration Studies,
U.C.C.).

US companies, like any companies worldwide, are primarily focussed
on return on investment and for that reason economic and tax
benefits, together with access to the EU market and the performance
of the English-speaking workforce predominate in the calculations.
However, there are occasions when the Irish connection can work to
the advantage of IDA Ireland in contacting potential investors. Equally,
Ireland’s unspoilt image is an attraction for United States executives
also (Breifne O'Reilly, Economic Councillor, Embassy of Ireland).

There are a lot of Irish-Americans heading up corporate America and
we do try to tap into that market and we keep trying to come up with
effective ways to tap into it. There are a lot of them that really wear
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their hearts on their sleeves and they like to come to Ireland for the
incentive and conference business which is very, very important
because it’s such a lucrative end of the business for Irish tourism. The
incentive and conference business is where companies like Ford bring
their top 100 sellers of the year on a trip. That’s called an incentive
trip, i.e., the incentives to the sellers to sell, sell, and sell and the
benefits will be a corporate trip to Ireland with everything supplied.
These trips to Ireland tend to be very high end, and all the stops are
pulled out on such trips. They stay in places such as Ashford Castle;
Co. Galway, Dromoland Castle, Co. Clare etc., they employ event
organisers, etc. Tourism Ireland is very interested in attracting this
end of the business. We target this market through incentive houses.
There are a number of incentive houses where companies go to in
order to organise such trips. For example, the incentive houses would
approach corporations such as Ford and present five destinations that
they have planned for them.

If the destination is considered to be

fashionable and a high-end destination, then that destination will get
serious consideration.
At the moment, Ireland is fashionable, so it has been decided by many
companies to take their top sellers to Ireland in 2006. After 9/11 a lot
of the market had died, but it has come back now again. In fact, the
incentive schemes actually didn’t die so much.

Meetings and

conferences suffered more to a certain extent as people weren’t taking
meetings to foreign destination. Post 9/11 you had people who didn’t
want to go anywhere and they also got the call to patriotism, and
were encouraged to vacation in America and keep your conferences in
America also, because everyone needed them, the economy needed
them, America needed these events. They stayed away from Europe,
but I believe that

this

has

reversed again

(Orla

Carey,

Communications Manager, Tourism Ireland, New York).

421

Our business relationship between Ireland and the United States has
never been better, and Ireland is the second biggest recipient of United
States investment dollars.

United States companies employ a

tremendous amount of workers and Irish companies employ many
Americans in the US.

More balance has been brought to the

relationship. Flights are cheaper and folks go back and forth with
ease. The tremendous investment that the United States has made in
Ireland has increased our business relationship and also helped to
foster a new entrepreneurship in Ireland that has increased Irish
investment in the United States. This puts our relationship on a new,
and strengthened, footing and is all for the good. Family relationships
remain important and it seems to me that business links and family
ties can coexist.
As far as I can see the social links between Ireland and the United

States are enhanced by more Irish people who had emigrated being
able to return back to Ireland to a good Job.

They have personal

connections to many of the folks who are still in the United States and
this enhances their business connections for future contacts. Another
important business link in my opinion between Ireland and the United
States is the direct flight that we have here between Ireland and
Baltimore, Washington DC. I feel that it is a win-win for Baltimore
and Aer Lingus' passengers. The airport really benefits from having
such a high quality airline and visitors to Ireland are able to benefit
from using a very customer friendly airport that doesn’t suffer the
same

congestion

problems

as

Dulles

International

Airport,

Washington. This is an incentive for more people to visit Ireland and
more Irish people to visit our beautiful city, Baltimore, even if they are
only passing through.
Tourism is very important to Baltimore City and many people from
Ireland visit our high profile attractions like the harbour, the
Aquarium, the Science Museum and the birthplace of the National
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Anthem, at Fort McHenry. Our hospitals have good relationships with
their colleagues in Ireland and steady streams of professionals visit
us on a constant basis to consult with each other. We enjoyed Allied
Irish Bank's ownership of First National Bank of Maryland, but sadly
that ended abruptly.

Our port is a point of entry for many Irish

products and we enjoy having Aer Lingus as an important partner at
BWI (Baltimore Washington International). I certainly lobbied for the
flight and the continuation of the flight between Ireland and Baltimore,
but ultimately only Aer Lingus can tell you why they brought back the
flight after discarding it, and if they will suspend the service again in
the future (Martin O’Malley, Mayor of Baltimore).

The corporate market is a very important market for Irish tourism
especially as there are so many United States companies located in
Ireland.

Figures from the United States show that 68 per cent of

business travellers have in the past combined one or more business
trips with a leisure night. For the America market, if they travel a
distance for a business meeting, then they will inevitably combine it
with a leisure night, or, nights in Ireland. This is important for Irish
tourism (Joanne Hogg, Rain Hospitality).

The young people who have been coming from Ireland for the last
twenty to twenty five years are well-educated, have savvy and know
how to utilize opportunity.

Young women who once would have

sought domestic work, now own their own companies; often small
enterprises such as painting, interior design, contracting, etc. I don't
think the numbers of those coming for tourism will change, but what
they seek may be different. The emigrants of the last twenty years
shift back and forth between Ireland and America with shifts in the
economy. Many of their skills are readily transferable and they know
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this.

(Ruth-Ann M. Harris, Adjunct Professor of History and Irish

Studies, Boston College).
Another interviewee believes that cultural and historical links are more
important today between the United States and Ireland than business
connections because American companies are now discouraged to invest
abroad as it is viewed as more patriotic to invest in the United States:
/ believe that the business links will probably become more difficult

over time, but the cultural links are actually increasing and that is
important. On the business side I think it’s the economy here in the
United States with the importance of high powered business people to
be able to maintain a return for their investors and that’s huge. For
example, if you are the head of L’Oreal and you are trying to open a
factory, the cost element for the shareholder is so important and has
to be taken into consideration.

Whilst in the past maybe Ireland

would have been a little bit restrictive they would have invested there
just for the sake of the ‘old sod’ nostalgia.

I don’t think that will

happen any more, I think we need to try and find other ways of
getting people into Ireland, and I think the business side will hurl:, is
hurting and will continue to. The problem in the United States at the
moment is that there is great distain here towards companies who
open factories abroad. It doesn’t matter whether it is India, Pakistan,
or wherever they are in Korea, or Ireland. If you had been living here
in the United States you would realise that part of the election
campaigns are based around keeping American business in America
and there is a big drive coming in to do that.
In the future, I think that the new Irish in America (the younger people)
are the key. They are not Just new Irish, it’s a new way of life and a
way of thinking, and I think that travel is something that they will
partake in more readily. I think they will want to go back sooner and
more frequently instead of waiting until they retire (David Boyce, Vice
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President of Advertising and Communications, Tourism Ireland, New
York).

According to one interviewee, American foreign policy can have a negative
impact on business relations, but in most cases it is short lived:

I think for instance there is a lot of criticism around at the moment of
the American foreign policy in places like Iraq. Personally, I would be
among those critics, but I also feel that it is very adolescent antiAmerican which is very widespread, not only in other European
countries but also in Ireland. I think on the American side there can
be an equally childish reaction, for example when Americans changed
to their freedom fries from French fries because they didn't like what
the French were saying.

That was ridiculous, because the ties

between France and the United States are very strong and go back
two centuries, and a lot of that was really, really childish, probably on
both sides and short lived I hope. Just because we don't agree with
American foreign policy doesn't mean that we dislike them (Piaras
Mac Einri, Former Director, Centre for Migration Studies, U.C.C.).

Empirical findings suggest that in the past, Irish-Americans invested in
Ireland as a direct result of past connection and heritage.

Today,

interviewees believe that investment is decided on an accounting basis, i.e.
return on investment. Also, Americans are further encouraged to invest in
their own country, particularly since the attacks of 9/11.

Interviewees

affirm that the business connections are more evident in the corporate
entertainment sector, where larger American corporations travel to Ireland
for incentive trips.
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A Cosmopolitan Ireland

4:6

Americans like myths. So, even though Ireland is changing, it will be
a long time before Americans notice that Ireland isn’t what it used to
be. As long as they can buy biliously-colored green items in shops
they’ll believe that Ireland hasn’t changed at all
(Ruth-Ann M. Harris, Adjunct Professor of History and Irish Studies,
Boston College).

In this section, the views of the interviewees on the perception of Ireland as
a destination by the American tourist are outlined. The data findings are
examined under the following subheadings:

A Different Ireland to that of our Ancestors
The Pan-European Face of Irish Tourism

4:6.1

A Different Ireland to that of our Ancestors
I believe that visitors from the United States will always want to come
to Ireland whether they are connected to Ireland through their
ancestry or not. It would seem that Irish people in particular and the
Irish culture in general are becoming more cosmopolitan and not
necessarily less Irish.

We are embracing new technology and new

ideas and so it is important that this contemporary image is portrayed
to the United States target market. Minister John O’Donoghue said in
a recent interview that “Ireland had always been different and must
continue to promote itself in that way”.

We therefore need to

emphasize that Ireland is different in terms of its language, in terms of
its culture and its history. Throughout 2005, Tourism Ireland brought
over 250 international travel journalists and writers to Ireland in the
hope that they will promote a more contemporary image of the country.
There is no doubt but that the Celtic Tiger economy in Ireland brought
with it a change in ideas and perceptions.

People had large

disposable incomes which they spent on creating a cosmopolitan
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lifestyle.

These dramatic economic and cultural changes in Ireland

gave rise to a newly cosmopolitan culture of restaurants, nightlife and
leisure activity.

It is thus important to raise awareness of these

changes among potential United States tourists.
I believe that it is an advantage that the euro is the currency in
Ireland.

As a major world currency exchange rates are visible in

many media channels. I believe that chat and charm are part of the
professional approach espoused by the modem hotel and restaurant
worker in Ireland. It is an essential pari of the Irish culture and Irish
holiday experience (John Power, CEO Irish Hotel Federation).

There is no doubt hut that Ireland is becoming more cosmopolitan and
that Ireland's economic success is to some extent having an impact on
the traditional way of life.

As we become more affluent we become

less friendly. However, we still have a lot to offer (Pat McCann, CEO,
Jurys Doyle).

I believe that Ireland is becoming more cosmopolitan as opposed to
European. The west of Ireland has remained very much the same, the
West changes very little.

If you want to experience the traditional

older image of Ireland you have to travel to the west.

This is

important particularly for the American tourist. The traditional Ireland
is in the west, but the real Ireland, is in Dublin. Forty per cent of the
population live there, most of our young people are living there. If you
did a survey on the streets of Dublin, one would find that very few
were true Dubs, many of the population of Dublin is made up of people
from rural parts who have moved to the city in order to gain work. If
one has a ‘twee’ image of Ireland, ofpeople dancing at the crossroads,
you have to go to the west to get an older image, but, I don’t think that
is the Ireland of today.

Ireland has changed a lot.

For example.
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Killamey is very good at delivering its tourism product. Killamey is
very good at looking after the American tourist.
While the American tourists keep coming to Ireland, Ireland will have
to have elements of the old Ireland and to portray same. That is what
the Americans want to see. There are many staged events today in
order to portray an older Ireland, and to give tourists a glimpse of the
past. For example, Bunratty Castle in Co. Clare, or, travelling through
the Gap of Dunloe in a jaunting car.
experiences.

These are stage-Irish

As Irish people, we know that these are not real

experiences, but at the same time the American market demands such
events. Tm not sure that many Americans see the real Ireland as we
see it. Americans want to go and visit the tourist hot-spots (Conor
Buckley, CEO 12 Travel).

Ireland has become more modeiriised and more affluent, but that may
not he the perceived picture from the view of an American tourist, but
that's progress on the social scale. I believe in terms of a positive
marketing nuance, Ireland could be regarded as being sophisticated. I
think we manage to maintain an independent and social profile. The
predominant profile of Ireland is that of a land offun. We are a nation
of clowns clearly (Brian McColgan, CEO Abbey Tours).

The main changes in Ireland are of a demographic nature. If you look
at the total fertility rate which is the number of children the average
woman might be expected to have in a certain culture was 4.2 in
1960. The average Irish family in the 1950s consisted of four to six
children. Tmfrom a family of six, and that would he normal then. The
big change infertility patterns here dates from the 1980s. When they
changed the laws on contraception, the culture changed as well. The
number of people who were never married and in certain terms now is

428

higher than it has ever been. A lot of those of course are cohabiting,
but I mean we are not going to have a future what you might crudely
call a surplus population as we had in the past We are not going to
be replacing ourselves.

We are below the replacement rate at the

moment, very slightly below it, but below it. So, we are going to be
depending increasingly on immigrants to fill the gaps in our labour
force and even if that slows down because our economy slows down, I
can’t in the future see some enormous kind of huge emigration
returning.
We have largely restructured our economy.

We no longer have for

instance, the traditional labour intensive post-agricultural products
like textiles, shoe making, the sort of things you get in any sort of
semi-developed economy.

They were all swept out of here in the

1980s. We are very dependent now on knowledge based investment,
and we are very dependent on services. Ireland still has the most
exposed economy in the European, (we are exposed to FGI foreign
generated investment, and we are also more export dependent than
anybody else), so there would be a sort of double whammy if tha
world economy turned down we would have a decrease in investment
here and we’d have a fall off in exports and both of those could be
very serious, but by and large I think we could ride out a lot of storms
(Piaras Mac Einri, Former Director, Centre for Migration Studies,
U.C.C.).

According to other interviewees, the character of the Irish will be sustained,
although the traditional image of Ireland has changed:

I believe that the unique attractiveness of the Irish character,
particularly our sense of humour will not diminish. In fact, awareness
of that special appeal increases with the spread of Irish music, dance,
film and arts reinforcing our unique culture and identity. Findings from
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research undertaken in 2004, have found that the British market in
particular don’t see much of a difference between themselves and the
Irish. We are not as different as we have been. This is affecting the
market.

The British market is down by 1% in 2004 after years of

sustained growth. We have to accentuate and emphasise what is
different about us.

We are a different race, but we are different in

terms of our culture, history, monuments, music, song, dance and our
stories, and most importantly of all in parts, different in our language.
That is why I will never understand the furore that is been kicked up in
Dingle about changing the name of An Ddigean, outside of the Dingle
Peninsula because of the fact that the Irish language is not attractive or
attractive enough

It is very important that the American tourist receive a warm welcome
‘Chat and Charm’, if you like. It is expected and anticipated as part of
an Irish vacation.

Tourism Ireland, Fdilte Ireland and the Northern

Ireland Tourist Board continue to emphasise the importance of the Irish
welcome on the ground to the Irish industry which is increasingly
conscious of the need to foster our tradition of welcome and hospitality
(John O’Donoghue, T.D., Minister Arts, Sport and Tourism).

Another interviewee suggests that there are other areas that can be
developed;

There is another market there that can be exploited.

I think that

American market is interested in a contemporary Ireland. Ireland is a
very contemporary place in terms of music, in terms of the arts, and in
terms of the European connections

(Piaras Mac Einri, Former

Director, Centre for Migration Studies, U.C.C.).
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The most important thing that sets Ireland apart is our heritage and
culture.

If we lose who we are we do so at our peril.

Generally

speaking, we monitor the perceptions of Ireland abroad in our entire
key markets through a brand tracking study that we do every year.
There is no doubt, but that Ireland’s society has changed. That’s just
a fact and therefore how we represent Ireland in our target markets
has to be credible and has to be somewhat contemporary.

It is a

marketing issue of how we should promote Ireland in the United
States market. We must promote messages of Ireland that reflect the
real Ireland.

There has to be credibility, but, I suppose what we

would emphasise in markets like the United States is that even though
Ireland is more economically successful and is developed in many
positive ways, we are still very much rooted in our culture and
heritage and in whom we are.

That message is still strong and

powerful and it is there to be shared.

It is almost like a double

message, we’re successful, we are thriving, but we are still culturally
rooted. In fact, we don’t hide that there is a contemporary Ireland in
existence, but what we try to do is anchor the Irish-ness and heritage.
We are not interested in fooling the market, because it is a very short
term strategy and not one that could be sustained.
I don’t believe that Ireland is melting or blending into Europe too much,
and I would think that American consumers know broadly how to
differentiate between matters of policy such as foreign policy,
economic policy, and between trading nations, and going on holidays.
The best example of that is when the Iraqi war came about and the
United States wasn’t supported by France. There was an anti-French
sentiment in the United States that was huge and there were all sorts
of demonstrations at the time. Well, I think if you check the statistics
you will find that France’s business with America recovered very
sharply last year. At the end of the day, a holiday is a holiday.
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I believe that as a destination if you offer compelling propositions in an
attractive accessible and affordable way and if you can hook the
American market with emotional benefits, and other benefits; that is
where we need to focus our efforts. It is vital that we make sure that
we are delivering the product in the correct manner. It is also of great
importance that we deliver a quality experience in an affordable
manner that beats our competition

(Paul OToole, CEO, Tourism

Ireland).

When you look at Ireland in the bigger picture we are only a blip
because we are peripheral country. Therefore, I believe that we are
not going to lose that uniqueness that Ireland has (Paddy O’Looney,
CEO, SWING).

According to one interviewee, Americans are changing also in their outlook,
particularly, Irish-Americans:

There is a part of Irish America that is much more hip today that it has
been in the past. You know if we are just going to appeal to the sort of
Bonnie Carrington generation but that generation is dying out, we
have to reconnect with a different part of Irish America. There is a
problem, no doubt, in that America is in many ways a much more
conservative place than any European country including Ireland and it
has moved to the right, especially in the last several years with
President Bush. Most Irish people still vote Democrat but a lot more
than used to vote Republican, and certainly the Irish have moved out
of the cities and into the suburbs.
Irish-Americans, are not found particularly in Boston today, but, in
places like Dorchester, and in other areas.

So, there has been a

pattern of taking on advancement on the part of Irish America, and
Irish-Americans have moved up the ladder, they are now among the
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five wealthiest socio-economic ethnic minorities in the States according
to Greelish’s Research. In fact, the average Irish-American is better off
than the average, mainstream white American of other backgrounds,
and as we have moved upwards and into American society they have
become themselves, not just that we’ve changed, but they’ve changed
as well. Irish-Americans have become more part of the mainstream
and now increasingly conservative Americans, and they may be out of
sympathy to some extent with what they see in Ireland, the fact that
we are a more European country or, that in Ireland one can get a
divorce (I’m sure they didn’t like that). It would be a mistake to see all
Irish-Americans sharing the same views, because they don’t.
I believe that we do need to update our image and maybe we have
been doing that. I think the image now is partly about a respectful
recapturing of the past, and in many ways we have talked a lot about
the past but we haven’t given them what they are looking for. As I
have said, a lot of the students that I have talked to coming here are
shocked at the country where they are talking about abortion or
divorce, but, I believe that there is another American who comes to
Ireland and this is not untypical, and they are coming here precisely
because Ireland for them is part of the new Europe and it is a stepping
stone to the rest of Europe. They come here and do the European tour
and they are here for the year when they do the Europe trip. They see
Ireland as a very kind of happening place and a very new place and a
very connected place, and in fact that ‘new Ireland’ is far from being
something that turns them off. It is actually what appeals to them. So
I mean we must remember that as well that Ireland is sort very
contemporary

(Piaras Mac Einri, Former Director, Centre for

Migration Studies, U.C.C.).
The cosmopolitan image of Ireland is also reflected in the current Irish
workforce trends. The next section outlines the relevant quotations from
participating interviewees.

433

The Pan-European Face of Irish Tourism

4:6.2

As Ireland is at near full employment there are not enough Irish people
available to work in the Irish tourism industry, therefore, it is necessary to
employ foreign nationals to service the industry;

To some extent, the face of the hotel and catering frontline has
changed and we have to be very careful. In saying that, overseas
personnel can still be very professional and very friendly and give
quality service, which is what all customers want (Pat McCann, CEO,
Jurys Doyle).

It doesn’t matter that we do not have as many Irish people as before
working in the front-line of Irish tourism, because the reality is that
most of the Americans would not have been to Ireland twenty years
ago.

Most have absolutely no idea what Ireland was like twenty

years ago. It isn’t as if they were there last year and that they can
make comparisons. The reality is that most American’s cannot tell the
difference between a native Irish person and a foreign-national,
because many even have difficulty in understanding the Irish dialects.
Of course Americans would know the difference between an
Indonesian and an Irish person, but between a Polish or any other
European, and an Irish person, they would have absolutely no idea.
They wouldn’t have a clue

(Brian Stack, President CIE Tours 8&

Chairman US Tourism Confederation).

We know that Ireland has changed because there are less people on
the land and less people earning a living from farming.

This is a

major economic change for Ireland. Americans want to meet native
Irish when they come here on their holidays.

I believe that the

industry is trying to convince itself as opposed to the tourist that all is
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okay, when they make statement such as the foreign-nationals are not
noticed by American tourists (Conor Buckley, CEO 12 Travel).

There’s no question about it, but that Ireland is becoming increasingly
European and less Irish, On the island of Ireland in reality the reason
that it is happening is because we have a greater influx of Italians
and Poles and French and Germans, but we haven’t lost our Irishness as a result of that. I don’t believe that we all get submerged in a
monoculture. I think the traits of the Germans, the French and the
Irish will sustain. They have been there for thousands of years and
they will continue to sustain.
It is true to say that the face of Irish tourism is changing to some
degree. In reality, it is because the majority of staff employed in Irish
hotels is not Irish, or, a high percentage of them are not Irish. So, it is
true to say that you don’t exclusively see Irish, you see a mixture of
nationalities, but that’s the same worldwide. My own believe is that
all the surveys suggest that Ireland is famous for its welcome and its
people. In other words the hospitality and the way you are treated,
as opposed to the individual person, and I believe that it is an ethos
rather than an Irish trademark. I would rather be well tended to by a
charming Italian or, Philippine, than a surly Irish person. I would,
therefore, define the term ‘people’ as hospitality, treatment and
experience. If I get a very warm welcome from any nationality in the
Irish style and in the Irish way, then that is an Irish welcome in my
opinion (Brian McColgan, CEO Abbey Tours).

We have no choice in the tourism industry but to employ foreignnationals.

Foreign-nationals working in front-line positions are

certainly a different experience, and it certainly changes some parts of
the experience for tourists, but we are not noticing any major issues in
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relation to this. It is less important than it was in the minds of the
consumers.

While Ireland still performs strongly in comparison to

other destinations, with the ‘people’ part of the equations being cited
strongly as a reason to visit Ireland, we are getting feedback on how
Irish attitudes are changing.

The Irish people are responsible for a

positive experience and this has to be maintained.
I think when examining the issue of the foreign-national it is more
beneficial to study what the foreign-nationals bring to the industry
and how they are better at various aspects of the delivery in many
ways than the Irish.

These workers delwer good service and try to

have it delivered in Irish style. There is a programme in operation by
my colleagues in Fdilte Ireland on cultural diversity in the workplace
and that seems to address those issues (Paul OToole, CEO, Tourism
Ireland).

At the same time it is true to say that the face of the hotel and catering
industry is changing because we have many foreign-nationals looking
after our tourists, but, the reality is that it is the Irish who are losing
their Irish-ness. In shops today Irish people may not even say ‘thank
you’, or, ‘your welcome’.

Foreign-nationals can provide excellent

service, and many of these Europeans have excellent social graces. I
believe that many Yanks are so thick anyway, that God forgive me,
they couldn’t even distinguish if somebody was speaking in a Polish
accent, or, in an English accent.

I remember when I was in

Switzerland training, for hotel and catering and if I was asked ‘Are
you native?’, I always answered, ‘Oh yeah. I’m Swiss’. ‘What is your
name?’ ‘William Tell’, and they wouldn’t know the difference. Oh I
tell you, some of the things we used to do! (Paddy O’Looney, CEO,
SWING).
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The tourist industry now is increasingly staffed by migrant workers,
and as far as Tm concerned, there is no problem at all with that as
they work twice as hard as the Irish a lot of the time, but the idea of
that sori of personal sense of connection is likely to be lost unless we
are careful on how we manage the whole area. I think the fact that
we have become a much more stressjiil, high speed, modem society,
does make it difficult. The fact is, that in the past in Ireland, it was
almost like we were glad to see tourists because we had time for them
but we don’t any more (Piaras Mac Einri, Former Director, Centre for
Migration Studies, U.C.C.).
Empirical findings in this current study affirm that Ireland needs foreignnationals to deliver the tourist product to visitors. This new workforce is
considered by managers to be hard-working and willing to deliver the
product in a proper manner. The trend of employing foreign-nationals in
the tourism industiy will continue in the future as Ireland cannot supply
adequate Irish labor.

4:7

Concluding Comments

The wide-ranging quotations in this chapter provide new empirical data
from leading authorities in the field of the Irish tourism industry, including
senior

management,

business

operators,

academics,

economists,

researchers, and American tourists. The first-hand insights are presented
in six broad categories, which are further subdivided into narrower areas.
The classification of topics, summarized in Table 2.1 above facilitates
review of the data in a structured manner. The same taxonomic structures
are replicated in Chapter 5, allowing for a parallel analysis of the data,
while also providing ease of reference to the fuUer quotations in Chapter 4.
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Chanter 5
Analysis of Data
Tourism is everybody's business
(Maura Moynihan, CEO, Cork Kerry Tourism).

5:0

Introduction

The discussion in this chapter centres on the thematic areas presented in
Chapter 4. For a systematic approach, the same broad she themes from the
previous chapter are used to frame the analysis. The themes are numbered
in parallel in both chapters.

The discussions will show how the current

study confirms, challenges, or adds to previous literature in the field of
Irish tourism, particularly in relation to the American tourist and Ireland.

Underpinning this study is the analysis of the perceptions of thirty-three
people, including ten American tourists, whose remit in public, private or
professional life allows them to speak with authority on this subject matter.
The conclusions that follow are based on the data generated from the
author’s field research in conjunction with relevant literature in tourism.
This study seeks, therefore, to make a contribution to research on the
subject of Irish tourism, specifically in the context of the American tourist.

As in Chapter 4, the discussion of themes in this chapter are divided under
the following subheadings;

•

Barriers to the Irish Tourism Industry

•

Marketing Ireland to the American Mairket

•

The Tour Operators

•

The American Tourist Market

•

Motivating American Tourists

•

A Cosmopolitan Ireland
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5:1

Barriers to the Irish Tourism Industry

The findings of this current research indicate that terrorism, war in Iraq, a
weakening dollar, and the past troubles in Northern Ireland all have a
negative impact on Ireland’s prospective tourists; for American tourists,
however, air access was cited by many of the respondents as the number
one and biggest barrier for the Irish tourism industry.

The views of all

thirty-three respondents, (twenty-three professionals and ten American
tourists) are included in this section.

5:1.1

Limitations of Access
Air access will always be an issue
(Tourism Ireland, 2004).

A lack of adequate access on transatlantic routes is seriously hindering the
Irish tourism industry.

Nine of the professional respondents in this

research believe that an ‘open skies’ policy is necessary in order to further
enhance the tourism product and sustain Ireland’s position in an ever
expanding market place.

According to the Minister for Arts, Sport and

Tourism, John O’Donoghue, T.D., the European commission was mandated
by the European council of Transport Ministers to enter into negotiations
with the United States government to open the skies and improve access.
Scanlan (2005) concurs and states that a trans-national arrangement must
be folded into an EU-US Open Skies Agreement.

Five professional

interviewees state that it will be important that the Irish government factors
into the negotiations conditions that will enhance the viability of Shannon
airport when the compulsory stop-over ceases. This theory is supported by
Mclnemey (2004) and Scanlan (2005), who suggest that Ireland supports
an EU-US agreement, but this support is contingent on achieving an
appropriate trans-national agreement for Shannon airport.
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The current bi-lateral agreement that exists between Ireland and the United
States, which continues until April 2008, restricts the number of airports
in the United States that Ireland’s national airline, Aer Lingus, can access
directly.

As it stands, there will be no change to the Shannon stop over

arrangements until November 2006.

At that time Ireland will see the

commencement of a transitional period which will run from November
2006, until the spring of 2008; although, according to Scanlan (2005), the
United States’ preference was to have no further transitional period for
Shannon.

If precedent is a reliable indicator, this liberalisation should

significantly

boost

the

whole

tourism

industry;

for

example,

the

liberalisation of air access between Britain and Ireland in the 1960s was of
“immense economic importance” (Deegan and Dineen, 1997).

This liberalisation is now necessary on the transatlantic route.

This

research has found that it is paramount that this policy is brought to
fruition as early as possible.

The findings from this research are in

agreement with the literature: “Discussions on ‘open skies’ arrangements
on a bilateral or EU-wide basis must be brought to an early successful
conclusion to permit additional services to be developed no later than
2006”, (Travers, 2005, chapter 2). Reilly (2005) concurs and states that the
removal of United States restrictions will maximize the benefits to Ireland.
According to Quinn (2005), “the new arrangements will see more United
States visitors to Ireland, who will stay longer, spend more, and travel
through the regions, more so than holidaymakers from other countries” (in
Failte Ireland, 2005f).

Six managers responding in this research affirm that there is a latent
demand for additional routes in the transatlantic corridor, but there is a
sustained frustration in the market place due to the lack of current
services.

Aer Lingus states that, if there were an ‘open skies’ policy, it

would be possible for it to double the number of passengers from the
United States to Ireland inside a period of three years.

For example in

2004, Aer Lingus brought 600,000 passengers into Ireland; however.
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should the obligatory Shannon stop-over cease, Aer Lingus, in conjunction
with the other American airlines operating into Ireland, could increase the
number of travellers to two million.

Professionals in this research believe

that there is a lot of confidence in the Irish market, with the findings
suggesting that American airline executives are as confident of gaining Irish
business in Ireland as they are of gaining American business in America.
Scanlon (2005) concurs and states that, from November 2006, Irish airlines
will also have access to three additional destinations in the United States,
in addition to the four destinations currently being served.

This research indicates that Aer Lingus is committed to the American
market.

There are thirty system-wide routes, but these change due to

specific periods of time. The most up-to-date listings are found on the Aer
Lingus web site. Aer Lingus manages its capacity through a system called
yield management’ that uses a complex computer model that evaluates
historical data, current and anticipated future demand and competitive
elements.

Capacity has increased specifically on the Atlantic routes and

Aer Lingus is now at the point where it will require new destination
approval and new aircraft for the additional expansion in America. It is an
objective of the company to offer more capacity, but it is critical that
expansion is to destinations that will be profitable for the airline, and not
just popular with the American tourist.

Aer Lingus are in the process of

debating and evaluating the expansion of all of the routes between Ireland
and America. Scanlan (2005) concurs and affirms that there will be many
business opportunities for Aer Lingus and further states that there will be
no restriction on 26code-sharing into Ireland via points in the EU. This -will
facilitate Aer Lingus and American Airlines code-sharing from Heathrow
into Dublin.

Through judicious marketing of the tourism product, this research notes
that many Americans list Ireland in their evoked set (as suggested by
Moutinho, 1987) of destination choices, but flight limitation is a major
A route that is shared between two airlines - each operating either part of, or the entire route.
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hindrance.

These problems have been identified by the Tourism Policy

Review group which was established by the current Minister for Arts, Sport
and Tourism, John OTJonoghue, TD, This group was established to report
on strategic issues facing the future of Irish tourism.

Currently, Ireland

has three gateways for entry: Dublin, Shannon and Belfast; this restricts
Ireland’s competitiveness in an incrementally competitive market, where
other European cities have numerous gateways and abundant access. To
date, the findings of this research indicate there are one hundred and four
flights into Ireland per week. This number is an increase on those already
stated in the literature in Chapter 2, where it was stated that four airlines
operated 92 flights a week from nine United States’ gateways, to three Irish
Airports. Three managers in this current research state that, in 2005, five
carriers offered air access from eight United States gateways to Dublin,
Belfast and Shannon Airports. These findings indicate the non-static and
variable nature of the airb'ne business, as previously noted by Brian J.
Murphy, Vice President, Sales 86 Marketing, Aer Lingus, USA, in Chapter 4.
Sbc professional interviewees believe that Cork Airport in the south would
benefit from an introduction of a transatlantic flight. Opening this gateway
would further entice the American market to travel to the south of Ireland
and would also have the benefit of bringing further economic prosperity to
Cork along with increasing access into the regions. This reflects Smithwick
(2005) who states that in an effort to strengthen relationships between San
Francisco and Cork for example, a transatlantic flight would be paramount.
To date, many transatlantic passengers wishing to travel directly to Cork
airport travel through London-Heathrow or Paris and onwards to Cork.
This finding is in concurrence with Reilly (2005) who suggests that it will be
vital to make the regions more accessible to international tourists as
Ireland as a destination needs to offer more of a taste of the countryside in
its product range.

All twenty-three industry stakeholders interviewed agree that, in order to
achieve the targets outlined by the Irish tourism industry until 2012, it will
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be crucial that all direct access to Ireland continues to grow. According to
Percival (2006), the tourism industry is hoping that visitor numbers will
reach 10 million by 2012. In order to achieve these targets this research
has found that increased access to Ireland will be the catalyst.

Travers

(2004) and Reilly (2005) concur, and believe that slow progress in the
renegotiation of the Ireland-US Bilateral Air Agreement is a distinct barrier
to the Irish tourism industry. The findings of this research indicate that
Ireland’s tourism market will suffer reduced growth unless it enjoys a bi
lateral agreement which maximizes access to a liberal set of destinations
within Ireland, operating to and from a Liberal set of destinations and
originating points across the United States.

5:1.2

Weakening Dollar
Since 2003, the euro has appreciated against the dollar by almost
19%
(Brown, 2005a).

Twelve professionals responding in this current research concur with the
findings of the Irish Tourism Industry Confederation (2004) and Brown
(2005a), and note that the weakening doUar is debilitating for the Irish
tourism industry. Brown (2005a) believes that the currency exchange rates
have put the Irish Tourism Industry at a considerable disadvantage as
Ireland is now viewed as an unattractive destination from a monetary
perspective. This research found that, prior to the introduction of the euro,
Americans had to deal with multiple European currencies and, generally,
could not distinguish between them. As there is now only one currency,
the cost of the euro is more exposed and its value is easier to monitor;
therefore, it is now possible to accurately compare prices across Europe.

Three professional respondents in this research suggest that United States
television channels now focus more assiduously on the euro, resulting in a
more informed American in relation to currency fluctuations.

American
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tourists recognise the strength of the euro and the current relative
weakness of the dollar. The findings of this research indicate that the more
sophisticated American traveller fully understands the implications for
spending fluency. The uncertainty of the dollar has always been an issue,
but Americans are now more conscious of it.

From a tourism industry perspective, all of the professional respondents
expressed the view that the weak dollar has resulted in increased
competition from other European destinations and also from the ‘stay at
home’ hoHday option in the United States market.

According to

Swarbrooke and Horner (1999), Americans are very sensitive to
currency exchange rates and tend to travel to destinations where the
dollar is relatively strong against local currency.

Currency exchange

rates and choice of destination are inextricably linked and are a major
determinant of tourist purchase behaviour as they have a direct impact
on the cost of a holiday.

Twelve interviewees in this research stressed

that the fluctuating dollar is not a problem solely for Ireland but that the
weakening dollar is a problem for Europe generally.

Brown (2005a)

concurs and states that Ireland and the EU have never been so expensive
for the American visitor.
Even though all of the professional respondents and 100% of the tourists
interviewed affirmed that the fluctuating dollar has made Ireland appear
more expensive as a destination, the tourism industry stakeholders still
believe that the fluctuating dollar can be endured in the short term by the
tourism industry, certainly into 2006. Analysis of the data suggests that it
is only when Americans return home that they reflect on the cost of their
holiday. One participant questions if Ireland is as expensive, in real terms,
as sometimes portrayed. The respondent believes that Americans are
accustomed to high prices in places like New York, Boston, or any of the
major cities in the United States. These findings, therefore, suggest that
American tourists travelling to Ireland from the major cities of the United
States do not always notice major differences in price. This research has
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found that American tourists, who go on a pre-packaged holiday such as
an exclusive coach tour, including all meals and all expenses, are not going
to notice much difference between Ireland and the United States when they
arrive at their holiday destination, as they are only buying incidental items.
Interestingly, one respondent suggested that one way of dealing with the
currency disadvantage is to highlight the comfort of movement within the
single currency area, the euro zone, where further currency exchange costs
do not apply.
Twelve professionals in this research support Failte Ireland (2005c) and
also suggest that the advent of increased competition has made it very
difficult for the branding and positioning of Ireland as a product to compete
in this competitive environment. “We must ensure that the competitiveness
of the Irish product continues to improve”, (Failte Ireland, 2005c). One of
the interviewees suggests that the strength or weakness of the American
doUar is cyclical; typically, a five year cycle, whereby, every five years, the
dollar oscillates between strength and weakness; for example, in 1985, the
doUar was very strong; in 1990 it was very weak, with 1995 seeing the
dollar becoming strong again.
Four industry stakeholders and five tourists in this research concur with
McMahon (2004) and emphasise a need for ‘added value’.

The four

professionals believe that the American tourist is looking for value in their
chosen destination in the form of some extra benefit.

Bowler (2004)

suggests that the added value in Ireland as a destination is found in its
core strengths: namely, “landscape, lifestyle, and security” (in McMahon,
2004:14).

This research supports McMahon (2004) and notes that, as

value for money become more important, American travellers look towards
holiday destinations where they will find a range of activities and
experiences.

This study confirms that Ireland can offer these unique

experiences to American tourists.

This research has found that the

tourism industry will have to endure the weakening dollar in the short term
and, despite the currency imbalance, the importance of the American
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tourist to the Irish economy is indisputable and persistent. It is incumbent
on those directly responsible for the marketing of Ireland in the United
States to negate the currency factor by focusing on Value for money’ and
distracting from negative monetary debate through promotion of the quality
of holiday experience that Ireland is extending to the American tourist.

5:1.3

Terrorism
Life has to go on
(David Boyce, Vice President of Advertising
86 Communications, Tourism Ireland, New York).

One hundred per cent of the respondents in this research affirmed that
international terrorism is a constant threat to many aspects of life and
travel, and, specifically, for our immediate concern, to the Irish tourism
industry. The findings of this research support Weiner (1990), and suggest
that it is not only the danger of international travel that is a deterrent, but
the fear of flying per se.

According to Weiner (1990), terrorism has a

devastating impact on the tourism industry. As Ireland has island status,
with air access being the predominant mode of transport and entry, the
consequences of terrorism are especially relevant.

The findings of this

research suggest that terrorism is an unavoidable part of the world that we
live in and that terrorism has always been present in some form.

Many examples of international unrest exist in recent history, and as a
result of these attacks, Americans became afraid to travel beyond their own
boarders.

The current findings reflect that of Coffey (2001)

and

MacCarthaigh (2001) who state that, from past experience, Americans will
not travel abroad during times of terrorist activity. All participants in this
research believe that terrorism is endemic, but it is necessary to manage,
address, and cope with it, and, thereby, to assuage the fears of the
Americans.

Foroohar (2003) previously states that the American tourist
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market is becoming more and more “skittish’’ about travelling beyond home
borders.

Analysis of the data in this research affirms the views of Hickey (2001), and
indicates that the attacks on America of September 11 2001 were the worst
in history, and had a rapid and extensive impact on tourism in Ireland. All
participants in this study concur and state that the attacks on America of
September 11 had a profound impact on the tourism industry in Ireland,
where the cancellation of trips was immediate. According to this research,
after the attacks on the United States on September 11 2001, Americans
became very negative towards air travel. Bord Failte (2001a) concurs and
relays that Americans were very negative towards air travel after the
terrorist attacks. Davies (2003) believes that the terrorist attacks changed
the world order.

Professional participants state that, after the terrorist

attacks on America of September 11 2001, the fear of terrorism became a
serious issue for tourism worldwide, resulting in a decrease in demand for
international flights, followed closely by a downturn in the United States
economy which resulted in airlines curtailing their schedules in order to
address operational difficulties.

These factors quickly culminated in a

downturn in arrivals from America into Ireland in 2002.

The literature

supports this current finding. “The current tourism climate is ‘the worst in
living memory’, referred to by the tourism and travel industry as the
‘perfect storm’ ” (Foroohar, 2003).
Respondents to this research believe that the act of terrorism perpetrated
on 9/11, on account of its incursion into the presumed safety of their own
land, made a pronounced and indelible impact on the American market
place, and sharply heightened the sense of fear that is evoked by terrorism.
It is important, therefore, that the tourism industry examines the American
psyche in order to predict their demands and gauge their outlooks for the
future. This research has found that when there has been a global incident
such as 9/11, the American market takes a long time to rebound. There
are a couple of reasons for this: the amount of Americans that actually
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travel overseas is limited (approximately 20%) which equates approximately
to the number of passports held by United States citizens. According to
this research, when Americans have a wide range of choice within their own
country, the inclination to travel overseas is not so strong in difficult times.
The issues of state security and personal security impact significantly on
Americans.

This finding supports Davies (2003) who believes that the

travel and tourism industry is acutely vulnerable to war, terrorism, and the
economy.

All the professionals in this research suggest that the fear of terrorism and
the fear of flying are debilitating in themselves, but, a serious fear for the
American tourists responding in this research is the fear of being away
from home in a foreign destination should an unsavoury incident occur.
All participants in this research believe that one’s natural apprehension in
relation to travel is now further accentuated by terrorism threats, the war
in Iraq, and by the constant stream of warnings concerning the potential
for air related attacks both in the United States and in the lands of its
allies. All of the tourism managers believe that the key to the future of the
promotion of the Irish tourism industry will be effectiveness, flexibility,
stability,

and opportunism in the promotion of Ireland as a safe

destination.

Paul OToole believes that it is important for Ireland as a

destination to maintain the status quo in its marketing programme, and
that Ireland appears strong as a product no matter what adversities it faces
in the international arena.

Another interesting suggestion in this research is that an attribute that
Americans have is that they tend to come to terms with extreme situations
rapidly, and that Americans, like most humans, forget, or become immune
to the threat of terrorism with the passing of time.

The findings of this

research suggest that the impact of the warnings on Americans is
decreasing and that the number of American travellers abroad and to
Ireland has returned to pre 9/11 status.
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A significant finding of this research is that all participants believe that
Ireland is perceived as a safe destination.

Salient quotations from

professionals and tourists on safety include: “Ireland is most definitely
considered as a safe destination”. “I think the perception that we have a safe
and welcoming destination came to the fore at the time of the terrorist
attacks in the United States”.

“Americans are looking for a destination

where they are safe and welcome”. “I feel safe in Ireland”. “I deliberately
chose Ireland as a holiday destination, because it is safe here”.

“Ireland

has the advantage of speaking the same language as Americans”.

The

findings of this research suggest that, in an effort to counteract the fear of
terrorism experienced by the American tourists,

Ireland should be

highlighted as a safe, friendly, and English speaking destination. A further
consideration is that, while within parts of Europe there is an antiAmerican policy, this does not deter the American tourists; as Europe is the
preferred destination by two-thirds of Americans, who want to take
overseas trips.

Americans want to go to Europe, particularly under good

conditions where they are welcome.

5:1.4

Northern Ireland

Professionals and industry stakeholders responding in this research believe
that the troubles in Northern Ireland were a major barrier to the Irish
tourism industry in the past. This finding supports the tourism literature,
which states that, in the past, it was necessary for the Republic of Ireland
to be marketed independently of Northern Ireland.

According to McArdle

(1995) and Bord Failte (2000), when the troubles began in 1969 in
Northern Ireland, the NITB continued to collaborate with the British Tourist
Authority and "with Bord Failte, but, due to continuing unrest, the NITB
declared Northern Ireland as Tin-saleable’ in 1972, and adopted a low
profile approach to marketing, resulting in the board cancelling its national
advertising campaign in Britain, in the Republic, and elsewhere.

Bord

Failte felt obliged to protect its own separate identity in the Republic of
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Ireland and to distance itself from the Northern Ireland situation.
Similarly, Deegan and Dineen (1993) state that revenue receipts from
foreign visitors to Ireland showed a significant decrease of 30% over the
1969-1972 period — the start of the Northern Ireland troubles.

On further analysis of the data in this research, it became apparent that
the past troubles in Northern Ireland are no longer a deterrent to the Irish
tourism industry. All participants in this study believe that the fears in the
marketplace in relation to the troubles in Northern Ireland are almost gone.
Interestingly, much of the credit for the positive attitude towards Northern
Ireland is accredited to the former President of the United States of
America, President Bill Clinton.

President Clinton’s work is described in

this research as “wonderful” and his many visits to Ireland showed
Americans how friendly and safe Northern Ireland is as a destination.
Four professional respondents believe that one will encounter as many
problems in places such as Birmingham and parts of Dublin as Northern
Ireland, but these other areas are fortunate enough not to have an
excessive media focus.

Unfortunately, when there is an incident in

Northern Ireland, it is immediately highlighted and undermines the positive
work that has been achieved; a finding that has been previously found in
the literature.

Bord Failte (2000) concurs and notes that, as Northern

Ireland erupted into violence at the beginning of the 1970s, the media in
Britain carried many negative images of Ireland, resulting in British
holidaymakers becoming frightened to visit Ireland to holiday.

All twenty-three professionals and industry stakeholders affirmed that it is
of paramount importance for the tourism industry that Northern Ireland
continues to make progress through all adversities.

Respondents in this

research support the findings of Thesing (1997) and stress the importance
of the peace process in the north, as the peace process has been
responsible for collaboration between the NITB and Bord Failte, now Failte
Ireland. All respondents believe that the evolution of the peace process is
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very positive and will get to the root of the problems in Northern Ireland.
McGee (2006) concurs and states that the British Prime Minister Tony Blair
and Taoiseach Bertie Ahem are determined to renew efforts to find a final
peaceful settlement to the “Troubles” in Northern Ireland, and restore
devolution of power in the North in 2006, even if the Independent
Monitoring Commission (IMC) reports negative findings regarding the IRA.
Thesing (1997) suggests that, as an integral part of the peace process, the
Northern Ireland Tourist Board for example worked in close collaboration
with Bord Failte in promoting the entire island of Ireland as a tourism
destination.
In time, all twenty-three professionals and industry stakeholders believe
that the problems in Northern Ireland will disappear.

Tourism Ireland is

committed to Northern Ireland and its long-term focus for Irish tourism is
to promote both destinations, both north and south of the border, in a joint
initiative.

This finding supports the literature: for example, Bord Failte

(2000) believes that the tourism industry can aid the peace process through
the promotion of co-operation and understanding between peoples.

All

participants in this research agree with the literature, in that the peace
process has enabled the Northern Ireland tourist market to re-establish
itself as a viable holiday destination.

Another interesting finding suggested by five professionals in this current
research is that Americans cannot readily distinguish between the north
and south of Ireland. Typically, these five professionals suggest that there
are visitors to this country who would not know whether Leitrim or
Fermanagh are in Northern Ireland or the Republic of Ireland.

Tourists

believe Ireland is a small country on the western sea-board of Europe, and,
unless they are au fait with current affairs, many are not aware of the
extent of the unrest in the north of Ireland. Five professionals m the Irish
tourism industry do not consider the troubles in Northern Ireland to be a
particular deterrent and state that their remit is to help grow business on
the island of Ireland and support Northern Ireland to realise its full tourism
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potential. Although Tourism Ireland invests considerable time and effort in
promoting both the north and south of Ireland on a joint basis, it is agreed
by the managerial interviewees that, at times, many tasks and efforts are
undermined by negative publicity from the media. Continued positive re
enforcement, image building, and advertising are therefore needed in order
to further promote Ireland as a very safe and welcoming destination for
American travellers.

5:2

Marketing Ireland to the American Market

As in Chapter 4, the same thematic areas are discussed in this section.

5:2.1

Tourism Ireland: Marketing Ireland to the
American Market
Irish tourism is on course to deliver up to 5% growth in visitor numbers
and 4% growth in revenue for 2006
(John O’Donoghue, T.D., Minister for Arts, Sport and Tourism).

This study observes that Tourism Ireland has the important task of
delivering the Irish product into the international marketplace. According
to Minister O’Donoghue, Tourism Ireland will have a challenging future
ahead. This study acknowledges that Tourism Ireland is an extension of
the coordinated approach to marketing Ireland that had already been
established between the two boards, Bord Failte (in the past) and the
Northern Ireland Tourist Board. This study found that Tourism Ireland is a
very positive progression for the tourism industry in Ireland and also for
the peace process in Northern Ireland.

Tourism Ireland took over responsibility for the international marketing of
the island of Ireland as a tourist destination, with effect from the 2002
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season.

According to O’Mahony (2001a), this was the first time in the

history of Irish tourism that there would no longer be a distinction between
the Northern Ireland and the Republic of Ireland in the international
marketing of Irish tourism, as Ireland in the future would be marketed as
an entire island.

According to the findings of this study, the primaiy

objective and focus of Tourism Ireland is to develop and expand the tourism
industry of Ireland and promote it as one entire island.

The findings of this research also reveal that a second function of Tourism
Ireland is to help the Northern Ireland tourist market to realise its
potential.

This research has found that a further incentive to establish

Tourism Ireland was that both tourist boards. The Northern Ireland Tourist
Board and Bord Failte, worked weU together in the past through various
European funding initiatives. The new structure evolved from this, and it
became more sensible to amalgamate officially; hence, Tourism Ireland was
established.

This research also suggests that sponsors, such as the IFl

(International Fund for Ireland), were also important in promoting the
mergence of both organisations. As a result of all these factors, Tourism
Ireland is marketing Ireland as one island into the international market
place.
Five professionals suggest that, as a result of the establishment of Tourism
Ireland,

the international marketing of Ireland

will have a better

opportunity to further establish Ireland as a desirable destination and as a
destination that will figure extensively in the decision-making process for
future tourists.

The continuation of the formalized working partnership

between the north and south should prove to further promote the peace
process in Northern Ireland and, inevitably, the tourism industry for the
island of Ireland.

Five professional participants in this research concur with O’Mahony
(2001) and strongly believe that a Tourism Ireland presence in the United
States is essential for promoting Ireland as a tourist destination.
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particularly, in a competitive market like the United States.

Interviewees

confirm that Tourism Ireland is promoting the island of Ireland as one
entity, and in an extremely professionally manner.

The participants are

optimistic that this will benefit tourism in Ireland in the long term as there
is cooperation at all levels and, in particular, at a political level.

The

tourism managers in this research also believe that it will be important in
the future that Ireland, as a destination, is positioned correctly in the
minds of the potential tourists as a safe and welcoming destination.
According to one participant, correct positioning will enable Ireland to
deliver on its targets in the future and further grow the number of tourists
coming to Ireland.

The Minister relays that the industry is currently

working towards meeting a number of demanding targets that will see
overseas visitor numbers reach 10 million by 2012 with an associated
rise in export earnings to €6.0 billion.

According to Percival (2006),

this will be a substantial increase on the €3.1 billion level of 2004.
According to the tourism managers based in the United States, Tourism
Ireland has a very important presence in the American market and has a
large operation in place there, with 25 employees in the United States, and
5 in Canada, giving a total of 30 employees. Interestingly, according to one
tourism manager, all of the staff in America working in Tourism Ireland is
Irish. The research indicates that this is not a coincidence, as it has been
traditional that people were transferred from Ireland to work in the United
States.

Also, many of the Irish employees have been drawn to the

organisation because it is Irish.

Participants in this research agree that

Irish people are an asset to the organisation in the United States because of
their local knowledge, and the Irish accent is also considered very
important.

Both tourism managers in the United States believe that

Americans find it appealing when they call the National Tourist Board in
the United States to fmd somebody with an Irish “brogue” at the other end
of the telephone to answer them. Americans tend to prefer to talk to an
Irish person when discussing Ireland as a destination.

One tourism

manager based in the United States notes that many of the staff-members
in the Tourism Ireland office in America are in their positions for a long

454

time; this permanence is a result of originally having emigrated to the
United States to find work. These staff members are proud to work for the
Irish tourist board in the United States.

According to the findings, Americans call the Tourism Ireland office in order
to find out as much as possible about Ireland.

All tourism managers in

this research, therefore, believe that it is important that there is somebody
with the correct knowledge and level of familiarity with Ireland to answer
queries.

This research has found that, in the late 1990s, before the

increased usage of the world-wide-web, the tourism offices in the United
States were receiving 350,000 phone calls per year.

Interestingly, the

tourism managers in this study indicate that the increased usage of the
Internet has changed the whole dynamic, and the number of calls received
today would only be in the region of 50,000 calls per year, as the majority
of inquiries come in through the Internet.

The calls for information and

bookings are directly answered in Ireland at the main call centre which is
in Belfast; these phones, on account of the emphasis placed on the
desirability of a native Irish accent for interaction with customers, are
staffed by Irish people.

5:2.2

Operational Structures within Tourism
Ireland

The Tourism Ireland managers interviewed state that their organization has
actualized the establishment of an entirely separate company for the
international marketing of Ireland abroad, and does not partake in any
domestic marketing for Ireland.

Analysis of the data reveals that the

operation of Tourism Ireland for aU destinations is controlled and managed
from Dublin under the direction of its CEO, Paul O’Toole; there is also an
office in Coleraine in the North of Ireland. According to the Tourism Ireland
participants in this research, the Tourism Ireland teams in the American
market work very closely with their Research and Planning department at
head office m Dublin to ensure that the marketing strategy is on target to help

455

deliver the overall organizational objectives. Objectives and plans for the key
markets are launched to both the industry in Ireland and the target markets
towards the end of each year.

According to the Tourism Ireland managers in the United States, the offices
there are semi-autonomous, in that they have an input into the strategies
that are implemented in the market. All Tourism Ireland managers concur
and note that the Executive vice president of Tourism Ireland in the United
States is Jim McGuigan, and, together with his staff, reports to the director
of markets and customer relations based in Dublin.

Jim McGuigan is

second in command to Paul OToole CEO, and the organisational structure
extends to a line of various market managers in all the different markets.
In Dublin there is a director of marketing who provides the strategic
marketing record. All tourism managers agree that Jim McGuigan is very
positive about the future of Tourism Ireland in the United States.

Paul OToole concurs with the Tourism Ireland managers in the United
States and relays that he is not involved in the day to day operations of
Tourism Ireland in the United States, or promotions that are run in the
United States, although he is aware of various events, and, at times, travels
from Ireland to the United States to attend specific events. According to the
three Tourism Ireland managers, the creativity for the various promotional
events that are held in the United States market comes from within the
offices in the United States. The Tourism Ireland office in the United States
has its own budgets and operational plans that are agreed by the board of
directors and the organisation then operates within these parameters. The
Canadian office is also under the direction of Jim McGuigan, the Executive
Vice President for the United States, but the Canadian office controls its
own budget and office.

According to one tourism manager, however, if promotional opportunities
arise outside of the planned structure, they are often added onto the media
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spend. This flexibility is particularly efficient in that it facilitates an instant
reaction to what is going on in the market place at any point in time
According to the Tourism Ireland managers, Tourism Ireland buys
advertising on all the main television networks in the United States market,
and exercises a very structured approach to planning and organising this
media spend.

Information regarding the market is received from the

market offices in the form of trends or other variable factors; for example,
the behavioural patterns of the consumer etc. All of the information and
data is coordinated and analysed in conjunction with the industry in
Ireland in order to ascertain the direction of strategy. The Tourism Ireland
managers relay however, that, since 9/11, the situation in the industry has
become more volatile and strategies have to be implemented on an on-going
basis.

All managers in this research conclude that, as a result of the

establishment of Tourism Ireland, the international marketing of Ireland
has secured an excellent marketing tool to further establish Ireland as a
desirable destination that will figure extensively in the decision-making
process for all future tourists in the United States market. This concurs
with Brown (2005c), who states that the tourism industry increased its
American visitor numbers and experienced growth in 2005.

5:2.3

Marketing Budgets for the American
Market
/ believe in consistency, stability, and long term sustainability when it
comes to marketing Ireland in the United States. I believe in the brand
Ireland’
(David Boyce, Vice President of Advertising & Communications,
Tourism Ireland, New York).

According to the tourism industry managers and the Minister for Tourism
responding in this research, the funding allocated to the tourism industry
in Ireland is decided upon by the Irish Government.

Tourism Ireland in

Dublin allocates the budget to various international markets on a
percentage basis. The budget for the United States markets in the past has
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varied on a decreasing scale from a maximum of 30% of tdie overall budget
to various levels below^ that, depending on the particular circumstance of
any given year. The criterion that governs the size of the overall budget is
fairly static; the approximate 30% is the core budget for the year and this
budget can vary from year to year. This budget delivers 22% of revenue and
12% of the tourist volume based on the figures for 2003.

There is a

formula that is used, (a resource allocation model) that considers the needs
of each market against a set of objectives that helps to determine what the
proportion of allocation should be in each market.

A review of the

operational structures within Tourism Ireland was undertaken in 2004
and, as a result of the review; areas were identified for growth potential.
Respondents confirm that if more funds were allocated they would be
welcomed and used. According to Tourism Ireland (2006), the allocation for
the American market in 2006 will be 23% of the overall international
budget. “Tourism Ireland announced its new three-year global advertising
and media campaign for 2006, which at a cost of €55 million will seek to
attract over 7 million visitors to Ireland per year” (Minister for Arts, Sport
and Tourism).

The Minister believes that such funding should enable

Tourism Ireland to deliver on its plans for 2006.

Four managerial participants in this current study believe that the
marketing budget allocated to the United States market is adequate for the
promotion required. Analysis of the data reveals that the tourism marketing
fund for 2005 reached €48 million (global promotion), with the overall tourism
budget standing at €132 million for 2005. Participants also note that if the
amount of money spent in the promotion of Ireland by the private sector was
taken into account, the total expenditure would be greater still.

The tourism managers in this research state that, while Tourism Ireland in
the United States operates its own budget, the policy and the operational
strategy are set in Dublin by Paul OToole, CEO. Once the overall strategy
and plan is established, the Tourism Ireland office in New York administers
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it for the year. The operational office in New York controls the budget for
all of the United States, excluding Canada.

Tourism Ireland managers in the United States responding in this research
state that, throughout any year, opportunities may arise that would be of
additional benefit to the overall marketing of Ireland in the United States
market; in this case, a proposal is sent to Dublin in order to attain
additional money. This allocation is on a discretionaiy basis. The findings
indicate that the Executive Vice President Jim McGuigan has the decision
to apply for funds should a need arise outside of the annual plan.
According to this research. Tourism Ireland managers have to be
persuasive in order to attain the additional funding as, according to the
interviewees, it has been frustrating in the past when an opportunity did
arise mid-year, and the funds were not available.
Tourism Ireland managers state that, for every project that receives
additional funding, there are as many other opportunities where additional
funding could be utilised. The findings of this research indicate that, in the
United States, Tourism Ireland has a market development department and
an e-marketing department which is separate.

The office in New York

covers the entire marketing brief, including advertising, communications,
PR, corporate-PR, media visits, and publicity for Ireland as a destination.
The tourism literature supports the findings of this research and, according
to Tourism Ireland (2004), the United States’ visitors discover Ireland as a
destination from tourism literature; articles in newspapers and magazines;
travel programmes on TV and radio; films; travel agents and tour company
brochures; the Internet; guide books; and, most importantly, on advice
from friends, relatives, and business associates. Twenty seven per cent of
United States travellers to Ireland gather information about Ireland from
the radio, with many outbound travellers favouring their local station.

It

was established that the travel section of Sunday papers has the best
reach.

The ten tourists responding in this research confirm that they

gather information about Ireland from their family and friends and also
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from the television programmes featuring Irish items such as music and
documentaries.

According to the findings of this research, Minister OTDonoghue has
secured an ^unprecedented’ level of Exchequer resources for tourism
development for 2006. This research has found that €134 million has been
allocated for 2006; an increase on the figure for 2005. It is expected that
this increased investment will enable the tourism agencies, Failte Ireland
and Tourism Ireland, to achieve their targets for 2006.

Minister

O’Donoghue believes that the increased marketing funding will enable both
agencies to compete effectively in the field of marketing throughout 2006.
This research has also found that the largest ever allocation of €40m has
been assigned for the Tourism Marketing Fund. Minister O’Donoghue has
specifically asked the agencies to focus on stimulating regional spread,
promoting greater usage of special interest products, capitalizing on air
access

developments,

and enhancing their e-marketing capabilities.

According to Minister O’Donoghue, “tourism is very much centre stage and
this Government has shovm its unrelenting commitment to it by supplying
resources to the two agencies as never before”.

5:2.4

The Effect of Adversities on the United States
Marketing Budget

Analysis of the data reveals that managers overseeing the international
budget for the United States market believe that it is of paramount
importance that Tourism Ireland continues to market Ireland and remain
steadfast throughout all crises.

The year 2001 was a particular difficult

one for the Irish tourism industry, because, in the spring, there were
concerns regarding the foot and mouth crisis, and this was followed in
September with the terrorism attacks in the United States. Prior to 9/11,
Tourism Ireland had spent extra money as a result of the foot and mouth
crisis in order to carry out reassurance campaigns to promote Ireland as a
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disease-free destination in America.

This was important because some

Americans were concerned that foot and mouth might be contagious to
humans.
The tourism managers state in this research that, after the terrorism
attacks on 9/11 2001, the Tourism Ireland marketing budgets in the
American market decreased momentarily, but increased again after a short
period. For example, Tourism Ireland did modify its marketing strategy in
the aftermath of the terrorist attacks, and magazine advertising in
particular was cancelled due to the non flexibility of copy and deadlines.
As Tourism Ireland continued to market in the American marketplace at
the time, tourism professionals and industry stakeholders believe that
Ireland benefited from the sustained campaign.

Other competing

destinations withdrew their marketing presence from the United States
market at the time of the terrorist attacks, and Tourism Ireland came under
pressure to do the same. Tourism Ireland interviewees relay that pressure
was exerted from Ireland to withdraw its marketing funding from the
United States’ market and to put it into the British market, in the belief
that nobody was going to travel from the United States to Ireland, and,
therefore, it was redundant to continue to market there. Tourism Ireland
fought to sustain its position in the market place and succeeded.
All industry professionals and industiy stakeholders agree that Ireland as a
destination cannot succeed without the high yield from the American
market, and that the British market wiU not keep the castles, golf courses,
and the luxurious end of the market buoyant.

These facilities suffered

most after the crisis of September 11. Tourism professionals state in this
research that, although the alerts and warnings regarding terrorist
activities in the United States are ongoing. Tourism Ireland does not change
its marketing strategy as a result, because it would be impossible to run
campaigns on a merely reactive basis. Interestingly, tourism managers and
tour operators relay that the booking patterns have changed considerably
in the market place, as Americans are now booking trips to Ireland much
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later in the year;

consequently, Tourism Ireland also partakes in

promotional work much later in the year. This is a change in operational
strategy because pre 9/11 all advertising was finished by mid-April. Now,
the advertising period extends into June, because travellers believe that
there will be better bargains towards the end of the season.

Tourism Ireland managers in the United States also state that they do not
keep reserve funds for contingency funding and, during the crisis of 2001,
the Irish Government had to provide additional funding to support the
marketing efforts, as all budgets had already been spent earlier in the year.
According to the Tourism Ireland managers their budget in the United
States is approximately $3 to $4 million per annum. In 2001, however, this
fund increased and Tourism Ireland spent approximately $5.5 million,
primarily, because of the necessity of having to run reassurance campaigns
early in the spring relating to the foot and mouth crisis.
Interestingly, all thirty-three participants in this research believe that
something happened on September 11, 2001, that changed the overall
perception of the tourism industry.

Tourism managers and industiy

stakeholders believe that it is no longer possible to do a ‘quick fix’ repair to
the tourism industry when there is a crisis. Tourism industry stakeholders
and managers in this current research agree that ‘fixing’ in relation to
terrorism will be a longer term project for tourism, as respondents believe
that terrorism is here to stay. They agree that the key to effectiveness is to
maintain market position with sustained flexibility, together with vigilant
opportunism. Tourism industry stakeholders believe that Tourism Ireland
must maintain the status quo and display strength and constancy as an
organisation in order to endure unforeseen crises as they are the
representative body for Ireland in the United States market.
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5:2.5

Marketing Ireland to the American Market:
Targeting the United States Visitor
Advertising Ireland is vital in the United States market.
Ireland must invest in its future
(Brian Stack, President CIE Tours &
Chairman US Tourism Confederation).

Tourism Ireland managers state in this research that the destination
marketing of Ireland had evolved into a very complex and sophisticated
operation.

Five participants in this research affirm the importance of

preserving the image of the old Ireland while advancing the cosmopolitan
image of modem Ireland in a dual marketing message of two-tiered
promotion. Industry managers and tourism industry stakeholder’s in this
research believe that the tourism industry in Ireland has to give the
American a variety of reasons for coming to Ireland in the form of clever
and multifaceted enticements.

One suggestion from this study for the

marketing of Ireland is that the Irish tourism industry would benefit by
examining and emulating the psychology and practice of visitor service
evident in Killamey, as this area has proved itself to be passionate about
tourism. According to Dillon (2001), Killamey is considered the tourist
capital of Europe and Minister O’Donoghue confirms in this research that
the tourism industry in Killamey alone is bigger than that of Northern
Ireland.

Wright and Linehan (2004c) concur with this finding and state

that Killamey is one of Ireland’s most successful tourist attractions.
Tourism Ireland managers in the United States affirm that their marketing
plan for the American market is a three year one. They also manage a one
year operational plan that delivers targets and objectives.

The target

market tends to be concentrated in ten cities across eight states; these
cities get priority.

The tourism managers in the United States and in

Dublin state that the American market is segmented using demographics
and psychographics.

Consumers in the American market are segmented

according to best prospects identified through market research.

Tourism

Ireland specifically targets consumers that fall into the best potential segments
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in key and opportunity cities (as identified by research) across the United
States. Six professionals convey that key cities, or gateway cities, are those
with direct air access to Ireland, while opportunity cities are those with
excellent connections to gateway cities and cities that have a strong outbound
market to Europe.

According to three tourism professional respondents in this research their
target market consists of Americans who are educated, are higher level
income earners, have previously travelled, or previously travelled to Ireland;
have specific product base needs such as golf, escorted tours, fly/drive, etc.
A needs and wants based segmentation is also used.

Tourism industry

professionals believe that it is also important to ascertain how Ireland as a
destination is most likely to satisfy the needs and wants of the market.
Through clever promotion. Tourism Ireland interviewees suggest the
benefits that an Irish vacation can bring to the American tourist market.
Tourism Ireland managers reveal that once the target market has been
identified it is then important to identify what to offer this demographic in
order to entice them and motivate them to travel to Ireland.

The brand

marketing of Ireland Tourism Brand Ireland’ (which is the brand
architecture for the destination of Ireland, or, the brand marketing of
Ireland) has been established to promote the desired message: Ireland as a
destination is positioned as ‘a unique destination that will give total
happiness to the visitor’; the Irish experience is a positive one that delivers
‘emotional benefits’ to the tourist. Tourism managers’ further state in this
research, that the best mix of marketing activities is also identified in order
to deliver this message. Five professionals state in this resecirch that the
best prospects are sightseers who come to Ireland. The typical member of
this group is 45 years old, lives in an urban area, and has a household
income of $80,000 or above.
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Marketing Methods used by Tourism
Ireland

5:2.6

The year 2006 is going to be another interesting year for Irish tourism
because consumer tastes are evolving and competition is intensifying.
For that reason, our marketing message needs to cut through all the
other noise in the market-place
(John O’Donoghue, T.D., Minister Arts, Sport and Tourism).

In this research, Tourism Ireland managers state that, in the United States,
their target audience for destination Ireland consists of 7.5 million people.
Tourism Ireland managers, in this research, state that they use the main
media in the United States market to promote Ireland as a destination to
the mass market. Predominantly, television is the main medium used as it
has been found to have most ‘reach’ in the market place, and Tourism
Ireland’s main advertising focus is through the use of cable channels in the
United States market. The participating managers in this research believe
that this ensures a mixture of channels reaches different audiences. Radio
advertising is also used, together with trade shows and consumer shows.
Generally, the tourism managers believe that participation in trade shows
plays a vital part in the overall marketing of Ireland, and, at the beginning
of each year, Irish Tourism managers in the United States travel to 40 cities
to promote destination Ireland at the trade shows to approximately 5,000
travel agents. Some of the Regional Tourism Authorities travel to the trade
fairs also.

Failte Ireland (2005c) believes that the Regional Tourism

Authorities play a pivotal role in the development of Irish tourism, and,
therefore, stress the necessity to continue funding the Regional Tourism
Authorities in order to reinforce their emphasis on international marketing
in particular.
To a limited extent. Tourism Ireland managers use lifestyle magazines and
newspaper advertising in the United States market.
managers,

involvement

with

lifestyle

and

travel

According to these
publications

was

reintroduced in 2004 into 2005 after being discarded in the media mix after
the terrorist attacks of 2001; this was due to the long lead time for copy.
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Two of the Tourism Ireland managers based in the United states market
interviewed in this research, relay that although they had not used
magazines as an advertising medium in recent times, they reinvested in
this sector when it was established that this is where the higher-end
market look for information on holiday destinations (these households
possess passports, have incomes of up to $300,000, and have previously
travelled to Europe). Professional participants in this research now believe
that Ireland as a destination is in a better position to attract this higherend market, because of the increasing number of luxurious spa resorts,
gourmet restaurants, and exclusive golf courses that are currently
available.
Interestingly, both Tourism Ireland managers in the United States market
state in this current research that they do only a limited amount of
advertising in the Irish ethnic newspapers, because it is regarded that the
Irish audience consists of first generation^"? and second generations^ IrishAmericans. Both managers believe that one does not have to “preach to the
converted”, because many Irish-Americans have a life-long dream that once
their children have “left the nest” they are going to fulfil a lifetime ambition
and return to Ireland to visit the country of their ancestors. Although both
managers in this research state that they have not advertised to the Irish
market in the past, interestingly, this research has established from both
managers that Tourism Ireland has decided to re-market to the Irish
segment for 2005/2006 in an effort to attract a younger demographic to
Ireland.

These mainagers are hoping to attract some of the second and

third generation Irish-Americans, e.g., children of the emigrants of the
1960s, 1970s and 1980s.
According to the managers of Tourism Ireland interviewed, the primary
target market in the United States market consists of the 45 to 70 year old
bracket, with some of the group being marginally younger.

This

Bora in the homeland and emigrated to a foreign destination.
Bora in the host country to Irish parents.
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demographic is generally college educated, and have previously travelled to
Europe.

The criteria used to determine this bracket includes household

income, education and passport possession, (preferably having previously
travelled to Europe). “Almost half of the approximate number of 940, 000
United States’ visitors to Ireland in 2003 were over 45” (Chapter 4).

According to this current study, the percentage of Americans in possession
of a passport is currently 23%. This is significant as it is an increase on
previous findings. Urry (1994) for example, previously stated that only 7%
of United States citizens possessed a passport.

Urry emphatically

believed that this figure would merely have to reach 10% for there to be
a very large increase in the number of potential United States visitors
to Europe. Tourism Ireland (2005a) states that this figure increased to
21% of total population, namely 59 million United States citizens. The year
2003 saw a surge in passport applications for the first time since 2000,
thus improving the prospects for international travel and Irish tourism.
Tourism Ireland managers in this current research state that the number of
American citizens in possession of passports has increased by 2% (to 23%)
on previous research and this will have significant implications and
benefits for the Irish tourism industry.
According to all the participants in this study, the Internet has become a
radical medium for the promotion of Ireland and is playing an essential role
now in marketing Ireland in the United States, especially as a facilitator of
online bookings.

This has been recognised by the tourism industry in

Ireland and Failte Ireland (2005c) affirms that it is imperative that it joins
with the Marketing Institute of Ireland^^ to develop a new programme for
tourism managers in order to improve capability in both traditional and
Internet-based marketing.

Failte Ireland (2005c) states that increasing

Internet usage by consumers offers major opportunities for tourism
enterprises of all sizes.

In supporting marketing effectiveness, Failte

Ireland intends to organize further practical workshop events to facilitate
Professional body whose goal is to train people to the highest level in marketing.
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interaction at trade level and to provide training and development support
to prepare enterprises for participation in such events; also, they intend to
provide development programmes and resource materials on various
aspects of e-business for enterprises, including online marketing.

This research has established that Tourism Ireland in the United States
also has a very active media visits programme, where at least 300 members
of the media from the United States market visit Ireland every year to
experience the destination Ireland first hand.

These experiences are

relayed in print in the United States and, according to the opinions of the
tourism managers in this study, the results are very positive. Failte Ireland
(2006) concurs and states that, in the year 2005, Tourism Ireland, in
conjunction with Failte Ireland, brought 1,300 overseas journalists from all
key markets to Ireland. This generated €50 million in media value.
Tourism managers in this current study spoke 'widely of the traditional
promotional methods that were used in the past to market Ireland abroad;
for example, the tourism industry relied on the trade, i.e., travel agents,
tour operators, etc., to bring American tourists to Ireland. Although tour
operators still play a major role in the acquisition of business (they actively
look for business), this current research can relay that they now account
for only 30%, approximately, of the entire business to Ireland from the
United States. Tourism industry managers and stakeholders state in this
research that the travel agents have a lesser influence on the market today,
because tourists who book through a travel agent 'will normally have their
minds made up prior to contact, and the travel agent, therefore, is only a
facilitator who processes the itinerary. Professionals in the research state
that many of the tour operators offer specific packages for specific niche
segments, such as golf, fishing, walking, etc., but many of these packages
can be very expensive. Failte Ireland (2005c) concurs and states that there
have been radical changes in distribution systems since the early 1990s,
where Internet usage is rapidly increasing as a booking medium to the
detriment of more traditional methods.
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A finding emerging from t±iis research is that repeat business to Ireland
from the United States market consists of only 25% to 30%.

Tourism

managers would like to increase this percentage and it is an ambition of
Tourism Ireland to increase this to at least 50%; such

an increase in

repeat business to Ireland would result in a reduction in the marketing
spend per annum that is used to reach new customer bases. Significantly,
this research has found that it will be essential in the future to reduce the
age profile of the American tourists in order to increase repeat business.
The current age demographic is the main reason for the lack of repeat
business as the demographic is in the higher age bracket. Previous studies
have found that the next 20 years will see a significant boom in those aged
55+ travelling to Ireland, but, according to Tourism Ireland (2004), the
number of visitors under 35 will also grow. These potential holidaymakers
are most likely to have visited previously, while 14% plan to visit within the
next 12 months. Professional interviewees therefore suggest that it will be
a prerequisite for the future of Irish tourism to develop strategies targeting
a younger demographic, such as that cited by Tourism Ireland (2004), in
order to ensure repeat business and the long term prospects of the
industry.
According to the industry managers responding in this research, the main
competition for Ireland in the United States’ market comes from other
European

countries,

particularly.

Great

Britain

(the

number

one

competitor), and Scotland, with a large portion of competition coming from
the domestic market in the United States itself.

This supports Failte

Ireland (2005c) who stated that Europe continues to be the major
destination for world tourism, but further notes, however, that Europe has
also been losing market share since the 1990s with the emergence of new
markets such as Asia-Pacific. In addition, new destinations have emerged
in Eastern and Central Europe which compete directly with the Irish
tourism industiy. As a result, Ireland is competing with a growing number
of players.
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These findings concur with Quinn (2004) who further stated that, in
comparison to Ireland’s major competitors, Ireland has performed much
better in 2003, when “overseas visitor numbers rose by 4% to 6.1 million in
comparison to Britain where a rise of just 2% was experienced. Spain had
no growth in 2003, with France experiencing a drop in overseas visitors of
8%” (in McMahon, 2004:14). Five respondents in this research also state
that many Americans choose to holiday at home in the United States as it
is possible to drive to places such as Canada or Mexico with no perceived or
added risk.

Another obstacle for Tourism Ireland in the United States

market, according to the findings of this research, is the allocation of
domestic tourism marketing funds in the various states across the Unites
States market. According to the findings of this research domestic tourism
funding in various states in the United States is significant and it is
increasingly difficult for Tourism Ireland to compete against such financial
strength. The salient points of the quotations in this study include “The
state of Pennsylvania, for example, spent $32 million m advertising to
encourage Americans to visit Pennsylvania”; “the State of Illinois in the
United States would spend four times the amount of money on advertising
in order to attract tourists to Illinois than Ireland does in order to attract
people to Ireland” (Chapter 4).
Another interesting finding emerging from this research is the view that
Irish people themselves are “great ambassadors” for Ireland and should be
encouraged to promote Ireland when visiting the United States. According
to this research, one out of every eleven Irish people visits the United States
per annum. It has been found that the Irish are willing protagonists, and
willing agents when required to give Information on where, or when to visit,
or stay in Ireland.

According to the findings in this research many

Americans planning an Irish trip will ask an Irish person for help.
Professionals in this research believe that there is scope for the
development of this idea, and Failte Ireland (2005c) previously suggested
that considerable scope remains to improve the marketing capability of this
area.
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Target Audience

5:2.7

It would be difficult to keep the feel of the brand and promote the
proper image of the brand if you started targeting specific little groups
or segments of the market
(Orla Carey, Communications Manager, Tourism Ireland, New York).
As already stated in the previous section of this chapter, the method of
advertising used by Tourism Ireland in the United States is generally one of
‘mass marketing’; (i.e., across the entire ethnic spectrum). Tourism Ireland
does not single out the Irish segment of the market in the general
marketing mix. Although Tourism Ireland states that it prefers to market
to the mass market, they have reconsidered the Irish-American market in
their targets and strategies for 2005 and into 2006, by becoming proactive
in organisations such as The American Ireland Fund’, in particular, and
with the many other Irish-American organisations that are in existence.
This research has established from Tourism Ireland managers in the United
States that the motivation was a financial one. Both tourism managers in
the United States market responding in this research believe that members
of organisations such as The American Ireland Fund “love Ireland”.
Tourism managers believe that there is an emotional opportunity in
targeting this group of Irish-Americans as they are more than willing to be
of financial assistance to Ireland.

Managers in this study state that this

niche market is an ideal one to flU many of the luxurious five star
accommodations

throughout

Ireland.

Another

participant

further

advocated the benefits of promoting to Irish-Americans with this spending
calibre and notes that “there are 60 Irish companies based in Chicago
alone” (Chapter 4).

Tourism professionals and industry stakeholders believe that the target
audience in the United States market should, ideally, be an affluent one as
Ireland has many suitable facilities for this target.

All professional

participants in this research believe that the availability of branded hotel
chains are vital for the American market as many Americas prefer to stay in
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recognised chains and are driven by branding.

This concurs with Failte

Ireland (2005e) who previously noted that, in 2004, 360,000 American
tourists stayed in hotel accommodation in Ireland.

Failte Ireland (2006)

found that hotels performed well in 2005, with overall bed-nights up by 7%.
The hotel sector itself expects increased growth for 2006.

This supports

Brown (2005c, 2005d) who states that hotels were the best performing of
the accommodation sectors to September 2005, with 51% of hoteliers
reporting a gro’wth in overall bed-nights.

Tourism Ireland participants and the Aer Lingus manager interviewed in
this research state that the marketing strategies used by Aer Lingus,
Ireland’s national airline, are similar to those used by Tourism Ireland, with
many promotions expedited on a joint basis between both organisations.
Aer Lingus has a specific American marketing and advertising budget and,
similar to Tourism Ireland, they employ a mass marketing strategy;
however, Aer Lingus segments the traveller by corporate, leisure, incentive,
company meetings, etc.

According to the Aer Lingus manager in this

research, the business traveller continues to be an important target due to
the higher yield fares and profitability on the transatlantic route.

This

finding supports the theory that the target market needs to be affluent.
According to responses from managers in this research, it has been
established that Aer Lingus is dependent on maintaining high load factors
in the business class cabin on transatlantic routes.

Interestingly, the

Internet is a vital part of the overall operation of the company and Aer
Lingus uses an online booking engine as a primary focus.

It has been

found that this is the cheapest way for Aer Lingus to deliver reservations
and tickets.

Other distribution channels used are the Aer Lingus

reservation centres, travel agents, and other e-commerce travel agents such
as Expedia.

The professional participants in this research believe that when targeting
the American audience, it is necessary to highlight the fact that Ireland is
no longer a “backward” countiy and is now regarded as a veiy
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cosmopolitan one. This has contributed to the challenges facing the Irish
tourism industry in general. Tourism Ireland professionals in the United
States and in Ireland suggest that Tourism Ireland’s recent promotional
campaigns have had to be increasingly focused on the cosmopolitan rather
than the allure of traditional Ireland as a holiday destination.

This is

necessary in order to address the rise in cosmopolitan culture and
restaurants in the major cities. Salient points include, “Raising awareness
of the changes in Ireland among potential United States tourists has been a
challenge for Tourism Ireland”; “It is therefore important to change the
perceptions of the American tourist and open up the myriad experiences
that Ireland has to offer”; “Dublin and Belfast are now being marketed as
very sophisticated, exciting and cosmopolitan places to go”; “the Celtic Tiger
economy has sparked dramatic economic and cultural changes in Ireland
in the last decade, giving rise to a newly cosmopolitan culture of
restaurants, nightlife and leisure activity” (Chapter 4).
In addressing these issues within the target market, this research has
found that Tourism Ireland has embraced the challenge by investing $5
million on advertising in the United States market in 2004.

This money

was spent on high-profile advertising campaigns in the Neu? York Times,
prime time television, and in a range of upscale travel, lifestyle, and golf
magazines, accompanied by large public transportation advertising and
online advertising campaigns. This research affirms that Tourism Ireland
are trying to attract a target market with a high spend.

All of the professional respondents in this research affirmed that there is a
change in consumer expectations and demands from a holiday.

This

finding is in support of previous literature from Failte Ireland (2006, 2005c,
2004b) and Brown (2005c) where it had been found that there is an
increase in the number of visitors taking short break holidays. While other
studies suggest that the increase in short breaks is coming from the
domestic market in Ireland, this current research has also found that many
American visitors are both willing and, de facto, travelling to Ireland for
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short breaks for specific purposes such as festivals (St. Patrick’s day was
cited by many as specifically important), concerts, shows, sporting events
(Ryder Cup 2006), etc.

Respondents believe that more visitors are

travelling to Ireland to absorb cultural products, to visit museums, and to
go to the theatre.

Another view emerging from this research is that, in targeting the American
tourist, it is vital that the tourism agencies understand the psychology and
psyche of the American market in general. This interviewee believes that
Americans understand directness and respond to this form of business
philosophy, suggesting that a proactive direct approach to the marketing of
Ireland is needed. “In America one has to be direct when dealing with the
market, and it is necessary to ask for the business up-front” (Chapter 4).
In summary, the findings of this research reveal that all tourism managers
are in agreement that it is important that all marketing activities are
coordinated. It has been found that Ireland has to sell the same message
to all so as not to dilute the brand with differing confusing messages.

5:2.8

The Internet as a Communication Tool for
Irish Tourism
The Internet is the shop window for Ireland and I believe that the
Internet has contributed significantly to the tourism industry
(Orla Carey, Communications Manager, Tourism Ireland, New York).

All participants in this current research study agree that the use of the
World-Wide-Web is significant and is now an essential component of
tourism industry activities. According to McGoey (1998), Bando-Padhyay
(2002), Failte Ireland (2005c), e-commerce has revolutionised nearly every
industry in the world, with the World Wide Web enabling true electronic
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commerce by facilitating fast and easy communication between users,
without any restrictions of geography and time zones.

Tourism industry managers and industry stakeholders believe that there is
a sustained growth in the number of travellers accessing information,
booking flights and accommodation, and using search engines to find
specific information on the Internet.

Bando-Padhyay (2002) previously

noted that the Internet gives users cheap access to unlimited amounts of
information.

As already mentioned in the previous section, the tourism

industry has experienced a shift away from the more traditional methods of
booking (through the travel agents to a large extent, and the tour operators
to a lesser extent), with an increase in bookings by the independent
traveller. Failte Ireland (2005e) previously found that 70% of the American
market travelled to Ireland independently; consequently, tour operators are
moving their packages onto the Internet in order to increase their share of
the market. Failte Ireland (2005c) expects that distribution channels will
continue to change as new technologies emerge. Supporting the findings in
the literature review (Chapter 2), all participants in this study believe that
business for the ‘high street' tour operator and travel agent will continue to
decline, as fewer people are now booking flights through a travel agent, in
favour of the Internet. Kotler eind Armstrong (2004) state that there are one
billion Internet users worldwide and that 160 million Americans access the
Internet each month (Chapter 2).

Salient quotations from this current research include: “Web usage is very
popular today and is vital for the tourism industry”; “We use the Internet to
promote our business and target future clients”; “The world is becoming a
smaller place, and potential tourists have immediate access to Ireland at
the touch of a button”; “In America, customer use of the Internet is very
high”; “Many tourists, before they travel to Ireland, like to look at websites
like Ireland.com, or any related site which pops up on search engines”;
“Consumers in the United States market are changing their methods of
booking, with an ever increasing use of the Internet, and growth of the
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independent traveller”; “The traveller has more say and choice now than
ever before, with hotel variety available on the dot com sites”; “Look, plan
and buy on the Internet”

Analysis of the data in this current study reveals that web sites are
essential in targeting the American tourist market as 75% of all American
travellers will use the Internet for travel information and prices. Seven out
of ten of these potential tourists will book airline tickets online, and,
significantly, 25% of all hotel bookings by Americans in 2005 were done
online.

Twenty five per cent of potential travellers will be influenced by

business websites, and will book accommodation accordingly, either online
or through their travel agent. This study has found that the marketing of
Ireland has successfully progressed with the aid of the Internet.

This

reflects McGoey (1998) and Tourism Ireland (2006) who note that
successful marketing through the use of the World Wide Web had shown
significant benefits for Irish tourism and further relay for example, that
Sheen Falls Lodge, Kenmare, County Kerry, in the first six months of their
web presence, had 20,000 enquiries, over 200 room bookings, and made
over 200% return on investment. This research also found for example that
the Cork-Kerry tourist site received 28.4 million hits with half a million
unique visitors who came onto the site in 2005; these are visitors who
spent over eight minutes on the site. The United States is among the top
countries that hit on this site. Moynihan (2005) stated that the Internet is
an important element in their marketing mix and, in 2005, the Cork-Kerry
website had almost 500,000 visitors on their site; hence the site is to be
further developed.

According to managers from Tourism Ireland responding in this research,
there is considerable activity on their own website and, in 2005, web
enquires increased by 30%. This mirrors Kelleher (2004) who stated that
the web has become an important part of the marketing mbc for many
companies.

According

to

Fexco

(2006),

online

bookings

through

GoIreland.com, and affiliated websites, to December 2005, have increased
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by 61% compared wit±i 2004, translating into 410,000 bed-nights booked
online, valued at almost €15.5 million,

Failte Ireland (2005c) is so

committed to e-commerce that it proposes to introduce an online industry
portal to assist businesses to benchmark their financial performance
against industry norms as a practical step towards identifying areas for
improving overall financial performance.

Similar assistance will be

provided in the areas of environmental management and e-business
capabihty.
One participant in this research believes that Americans are straight and
direct and know exactly what they want before they proceed to book their
holiday; therefore, it is paramount that Ireland has progressive web-sites
that are up-to-date. This research supports the findings of McGoey (1998),
who believes that peripheral countries such as Ireland are emerging as
global winners, learning to embrace and merge the application of a highcalibre technologically capable base to new and innovative international
marketing techniques using the Internet and the World Wide Web.
All participants in this research realise the benefits of using the Internet as
a valuable medium and many stakeholders engage in as many “e-blasts” as
possible throughout the year in order to target the market segment.
According to McGoey (1998), “Selling from the Internet” can be applied to
any industry that has a viable product or service to sell, and further
suggests that the key is to target the customer by segmenting the market
into customer profile groups who are potentially online consumers.
According to all of the Tourism Ireland managers responding in this current
study. Tourism Ireland, promotes to tourists who like to make part, or all, of
their arrangements online and the Tourism Ireland website is an extensive
site that offers information to consumers regarding the various travel offers
and special interest links. All professional participants concur and relay that
many site visitors use the various available Internet sites in order to gather
data on special interest links that are available in order to enhance their
trip to Ireland. Interestingly, the findings of this research also reveal that it
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is now also possible to book a round of golf in Ireland online. SWING, for
example, offers a Tee Time Reservation’ service online — “It has proved to
be interesting and useful for clients” (Chapter 4).

All professional respondents in this research agree that the Americans, in
particular, are veiy good Internet consumers, and are even better than their
European counterparts because they are comfortable using the medium;
they also, generally, have great broadband access together with great
machines. This supports McGoey (1998), who previously noted that, of the
220 million people over the age of 16 in the United States and Canada, 23%
are using the Internet.

“Internet penetration is constantly increasing

and in the United States has reached close to 66%, with some 160
million people accessing the Web in any given month” (Chapter 2).
Respondents also consider that reasonably good rates are available on the
Internet and sites such as expedia and lastminute.com are now extensively
used by the American market. This research reflects Failte Ireland (2005c),
who previously stated that the Internet was virtually non-existent as a
medium a decade ago, is now the second most popular means of looking
and booking holidays.
Interestingly, one participant in this current study believes that, even
though the Internet is a vital component for promoting Ireland, there has
also been negative impact regarding its usage; for example, this form of
booking does not suit regional tourism because of the perception that
Ireland may only be booked as a ‘city break destination’ online.

From a

competitive viewpoint, Ireland, on a search engine, is competing with a long
list of other destinations. It is believed that Ireland’s tourism prospered in
the past because of the benefit of having close-knit relationships with
various travel and tour companies who promoted Ireland through their own
respective outlets.

Regardless of this view, the findings of this study are

clear; Internet usage is a vital component in the overall strategy and
implementation of the tourism product. This concurs with Failte Ireland
(2005c), who believe that recent near exponential growth in Internet usage
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is set to continue through the remainder of this decade and beyond, and,
will have major consequences for both the distribution and marketing of
Irish tourism.

The World Wide Web and the Internet are catalysts and

facilitators of the future global electronic marketplace. Tourism Ireland is
committed to e-marketing and, according to Tourism Ireland (2006); in
2005 the company invested €2.6 million to develop the next generation
website to ensure that the island of Ireland has a consumer-focused
tourism website and is a market leader online. One of the goals and targets
for Tourism Ireland in 2006 is to make Ireland as accessible as possible
online.

5:2.9

Tourism Ireland: The Industry Viewpoint
I believe that the tourism bodies do an excellent job in
the promotion of Ireland
(Patrick OTlaherty, Hotel Manager).

This research has found that all of the interviewees in this study, who
operate businesses in the Irish tourism industry market, believe that the
operation of Tourism Ireland in the United States market is at a very
professional level. Tourism Ireland (2006) states that it is their objective to
communicate the latest market intelligence to the industry in a clear and
timely manner, to help the industry to keep abreast of market requirements
and influence product development and marketing. It is the general view of
all of the participants in this research that it is imperative for the future of
Irish tourism that Tourism Ireland continue to market Ireland as a
destination to the mass market in the United States. All of the contributors
in this research, who engage in tourism activities in Ireland, pay a yearly
membership to the tourism organizations in Ireland and, in return, the
tourism organizations facilitate meetings, provide support, advice and
service. Tourism Ireland (2006) welcomes the opportunity to work with the
industry and partner organizations. Two of the participants in this current
study are also members of the various Marketing Groups such as Manor
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House Hotels of Ireland, The Great Fishing Houses of Ireland, and the
Best Loved Hotels of Britain 8& Ireland and are promoted through their
own respective brochures and appropriate events.

The salient points of the quotations in this research include: “We get
excellent help and cooperation from the tourism bodies; Failte Ireland and
Tourism Ireland”; “I believe that the general marketing that Tourism Ireland
conducts in the American market is great because they market to the mass
market, and we need to get to the wider audience, and portray a general
image and impressions of Ireland”; “I think that within their operational
budgets, Tourism Ireland do a reasonable job in promoting Ireland as a
destination and increasing the awareness of Ireland”; “All we want Tourism
Ireland to do is advertise the country and destination Ireland to the mass
market”; “In terms of support, all we want them to do is to actualise their
mandate and conduct their marketing successfully”; “We get quite an
amount of cooperation, help, and support from Tourism Ireland in the form
of ‘soft support’; for example, corporate advertising, free advice and
consultation, strategies etc.; “SWING receives a lot of help and co-operation
from Tourism Ireland. “It would be fantastic if Tourism Ireland could help
us to sell more tours to Ireland”.

These views reflect those of Tourism

Ireland (2006), whose mission is to provide world-class marketing strategies
and solutions to grow tourism business to the island of Ireland.
According to the findings of this current study, all professional participants
believe that Tourism Ireland and Failte Ireland play major roles in the
promotion of Irish tourism in the United States market and further suggest
that these organisations will be important for the future of Irish tourism.
Participants with commercial interest in the Irish tourism industry believe
that it will be important that ways are found of exploiting these
organizations to the utmost, by way of their resources, their networks, and
their accumulated experience in promoting the growth of Irish tourism.
Tourism Ireland (2006) states that they are committed to being sufficiently
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dynamic and flexible to effectively respond to changes in the business
environment.
Seven participants in this research have highlighted the desire that
Tourism Ireland promote a recognisable product and brand that, at a
glance, creates a clear recognition of Ireland in the international arena.
This mirrors Brown (2005f), who stated that it is necessary to develop a
clear brand proposition that would provide clarity in how Ireland should be
positioned in key markets.

This research has found that participants

would like more development of the product Ireland; for example,
respondents believe that there are immense benefits in promoting cycling,
walking, fishing and other leisure activities. The fishing market is an
important element of the promotional mix in the United States market as it
is a major leisure activity in the United States itself.

Interestingly, Failte

Ireland (2006) reports that the angling sector is the only one that is
expected to experience difficult business conditions throughout 2006, even
though, according to the findings of this research, destination Ireland can
offer fantastic fishing locations to American visitors.

Participants believe

that this is because golf and equestrian business is increasing, and more
promotion is needed in the angling sector.

Respondents in this research

state that there is a need to ensure that all interested parties in the tourism
industry work in a coordinated way and that fragmentation of the tourism
effort is avoided. Tourism Ireland (2006) concurs and states that the long
term success of the island tourism industry is contingent on continued
evolution of the product to meet consumers changing needs.

An incisive suggestion, regarding the future of tourism, coming from this
current study, is that effective mechanisms be put in place to facilitate the
input of ideas from the tourism industry sector itself (those at the frontline
of the tourism product) to the central agencies, so that influence can be
brought to bear, allowing the tourism sector an opportunity to evaluate
results from data gathered first hand.

In relation to this, participants

believed that, in the past, too much of the national organizations’ time was
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focused on tJie restructuring of the various bodies, wasting a lot of time for
the tourism industry that could have been put to more beneficial use.

Areas of improvement suggested by participants include giving more
assistance to the service sector when they partake in trade promotions as a
group in the American market.

Respondents suggest that it would be

helpful if there was more support from the Tourism Ireland offices in
America in setting up the stands and giving assistance at a local level,
especially in cities such as New York, where it is difficult to organise
matters from Ireland. One manager complains that “when we fly over for
these events in America, we are left to fend for ourselves, finding our own
way, getting our stand set up, etc.

Overseas events are very difficult to

organise, and I think that we need to get more support from Tourism
Ireland overseas for such events” (Chapter 4). According to Failte Ireland
(2006), 950 Irish trade representatives attended 150 overseas promotions
in 2005.
Concerns expressed by participants in relation to the operations of the
organisations include the handling of the low call information and
bookings services’ of Tourism Ireland and Failte Ireland called 'Gulliver’.
One participant in particular expressed dissatisfaction that Tourism Ireland
and Failte Ireland sold their interest in Gulliver to Fexco, who operated the
system previously, leaving the tourism organisations in a weak position as
they no longer have any control over the call centre, booking system and
inquiries.

Fexco (2003) stated that, in 1997, Fexco acquired a majority

shareholding in Gulliver.

GuUiver is a private enterprise operating solely

for profit with relevant proprietary power.

According to Fexco (2003),

Gulliver, headquartered in Killorgan, Co. Kerry, is Ireland’s leading cost
effective provider of tourist information and reservations.

The original

system was developed by Bord Failte and the Northern Irelcind Tourist
Board.

Fexco (2006) states that Gulliver Ireland operates GoIreland.com,

which is the premier online shop window for Irish tourism businesses and
the leading consumer portal for tourist information and reservations at
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www.goireland.com. As already stated during analysis of Internet usage in
the last section, online bookings through GoIreland.com and affiliated
websites are increasing substantially.

All tourism managers concur and state that Gulliver is Ireland’s leading
cost effective provider of tourism information and reservations. Its database
contains all approved accommodation providers on the island of Ireland,
irrespective of size and location. The system processes bookings for almost
10,000 member properties from the Internet, Tourist Offices, and the
International Contact Centre. It functions as Ireland’s national tourism
information database and powers, among others, the Failte Ireland website,
www.ireland.ie.

According to Fexco (2006), more than 500 people are

employed in these centres which process payment and informational
transactions over the phone and Internet.
Another respondent expressed extreme dissatisfaction with the way the
tourism organisations promote Ireland during the low season: “We want to
increase product awareness and to promote the country the way it is, and
not to focus, as they have been in the past, on promoting Ireland during the
off season, and promoting Ireland on the cheap. This type of approach is
absolute nonsense.

The reality is that the money from Irish tourism is

made during the summer, between April and October”, (Chapter 4).
According to the findings of this research, the tourism industry severely
discounts Ireland as a tourist destination in the international arena during
the winter months and, during the summer, the same package costs more
than double the price:

“A tour that one sees advertised for $599 in

January, will cost $1,800 during the summer” (Chapter 4).

Industry

participants in this study believe that this is the wrong message for the
consumer, because two different price levels are highlighted in the
communication process.

This will inevitably lead to a perception in the

market place that, during the summer, Ireland appears to have become a
very expensive destination; hence, giving a false image of Ireland that is
unnecessary.

483

While industry participants realise that it is a bonus to offer better value
during the winter months, and that this is the acceptable norm across
many destinations, the preferred communication message would be for
Tourism Ireland to advertise Ireland as a great destination, highlighting the
FAB30 aspect of Ireland,

and omitting the price element in their

communication message: “It is important that we do not advertise Ireland
on the cheap as we may be misguiding the market” (Chapter 4). This is an
important finding as Ireland is continually marketed by Tourism Ireland as
a premier luxurious destination in the United States market. If agents of
the tourism industry advertise Ireland offering bargain prices, this will
certainly add confusion to the marketing mix.

Tourism Ireland (2006)

states, for example, that their core segment in the United States market is
the $80,000 + earners who hire cars, book accommodation in castles, five
star hotels, spa resorts, bed and breakfasts, go to theatres, museums,
heritage sites, engage in golf, and equestrian activities.
According to the tourism industry professionals in this research, Americans
on lower incomes would consider Ireland an expensive destination, and
they would not be a long term prospect for Irish tourism. Tourism Ireland
managers interviewed and the Minister for Tourism, believe that Ireland
does not wish to market itself as a low cost destination; therefore it is valid
to state that Ireland needs to be careful with its communication message in
the United States market. The Tourism facts for 2004 support this finding;
for example, in 2004, 23% of all overseas visitors to the island of Ireland
were in managerial or professional occupations, with 56% of the visitors
having white collar jobs. This is in direct contrast with 4% of international
visitors in unskilled work who visit Ireland (Failte Ireland 2005e). Tourism
Ireland (2004) previously stated that the majority of overseas United States
leisure travellers belong to the top occupational groups and a significant
11% of this group consists of retirees. Failte Ireland (2004) stated that 48%
of all American visitors use 1st Class accommodation, with 11% staying in
deluxe accommodation in Ireland.
30

Features, Advantages, Benefits.
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This research also illustrates another example of confusion regarding the
brand image and the product of Ireland.

This involves the advertising

undertaken by Aer Lingus in the American market who run advertising
campaigns using the tag-line “Ireland on the cheap”. This type of campaign
damages the brand and the image of the brand and, consequently, Ireland
will attract a different type of tourist who may be totally price sensitive and
who may not have the funds or want to spend freely in Ireland.

This

contrasts directly with the target market as outlined by Tourism Ireland.
According to the findings of this research, such promotions confuse the
image and the marketing message of Ireland abroad. Tourism Ireland claim
that they are looking for a high-end tourist, but, according to one
respondent, they direct their advertising at bringing tourists in January
and February at cut prices, thus damaging the product; “It does not make
any sense” (Chapter 4).
Another negative aspect of the Irish tourism industry highlighted by some
participants is that both Tourism Ireland and Failte Ireland are semi-state
and non-commercial bodies. Respondents to this research suggest that a
public/private arrangement would prove a more worthwhile partnership
approach, which would be of benefit to the Irish tourism industry because
it would facilitate a consultative and cooperative role for both sectors.
Participants in this research also cited a need for more genuine partnership
in increasing visitor numbers between the public and private sector. One
participant suggests: “I would like if there were more dialogue and more
partnership within the decision-making process in relation to how we spent
budgets, our target markets, and how we target these markets etc.”
(Chapter 4).
Interviewees state that consultation is not partnership and genuine
partnership structures could be established where the travel trade in the
private sector have a meaningful say. Failte Ireland, for example, have set
up an independent business tourism forum of about ten members to
address the valuable ‘business tourism’ sector which consists of about 10%
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of Ireland’s tourism.

The members represent the private sector and they

work in partnership with Failte Ireland.

The goals are commonly

established and the plans are agreed together.

Professional respondents

believe that this is a very good productive model to move the Irish tourism
industry forward in a progressive manner.

According to this research, Minister OTDonoghue muses humorously that,
although open dialogue is always welcome, “the tourism debate is a bit like
the size of a pot hole in a road; everybody has an opinion, but none
necessarily may be correct”.

The findings from this study reveal that,

although there may be some signs of cross-coordination and consultation
in some segments, for an organisational structure to be successful,
stringent guidelines and boundaries would have to be secured if it were to
be constructive for the Irish tourism industry in the future.

5:3

The Tour Operators

This section is analyzed in two sections

5:3.1

The Tour Operators:
Tourists to Ireland

Attracting American

We need to continue to support the tour operators.
They are here to stay and are not going anywhere
(Joanne Hogg, Partner, Rain Hospitality).

Although the distribution channels within the tourism sector have
changed, as there is a shift away from the traditional tour operators, the
findings of this research study indicate that the tour operators are still an
important component in the overall tourist dimension.

Tour operators

operating in the America market offer different products for the diverse
segments of the market.
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The attitudes of eight professional respondents in this research are positive
towards the tour operators, with many citing the various advantages and
benefits of such operators engaging in business in the United States’
market.

According to this research, for the United States’ visitor who

purchases a holiday to Ireland, the initial apparent benefit of the tour
operator is the ability of paying for their trip in their own currency (dollars),
and also the convenience factor of the tour being organised with itineraries
outlined from the beginning to the end of the visit. The salient points of the
quotations include: “when Americans book with CIE Tours, they pay in
dollars, and all aspects of the holiday are included; they do not have to
worry about the exchange rates”; “the mdependent traveller’s knowledge
does not go beyond Dublin and Killamey”; “the tour operators are at the
coal-face of Irish tourism”.
According to the Tourism Ireland managers and the tour operators in the
American market responding in this research, their organisation has a very
good working relationship with the tour operators in the United States
market; and a coordinated structure is operated between the tour operators
and Tourism Ireland, called the Tourism Marketing Partnership (TMP).
This is a discussion group that facilitates consultation regarding strategic
issues and allows feedback from the market place. This reflects Tourism
Ireland (2006), who states that plans are presented to the TMP for their
input and suggestions.

Tourism Ireland managers and tour operator

participants in this study also spoke widely of joint marketing initiatives
that are coordinated between the tour operators and Tourism Ireland in the
United States market and also cited the added value they bring to the
marketing mix, both in terms of product offering, place, price and
additional promotional activities.

This research also found that the tour

operators partake in marketing activities of their own:

“The Tourism

operators also do their own independent marketing in order to increase the
number of visitors travelling to Ireland”; “The trade form a vital part of the
infrastructure and are a veiy important aspect of promoting and delivering
the tourist into the Irish market place” (Chapter 4).

According to the
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findings of this research, the larger tour operators partake in significant
independent marketing in the United States, and operators such as CIE
Tours, for example, claim that they spend more than Tourism Ireland per
annum on marketing activities in this market.

The research findings suggest that Tourism Ireland managers are positive
towards trade activities and are committed to its development.

This is

affirmed in Tourism Ireland (2006), where it is stated that they are
committed to trade activity and one of their goals and targets for 2006 is to
improve distribution of the Ireland tourism product to potential consumers
by aligning activities with new industry realities.

Throughout 2006,

Tourism Ireland also intend to organise more briefings and workshops for
industiy groups to further aid knowledge, research, intelligence, and
market insights.
Interestingly, this research has found that, although the tour business is
“steady^, the future may be different. This is mainly due to the changing
age profile of the American tourist. Accordingly, participants believe that it
will be inevitable that the core product is changed and adapted to make it
enticing and interesting for the next generation to take escorted tours to
Ireland. Analysis of the data reveals that it is expected that the needs and
wants of the market will change, and that the 55+ in ten year’s time will be
a different market to the one that existed twenty years ago.

Comments

from participants such as: “They are expected to be more energetic and
inclined to engage in more active pursuits” (Chapter 4) support this finding.
Consequently, this reseairch reflecting Plog’s (1974) ‘allocentrism’, and
‘energy’ element of the tourism model, believes that it will be necessary to
include active pursuits in the packages and more imaginative activities.
This also mirrors F^te Ireland (2005c), who previously stated that there
will be more “active” older travellers seeking quality experiences.

According to the findings of this research, eight professional participants
still believe and expect that the coach tours will be sustainable in the
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future; as the “no risk element” is always a reassuring aspect of tours,
coupled with high quality accommodation and food, and the elimination of
the problems of driving on the “other side” of the road. “The ‘no risk’ and
Tiassle free’ aspects are important factors in the climate that we live in
today” (Chapter 4). These eight professional respondents believe that coach
tours are an excellent product offering, in particular for the older American
market, because many Irish car hire companies will not insure drivers over
seventy years old and many Americans travelling to Ireland are 65+. These
respondents therefore believe that this demographic have little option but
to take an escorted tour to Ireland if they would like to holiday there.
Six professional participants agree that the coach tour business has
become more difficult on account of the increase in the Fully Independent
Travellers (70% travelled independently in 2004). According to CIE Tours,
their own fly-drive, or independent travel business, was down by 30% in
2005. The six professionals admit that the year 2005 proved to be a very
tough year, even though the previous year was their best “to date”. This is
reflected in Percival (2006), who relays that, in 2005, the level of American
visitors dipped during the year to 950,000. “In terms of revenue our coach
tour business is in line with 2004, but we are down in passenger numbers,
approximately by 6%.

Our competitors are also down, and many of the

small operators are worse off” (Chapter 4). Eight participants including the
tour operators in this research believe that this drop is directly related to
travellers who have recently visited Ireland independently, and have
experienced the cost of the euro directly. “The negative publicity regarding
the euro has contributed to the fact that Ireland is a very expensive
destination” (Chapter 4).

The findings of the literature in chapter 2 also

suggests that the switch to independent travel is pairtly a reaction to the
“naff-ness” of package holidays as they are no longer viewed as
fashionable, or, “smart” (Barrett, 1989).

Seven professional respondents in this study believe that the coach tour
business is suffering because Americans feel younger at heart, although
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the age profile of those travelling to Ireland remains the same. According to
this study, this group are termed the “new youth”.

Salient comments

include: “The same age group people (55+) feel younger now and more
independent. A 65 year old in the past would only take a coach trip, but
now they only want to get a car and do their own travel independently”;
“The 55-65 age group now seem to be acting like 45 year olds, and are
participating in a lot more activities, and are much more active than might
be expected” (Chapter 4). This study has found that this “new youth” trend
is further compounded by the increasing use of the Internet as a method
for booking independent travel.
According to Brown (2005c), the coach operators are divided over the likely
business levels, with an equal ratio of operators respectively predicting
growth, decline, and no change for 2006.

This is supported by Failte

Ireland (2006), who relay that, according to their Tourism Barometer^i, a
sample of 900 representative tourism businesses found that there is more
optimism in the industry for 2006 than in previous years. Thirty one per
cent of those interviewed in the Failte Ireland research state that they
believe that the coach tour business would increase for 2006, with 69%
beHeving that it will remain static (Failte Ireland, 2006).
The terrorist attacks were also signalled in this current study as barriers to
tour holidays, along with the changing demographic of the user segment.
Tourism Ireland (2006) also believes that terrorism and demographic
changes are obstacles to the Irish tourism industry.

Interviewees in the

current research suggest that, traditionally, blue collar workers took bus
tours, while white collar workers tended to visit Ireland through other
means.

According to one participant, blue collar workers fear that, if they

are part of a group holiday, they are much more conspicuous: “Americans
are paranoid, and given the current political climate, Americans travelling

A survey based on more than 900 interviews conducted with tourism enterprises and representing
all sectors of the industry during a ten day period to mid-September. This survey is a gauge of trade
perceptions rather than a source of hard data; nevertheless, it provides an indication of the
performance of tourism business at both regional and divisional level.

490

independently believe that they are not as conspicuous” (Chapter 4).
Another participant suggests that the reason for the decline in the coach
tour business is the treatment that Americans receive as they “are shunted
around like cattle from A to B” (Chapter 4). Analysis of the data further
suggests that golf tourism, in particular, leans away from the tour group as
it lends itself more appropriately to independent travel.

Interviewees

articulated that this is because players prefer to travel from course to
course throughout Ireland,

The CEO of SWING, responding to this

research, states that they have found that golfers, who travel to Ireland on
an organised tour, are guaranteed to return using a “DIY touh’ on their
next visit (Chapter 4).

Similar views were reported by Failte Ireland

(2005c).
Although Americans have moved away from booking with tour operators,
professional participants still believe that this segment is still an important
one for Irish tourism. Tourism managers and tour operators believe that
the tours will be sustainable in the future as the United States continues to
“grey” and further suggest that the Irish product lends itself to this older
American tourist market.

Analysis of the data reveals that this “elderly”

tourist market are well-educated, have more money and leisure time, and
are more Ukely to “spread the wealth” by taking their grandchildren on trips
to Ireland.

According to one participant, “I travelled to Ireland with my

parents and my two children who were seven and eleven at the time”
(Chapter 4).

Interestingly, respondents believe that this is a developing

market, as many Irish-Americans are anxious to bring their grandchildren
“home” to the land of their ancestors.

Participants suggest that this is

becoming “quite common” and is one that the tourism industry should
capitalize on in the future.

According to the findings of this research, participants affirmed that the time
has come to re-invent the tour product by adding value to it, and by
including more

‘castle days’, more luxurious accommodation, more

activities, and more “things to do”, thereby enhancing the product and
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giving it a more up-market feel. “I believe that the whole product will have
to move up-market in order to survive in the future” (Chapter 4). This is in
line with the arguments of Mo5mihan (2005), who further states that
tourists want experiential holidays, and they want to return home with
memories of something they have done and gained while on holiday in
Ireland.

According to Tourism Ireland (2006), while building on the

strengths of the traditional methods of booking an Irish trip, the industry
must also embrace new channels, new media, and new technologies, in
order to adequately respond to the ever-changing requirements of the travel
trade, access carriers, and consumers.

The findings of this research

strongly suggest that there is a future in the tour market, but creative and
innovative marketing practices are needed in order to further enhance the
product offering.

5:3.2

The Modus
Operators

Operand!

of

the

Tour

Analysis of the data in this research indicates that the tour operators have
solid structured plans in order to target the American tourists in the United
States market.

Participating operators in this research state that they

carry out extensive marketing and intelligence gathering in the United
States market, in order to identify the best prospective tourists. As already
noted in the previous section, some of the larger operators claim to expend
more on advertising in this market than the tourism organisations.

The

participating operators in this study had varying degrees of involvement in
the United States market, with American tourists accounting for anything
between 14% and 100% of their business.

In 2004, for example. Abbey

tours handled 68,000 people from all markets and are the largest privately
owned incoming operator.

Professionals and industry stakeholders in this research cited many
examples of the benefits of the tour operators, with respondents believing
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that among the main advantages offered by the tour operators is local
knowledge, ease of mind for the traveller, and access to the regions,
reflecting the previous views of Reilly (2005). The tour operators stated that
some of the smaller operators offer customised trips and business to
business travel. “Whatever their needs, we aim to satisfy those needs and
wants”, “All accommodations are booked depending on what is required”
(Chapter 4). Professional respondents in this study believe that the future
of the tour operators depends on whether they can both identify and supply
what is demanded in the market place. This was previously suggested by
McRae (1989).
In accordance with the literature of Chapter 2, this current study has
found that CIE Tours International Inc. afiirms that 80% of its efforts are
directed towards bringing Americans to Ireland.
driven.

The company is market

Tour operators and tourism managers believe that strategic

targeting of the American market is paramount for the success of the tour
operators and many use specific targeting strategies, such as running
promotional campaigns in order to target the Irish-American market, while
other operators engage in mass marketing (Chapter 4). Salient comments
from contributing operators to this research include: “At CIE Tours Inc, we
engage in a lot of advertising”; “We do extensive marketing of destination
Ireland and the products therein”;

“A great deal of our magazine

advertisements are focused towards Irish-Americans as they are our
business”; “We also encourage writers from larger magazines to write about
our trips while they are experiencing and are enjoying travelling to Ireland”;
“We target the American tourist through the tour operators. Tourism
Ireland, the Internet, Global Distribution System (GDS), Incentive Houses,
Travel Agents to mention just a few of the avenues”; “We focus our efforts
on mass marketing in one way, but in another way a lot of our advertising
is directed towards the target market”; “We do e-marketing where we send
newsletters and e-signs to make people aware of what is available in
Ireland”.
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An interesting suggestion arising from the data is that Ireland needs to be
included and positioned in an overall European package.

Participants

believe that Americans, who travel long distance to visit Europe, might be
more enticed to include Ireland in their itinerary if such a comprehensive
package was offered.

Urry (1994) previously stated that it will be

necessary in the future to offer more flexibility to potential tourists in
order to stimulate them to purchase the product.

Another suggestion

emerging from this research is that it is necessary to expand the
distribution system, as there are not enough established credible tour
operators featuring Ireland. Respondents believe that, in the future, it will
be paramount that there are sufficient operators distributing and selling
Ireland.

Participants believe that the distribution channel has not

expanded much in the last thirty years. This reflects the findings of the
literature (Failte Ireland, 2005c).

Contributors believe that there is an

opportunity to expand the distribution channels: “A strong operator is
needed; for example, a big tour operator selling Norway, or anywhere in
Europe, has a capacity to bring 4,000 or 5,000 people for an average of 10
nights, that is 40,000 bed nights; and that is what we need to target. We
need to tap into this competition and get these bed nights into Ireland”
(Chapter 4).

This is supported by other interviewees: “our challenge is to

compete with destinations such as Scotland and Norway” (Chapter 4).
According to Fahte Ireland (2005e), 30% of the American market travelled
to Ireland on a package. The findings of this research suggest that there is
room for further expansion on this percentage.

The importance of Internet booking was again reiterated, with one operator
stating that 100% of their bookings come through their Internet site. “All of
our bookings and marketing is done through the web-site” (Chapter 4). All
participating tour operators in this research are also advocates of Internet
advertising. Comments from the research include, “We do a lot of search
engine optimisation in the Google and Yahoo search engines, and we do a
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lot of paper click hits32”. “We send out a monthly e-mail campaign to those
names within our database”.

Interestingly, Butterfield 86 Robinson, one of the tour operators, responding
in this research, has found that the demographic of Americans travelling
with them tends to be a well-travelled and well educated clientele.

This

fmding supports the arguments from the literature, (Failte Ireland, 2005e,
Tourism Ireland, 2006).

This research has found that Americans are

“happy” to partake in high-end price tours, with many such luxurious
tours of Ireland costing in the region of €10,000 for a typical tour.
“Because of our prices, (high-end), clients tend to come from fairly affluent
backgrounds” (Chapter 4). According to the findings of this research the
affluent client base has now grown to include those who enjoy moderate
activities, but who also wish to be pampered on their trips. Analysis of the
data reveals that the average age of this type of traveller is slowly increasing
within this demographic.
In accordance with findings on genealogy in this study, participants stated
that, although the target audience consists of the general American market;
it has been found that the majority of people who are interested in Ireland
as a destination have Irish roots.

Word-of-mouth was also cited by

participants as an important element of the communication mix, with some
respondents suggesting that this form of communication is stronger than
before and important for the tour operator business. This mirrors Tourism
Ireland (2004).
Six professional participants in this research spoke widely of the benefits of
the tour operators to the hotel sector, reflecting Lowyck et al, (1993). Failte
Ireland (2005e) stated that, in 2004, 846,000 of all overseas holiday makers
stayed in hotel accommodation. Respondents in this study refer to the tour
operators as “ambassadors” for the Irish hotel industry.

This research

A company can bid on a search term, for example, if one puts in a search for Ireland
vacation/Ireland holiday/trips to Ireland etc., the companies’ web-site would pop up on the right-hand
side of the screen. Positioning here is determined by the amount of financial input.
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found tJiat Irish hotel bed nights are sold directly through the tour
operators in the American market. Contributors state that this method is
much easier that trying to fill bed nights directly:

“The United States

market is such a vast market where penetration is almost impossible”; “I
get a huge amount of coverage internationally as a result of the operators,
through television, radio and magazines” (Chapter 4).

According to the

findings of this current study, respondents affirmed that there are many
advantages to the consumer and supplier of the tourism product. There is
a future for the tour operator, but it will be necessary to continue to be
innovative and supply what is demanded and needed in the market place.

5:4

The American Tourist Market

As in Chapter 4, the discussion of themes in this section is divided under
the same sub-headings:

5:4.1

The American Tourist and the Irish Tourism
Industry
If we do things right and treat the American tourist correctly, we will
always have Americans travelling to Ireland. There will always be an
interest in Ireland from an American viewpoint
(Brian McColgan, CEO, Abbey Travel).

All participants in this current research reiterate and support the tourism
literature in affirming that the Irish tourism industry is not sustainable
without American tourists. This research has found that American tourists
are vital to the Irish economy.

Minister O’Donoghue concurs and states

that Irish tourism is now big business and is the single largest indigenous
service industry in Ireland. Analysis of the data in this research concludes
that Americans stay for longer periods in Ireland, stay in higher-end
accommodation,

and spend more money than

tourists from other

destinations. Contributors agree that the Irish tourism industry has had to
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sustain short periods of turmoil and survive the absence of the American
tourist, due to extraneous factors such as the foot and mouth crisis, 9/11,
the fear of terrorism, safety issues, the war on Iraq, the SARS virus, etc.;
nevertheless, all participants emphatically stress that Ireland cannot
survive without American tourists.

The salient quotations from respondents include: “The average length of
stay by United States’ visitors is 9-10 nights”; “The K. Club, for example, is
€400 to €500 per night for a room. An Irish person probably isn’t going to
pay that kind of money”; In 2004 and 2005 Americans spent between €750
and €800 million per year in Ireland. This is significant”; “In 2003, the United
States visitor spent €889 million and the total revenue from United States’
visitors that year accounted for 22% of all overseas visitor revenue”; “The
United States accounts for 12% of all visitors to the island of Ireland and 16%
of all holidaymakers”.
A relevant finding in relation to American tourists is that they are more
likely to travel outside of Dublin city and into the regions, than other
tourists. This is significant, as the tourism industry presently have serious
concerns regarding the decline of regional tourism, in favour of city breaks.
According to Brown (2005c), Dublin continues to attract growing numbers
of visitors, with 56% of paid serviced accommodation providers reporting an
increase in bed nights in 2004.

Brown further states that, in 2005, the

regions suffered a decline in tourists. In the North West, almost hadf of all
accommodation providers reported a fall in bed nights compared with 2004
and, in the West, 40% reported a decrease in bed nights.

Failte Ireland

(2006) concurs and states that shorter breaks and shorter booking times
are continuing to “bite” into the regions.

Eight contributors in this

research are very aware of the problems affecting regional tourism and are
urgently seeking solutions to the decline in tourism.

According to Tourism Ireland (2006), in order to address the issues relating to
the decline in regional tourism, it intends, throughout 2006, to highlight the
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regions in a full range of Tourism Ireland’s marketing activities. This will be a
different strategy to those of the past, because, in the past, the tourism
industry did not distinguish between the regions. The growth of tourism in
the regions is set out in the goals and targets of Tourism Ireland for 2006.
According to Fahte Ireland (2006), it will be important for the regions that
rural areas configure their accommodation and activity offering in a fashion
that will appeal to the tourists. Shaun Quinn (Chief Executive officer, Failte
Ireland)

previously stated

that successful tourism depends on local

communities working together to develop an integrated tourism experience
that appeals to visitors (in Failte Ireland, 20051). According to the findings of
this research, it is considered critical that adequate creativity and innovation
is employed to entice American tourists into the regions.
Interestingly, eight professional participants in this research believe that
there will not be any difficulties in sustaining the present numbers of
American tourists to Ireland.

This was previously supported by the

European

in

Travel

Commission

America,

and

American

Express.

Comments from this research support this optimism: “The year 2005 will
have seen a large number of Americans travelling to Ireland”; “2005 is
expected to be a record year for the number of American tourists travelling
to Europe and Ireland”, “We are expecting that 2005 will have been a record
year in relation to American visitors to Ireland.
million American visitors into Ireland.

Our aim is to bring in 1.1

I think that we are on course to do

that” (Chapter 4).

Interestingly, however, these views and optimism were not realized. According
to Failte Ireland (2006), the United States market and the long-haul markets
were disappointing in 2005.

Previously, the tourism facts for 2004 showed

that, in total, 867,000 Americans holidayed in Ireland (in Failte Ireland
2005e). According to the CSO (2005), the USA and the Canadian market had
been increasing steadily; for example, in 2002, the combined figure was
849,000; in 2003, this had increased to 904,000; and, in 2004, the combined
figure had increased to 977,000, of which, according to Tourism Ireland
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(2006), 892,000 were solely American tourists. According to Tourism Ireland
(2006), of the 892,000 tourists that travelled to Ireland, the ‘promotable
segment’33

consisted of 621,000, an increase of 7% in visitors and 8% in

‘promotables’ over 2003.

Understandably, these precedent figures from 2002 indicated to tourism
managers that the United States market should have performed well in 2005,
as the numbers travelling over the two year period 2002 to 2004 were
increasing incrementally, but, this did not translate into an increase in the
numbers of American visitors to Ireland. Brown (2005e) concurs and further
states that, in the first seven months of 2005, the American market was down
by 2%, although there was an increase in the number of American visitors
during June and July. According to Brown (2005e), 545,000 tourists came to
Ireland from the American market up until the end of July. This supports
Percival (2006), who reports that the level of American visitors dipped during
2005 by 0.6%. According to Tourism Ireland (2006), the market for 2006 will
be a challenging one especially when trying to significantly grow the American
market.
One contributor believes that it is necessary to be careful when one looks at
statistics of how you measure the number of Americans visiting Ireland.
According to this participant, there are two types of statistics provided by
Tourism Ireland and Failte Ireland; the statistics relating to visitor
numbers, which one has to be very careful of, because, when a person
travels back, they are a tourist by definition. The other statistics relate to
the promotable segment.

Opinions from this research suggest that “the

promotable segment has decreased; therefore, real tourism from America
has decreased” (Chapter 4).

According to this current study, it will be essential to continue to put the
American tourist numbers “back on track” as “The United States market is

Comprising of the potential visitors most likely to be influenced to visit Ireland by the marketing
activities of industry operators and the State Tourism Agencies.
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second only to Great Britain in terms of its importance to the Irish tourism
industry^ (Chapter4).

Minister ODonoghue believes that the “United States

visitor is still the highest spender per capita, spending on average two and a
half times the amount of the United Kingdom visitor, €812 as opposed to
€338” (Chapter 4). This view is also supported by other respondents: “The
average United States’ tourist in Ireland will spend around €850 during
their stay, whereas the average UK tourist will only spend €350, the
average spend per golfer is €915 versus €720 per general visitor” (Chapter
4).
Respondents in this research stress that the importance of the American
tourist cannot be underestimated. Paul O’Toole realizes that additional ejffort
is needed in the American market and states that the real problems are due to
Irish tourism being in a period of recovery in the United States.

Again,

creativity and clever marketing strategies are cited by participants as a
means of improving this sector.
Three professional participants in this

study spoke widely of the

importance of not becoming complacent in the American market. Attention
to detail is necessary as Americans have wide choices when choosing
overseas destinations:

“Ireland isn’t the first destination choice for

Americans when visiting in Europe”, (Chapter 4).

These participants

further state that Ireland has not kept pace with the expansion of the
product: “Ireland has been unimaginative in how it has marketed the
product in the United States, and I believe that we have lost it” (Chapter 4).
According to Minister O’Donoghue, although Ireland has changed and
advanced from the era of the 1950s, unfortunately, many business
practices have not kept pace.

The Minister believes that in today’s

competitive environment, businesses must respond more readily and be
more proactive in order to compete.

Some contributors believe that Europe has experienced more steady growth
than Ireland, and that Ireland was losing much of its market share
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incrementally to Europe. Participants again suggested that this trend was
as a result of the tendency of Americans, in particular, to buy package
holidays for European destinations. As already stated in previous sections,
Ireland needs to entice the Americans with European packages where
Ireland features on the itinerary alongside other European countries.

Another finding emerging from this research is that five of the professional
participants believe that most Irish-Americans are very successful in the
United States, and consequently, many of them travel to Ireland very
frequently.

These Irish-Americans have substantial resources and they

bring together ties with family and continuing friendships.

According to

one respondent, in the future, it will be interesting to capture their children
as obvious target markets: “A lot of migrants now actually come back
virtually every year, or a couple of times maybe, because air travel is
cheaper^ (Chapter 4).
Although the figures for the American tourists were down for the first time
in many years, participants were optimistic about the future of the Irish
tourism industry in relation to this market sector.

Respondents believe

that it should not be difficult to sustain and expand the current number of
American tourists coming to Ireland in the future, if the industry is careful.
According to Failte Ireland (2006), the Ryder Cup will be of substantial
benefit to Irish tourism in 2006. Failte Ireland (2006) states that the Ryder
Cup will be the biggest sporting event that the country has ever hosted, and
it offers an unrivalled opportunity for Irish tourism, as Ireland has an
excellent golf offering. The potential audience is one billion viewers in 150
countries. In accordance with Brown (2005g), participants in this research
agree that the Ryder Cup offers a unique opportunity for Ireland as a
destination and the benefits and future opportunities as a direct result will
be abundant. According to Brown (2005g), Failte Ireland have put a special
structure in place geared at achieving optimum tourism benefits from the
Ryder Cup, with a board sub-committee chaired by Eithne Scott-Lennon,
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and supported by Noel O’Callaghan, with Brian Dowling directing an
internal working group.

5:4.2

The Needs Wants and Trends of the American
Market
The American market is ever changing
(Brian Stack, President CIE Tours
& Chairman US Tourism Confederation).
Americans like myths.
(Ruth-Ann M. Harris, Adjunct
Professor of History and Irish Studies,
Boston College).

Understanding the needs and wants of any market is paramount to the
success of any business and the Irish tourism industry is no exception to
this discipline. According to Kotler (1987), marketing can be defined as a
human activity directed at satisfying needs and wants through exchange
processes. Marketing begins with an understanding of human needs; such
needs describe a state of felt deprivation, creating drives.

Human beings

are “needing” individuals on a continual basis (Maslow, 1943).

This

current research has found that Tourism Ireland frequently undertakes
market research in order to establish particular needs in the market place
at any given time: “If only we had the means to satisfy the demand in the
market place in a more competitive and direct fashion, it would be of great
benefit to the Irish tourism industry” Chapter 4).

Ten professional participants in this research suggest that the American
tourist’s needs are satisfied by a journey to Ireland, but, like all needs, they
are not static and are constantly changing alongside worldwide trends.
According to Pizam and Mansfeld (2000), understanding tourists’ needs
and the “why” and “how” of tourist behaviour is the foundation of effective
marketing. According to the findings of this current study, it is paramount
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that the needs and wants of the American tourist market are correctly
identified.

Some interesting quotations in this research from the professionals and
stakeholders, underlining the current needs and wants of the market,
include; “Tourism Ireland has to satisfy the needs and wants of the
market”; “Americans love food, a basic need”; “Tourists spend 20% of their
money on shopping and 20 percent on accommodation. Shopping is a very
important need”; “If you look at what an American tourist wants, you will
find that many of them also like to have a choice of staying in nice bed and
breakfasts, as well as nice hotels.

Iherefore, we need to build on this

market”; “Like all markets, all needs and wants are changing and we will all
have to adapt with both product and marketing strategies alike”; “Yes, I
believe that the needs and the wants of the American tourist have shifted
and changed”.
Professionals in this research indicate that the needs and wants of the
American tourist are changing.
Americans are also changing.

Worldwide trends for travellers including
Tourism Ireland (2006) notes that

consumers needs are changing, just as standards and expectations rise
when it comes to holiday expectations; this impacts on product, service,
value, and price. Mirroring Crotts (2000), convenience and value for money
are increasing highlighted in this research as issues that have to be
addressed. Ten respondents consistently cite the type of accommodation
required as one of the main shift in trends; “In the past, one was always
hearing about Americans coming to Ireland and not being very happy
because the hotel rooms were small, the beds were small and generally
dirty.

There was no luxury.

That was where Ireland fell down, in their

eyes, as a destination”. Managers and industry stakeholders both affirm in
this research, that accommodation in Ireland is now at an acceptable
standard regarding cleanliness and facilities, but Americans, in particular,
require more luxurious accommodation (above standard) and this is
reflected in the decrease in the demand for “family home” accommodation.
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wit±i a parallel increase in the demand from luxurious hotel, or “country
house” accommodation. Participants suggest that “Today, our hotels are as
good as anywhere else in the world. Nowadays, we have so many five star
luxury facilities available in the market place; we have the product, now all
we have to do is fmd the Americans to fill them” (Chapter 4).

This is

supported by Failte Ireland (2006), who state that bed and breakfast and
self-catering accommodation have occupancy rates still below 50%.

An

international average for hotel occupancy is 70%.

According to one professional participant, it is essential that we rebuild the
bed and breakfast market and to disperse more tourists into the
countryside and into the regions. This study has found that self catering is
also an important component of the tourist product. This product is used
predominately by backpackers, who access Ireland on cheap flights, which
are mainly available mid-week. A problem arising from this type of tourist
is that self catering accommodation begins and ends on Saturday or
Sunday. Such availability needs to change in line with the demand, as it
will inevitably open the market.

Comments from this current study

support this: “We have to give the tourists what they want” (Chapter 4).
Respondents believe that, in the regions, businesses can benefit from each
other, if a visitor is attracted into an area. This was previously stated by
Quinn (2005), who suggested that local guesthouses, golf courses, and
equestrian centres should offer one-stop coordinated packages , rather
than a fragmented approach where travel, accommodation, eating, and
activities are viewed as totally separate entities (in Failte Ireland, 2005f).
This view is also expressed in Failte Ireland (2006).

According to Quinn (2005), destination Ireland must look for ways to offer
the visitor solutions to their entire holiday requirement (in Failte Ireland,
2005f). Further analysis of the data reveals that Ireland can offer a variety
of luxurious accommodation and spa resorts to satisfy these changing
needs: “Tourism Ireland is now partaking in high-profile advertising
campaigns in prestigious broadsheets such as the New York Times, prime
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time television, and in a range of upscale travel, lifestyle, and golf
magazines. They are trying to attract the more discernible, slightly older
tourist, 'who is well educated, with a high disposable income” (Chapter 4).
Tourism Ireland (2006) believes that there is a need in the tourism sector to
offer the sophisticated ageing consumer a secure and welcoming holiday
experience on the island of Ireland. Interestingly, all respondents concur
that people, pace, and place have always been the hallmark of the overall Irish
tourism product.

Americans, in particular, identify these as an important

element for holidaying in Ireland.

Quinn previously stated that the vast

majority of visitors to Ireland are enticed by the beautiful landscape, the
welcoming people, and the more relaxed pace of life (in Failte Ireland, 20051).

Another shift away from past trends in the American tourist market is that
American visitors are now also likely to consider Ireland as a short break
destination. This trend was first made successful in Ireland by both the
domestic and European market taking weekend and short breaks; as
assess improves into Ireland, however, Irish tourism will be able to
capitalise on this in relation to the American tourist market.

“People are

more prepared to fly to a destination to hoUday for shorter periods and we
in the industry have to respond to the changing needs and wants of the
market place” (Chapter 4). This research has found that Aer Lingus are
targeting the American ‘short break’ market; namely, those who would
never consider Ireland for a long holiday due to financial constraints, but
are open to coming on a short break, thus incurring less spend.

“The

consumer is changing in terms of becoming more sophisticated, becoming
more aware of other choices, more demanding in terms of quality of service,
and changing their habits in looking, planning, and buying (Chapter 4).
According to CIE tours Inc, for example, it is necessary to change the
content of their tours and offer new products in order to make it interesting
for their clients and to satisfy changing needs and wants.

Another view emerging from all participants in this research is that value
for money is an important element of the American needs and wants.
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According to this research, the Internet has enabled transparency of pricing
worldwide, thus exposing high prices across various markets.

“You can

find out what a hotel costs in any part of the world with the click of a
button on the Internet”. Tourism Ireland (2006) supports this finding and
further states that consumers remain concerned about the value for money
in Ireland, compared to that available in their own home country, or in
other tourist destinations. Analysis of the data in this research reveals that
it will be necessary to re-evaluate the promotional activities undertaken by
the tourism authorities if they aspire to being at the “cutting edge” of
changing needs and wants of the American market.

This research has

found that Tourism Ireland constantly revise campaigns in order to
coincide with market needs: “Tourism Ireland is no different from any other
multinational company in the way it identifies its market, and, thus,
implements its marketing and advertising strategies in order to promote its
product, Ireland” (Chapter 4).
All participants in this study believe that, as value for money becomes more
important, American travellers desire holiday destinations where they will
find a range of activities and experiences. Tourism Ireland has thus had to
re-evaluate its promotional activities in the United States, and in an effort
to embrace this ‘new’ American visitor profile, it has initiated a raft of
special interest tourism plans.

This reflects the previous views of this

research, where the American tourist is considered to be an “active older
traveller”, seeking quality experiences. According to Fahte Ireland (2005c),
customer ‘needs’ will have to be established through research and
performance monitoring.

This will be actualized through renewing and

expanding the product base with a focus on quality; promoting ongoing
upgrading of standards within the tourism sector as a competitive response
to lower-cost alternatives in other countries; developing and improving the
portfolio and networks of products and attractions; and maintaining and
expanding the methods of providing information to tourists. Failte Ireland,
in direct response to the changing needs and wants of the market place,
have identified twelve main areas that are important for the development of
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the product ‘Ireland’; these are: business tourism, sports tourism, walking,
golf, EFL, (English as a foreign language) angling, heritage/culture,
wellness,

equestrian,

cycling,

cruising,

and

sailing”

(Chapter

4).

Professionals and industry stakeholders in this research believe that these
specialist interest activities have a very important role to play in the
sustainability of Irish tourism and in delivering the correct product that will
satisfy the needs and wants of the American market at any given time.

5:4.3

Americans Travelling to Ireland to Play
Golf

A getaway to an exotic location, a four-sta r resort hotel, the clink of a driver,
the flight of a golf ball over azure waters every golfer’s fantasy and
serious business for the travel industry
—

(National Golf Foundation, 2002:1).
Ten professional interviewees in this research emphasised the importance
of the American market to the Irish golf tourism industry.

These

participants stressed that some of the more prestigious courses could not
survive without American tourists. SWING (2004) states that golfers from
the United States market have remained the most stable of the Irish golf
market. According to the fmdings of this research, the Irish golf industry
has expanded as a direct result of the demand in the market place for these
courses. The golf product is growing rapidly and, according to the fmdings
of this research, 200,000 visitors came to Ireland in 2005 to play golf, with
many Americans travelling solely to play golf.
CHL Consulting Company Limited (2002) states that, in 2001 in the United
States, there were 25.4 million golfers considered “avid” golfers (those who
played 25 or more rounds per annum).

According to The National Golf

Foundation (NGF) (2002), across the United States in 2001 there were 9.8
million golf ‘best customers’ (38% of all golfers) who collectively accounted
for over 80% of all golf spending and rounds played. Of these, 2.7% of all
golfers visited Ireland to play golf and 28.4% of them will consider Ireland
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as their preferred destination for their next trip.

Interestingly, Ireland is

second only to Scotland (34.4%) for preferred next destination visit.

The

NGF (2002) further notes that “the lure of the British Isles is great among
American golfers” (2002:16).

CHL Consulting Company Limited (2002)

concurs and reports that leading overseas destinations for United States
golfers are Scotland, England, Spain, Portugal, France and Ireland.

According to Wright and Linehan (2004c), American golfers account for
90% of the business at the golf course at Waterville in Co. Kerry.

This

research has found that golf is worth €175 million per annum to the Irish
Tourism industry and, according to one participant in this study, for every
one euro that is spent on green fees, there is a multiple of ten spent in the
Irish economy. Some of the salient quotations from this research include:
“Golfing is as popular as ever for the American tourist”; “Golf will be even
more marked especially after we host the Ryder Cup in Ireland”; “Many
golfers return to Ireland more regularly because they like to play on Irish
golf courses”; “In my opinion, golfing groups return to Ireland more often
than other groups with other interests”; “Golf is very popular among the
American tourists who travel to Ireland”; “Golfing is very important and, in
2005; we did a golf guide specifically to target the golf tourist”; “Golf
tourism has held up reasonably well”. Tourism Ireland (2004) affirms that
golf still ranks as the most popular of active sports among American
visitors to Ireland. According to CHL, Consulting Company Limited (2002),
Ireland is now established as a world class golf destination providing a wide
variety of golfing challenges to everyone.

CHL, Consulting Company

Limited further states that there are 394 golf clubs in Ireland including
30% of all coastal links in the world.

According to the findings of this

research, the increase in the number of golf courses in Ireland is significant
and this mirrors the data previously cited by (CHL, 2002).

Since 1987,

there is an increase of 106% in the number of registered golf courses in
Ireland.
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According to one professional respondent, many of the Americans travelling
to Ireland to play golf would be considered WASP (White Anglo-Saxon,
Protestant). Together with the WASPs, Ireland also attracts very high-end
golfers and this market segment is also very important to the market.
According to SWING (2005), Tiger Woods, Mark O’Meara, Lee Janzen and
David Duval are all members of Waterville Golf Links in Co. Kerry. Tourism
Ireland (2006) states that the core segment of this target market ($70,000
income bracket) use the golf product alongside equestrian, spa and
wellness.

Ten professional participants in this research believe that

competitiveness will also be a core issue in the golf industry and the long
term sustainability of golf tourism is dependent on the industry remaining
competitive. Respondents note that pricing issues consistently have to be
reviewed in order to remain competitive:

“I believe that price is a major

deterrent and threat to the future of the golf industry.
expensive” (Chapter 4).

We are too

This reflects CHL (2002), who previously stated

that green fee prices have become an issue of concern for the sector in
recent years, especially since the introduction of VAT on green fees in the
mid 1990s, which had an inflationary effect.
According to one respondent in this current study there is a perception in
the golf industry that green fees should be high, as there is a perceived
impression that a course is only prestigious if the price is at the higher end
of the scale. The CEO of SWING contributing to this research, states that
this attitude is “a farce and complete rubbish”.

SWING further states in

this research that Ballybunion Golf Course, in Co. Kerry is the 6* best golf
course in the world. According to SWING (2005) the legendary Tom Watson
described the links at Ballybunion as the “best in the world” (2005: 11).
According to this research, the course at Kinsale cannot compare with
Ballybunion.

“This is bad for business.

I am afraid that if we are too

greedy in the golf industry that we will lose the American golf tourist to the
European golf courses” (Chapter 4).
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Further analysis reveals that more remote areas of Ireland are offering golf
at a far cheaper rate, but the disadvantage comes in the form of
infrastructure. “One can play golf in Inishcrone, Co. Sligo, for example, for
only €50 as opposed to €160 in Keny” (Chapter 4).

Participants believe

that, if tourists become more price-sensitive in the future, it will create
serious problems. This research has found that one of the reasons that golf
has become expensive is due to the emergence of the commercial golf club
which came into operation in the 1990s. “The advent of all the commercial
golf clubs, such as Fota Golf Course, Fota Island, Cork, The Old Head of
Kinsale Golf Course, Co. Cork, etc., has caused a price inflation, because
they had to charge higher green fees in order to survive” (Chapter 4). This
research has found that, prior to this, golf clubs were ‘member-owner’ clubs
and they were not in the business to make a profit. The knock-on effect
from the advent of the commercial club was that all courses increased their
prices.

According to the findings of this research, there are four

components

to

the

golf

package:

transportation, hotel accommodation,

access,
and

transport

golf.

and

ground

In the past,

golf

contributed the smallest cost element of the package amounting to about
25% of the overall cost, but, today, golf is the most expensive component of
the trip.
Ten professional participants in this research believe that the future
profitability of the golf industry “is in the balance” and may not be
sustainable in the future because potential golfers have the option of
comparing prices and travelling to Europe instead of paying a higher rate in
Ireland. Respondents relay that “The price of golf is going to have to come
down” (Chapter 4).

According to the professionals responding in this

research, pricing is more exposed that it was in the past.

Minister

O’Donoghue, for example, believes that, since the fall of the Iron curtain,
tourism has become more competitive, and relays that “Ireland was never a
low cost destination, and it will never be a low cost destination, but it is
still vital that we remain competitive. To be fair to Irish tourism, I believe
that the industry is making a serious effort to be more competitive”
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(Chapter 4).

Pender (2005) believes that the majority of those connected

with the Irish tourism industry, are aware that there is a focus on
competitiveness in the market place.

Pender therefore stresses the

importance of looking towards creative thinking and innovation when
highlighting the benefits of the products and as a means of differentiating
Ireland as a destination. Pender also believes that there is value locked in
the existing customer base. According to Failte Ireland (2005c), the focus
in the golf industry will be on maximizing marketing opportunities from
Ireland’s hosting of the Ryder Cup in 2006; and, furthermore, particular
focus will be on improving the regional distribution of golf tourism in all
promotional programmes.

5:4.4

The Importance of Competitiveness for the
Irish Tourism Industry
Ireland has to be competitive
(Tim Pollock, Director of operations,
Butterfield & Robinson Tours).

All of the participants in the current research agree that, for the Irish
tourism industry to survive and thrive, it will be necessary to address the
issue of competitiveness.

Outside Ireland, other European destinations

pose a serious threat to the Irish tourism industry, as they are placed in
the evoked set of alternatives through insightful marketing by competing
destinations.

These European destinations offer a wide choice for the

American tourists, complimented in many cases by superior weather.
Contributors in this research support the theory, expressed by Minister
O’Donoghue, that Ireland was never a low cost destination, and further
propose that Ireland is neither a low’ nor a liigh’ cost destination. “Ireland
is not necessarily a cheap destination, but we are not necessarily an
expensive destination either”.

Ten professionals in this research suggest

that competition in the world of tourism is further heightened because
ease of travel is widely avaiilable and increasing.
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Interestingly, one tourism manager contributing to this research believes
that, although Ireland is regarded as expensive, “American tourists have
not fully realised it”, and further suggests that it will take time for costs to
impact on the market place. Tourism industry managers and stakeholders
in the Irish tourism industry affirm that there is more value to be found in
other destinations. Tourism Ireland (2006) states that consumer demand
for their destination is

heavily influenced by price.

Professional

contributors in this study believe that, generally, Americans tend to be
positive about their visits to Ireland.

All of the American tourists

interviewed in this study affirm that they were extremely satisfied with
Ireland as a destination. The adverse comments relate to the cost of goods
relative to the United States market. Failte Ireland (2005c) believes that the
competitive position of Irish tourism has deteriorated and that the cost
base in tourism, in common with the services sector generally, continues to
rise. At the same time revenues, while growing nominally, are declining in
real terms.

As a consequence, industiy margins remain under pressure

with clear implications for those considering re-investing in the industry.
According to the findings of the data gathered from the Aer Lingus
manager, the airline is very much focused on gaining better control of costs
and intends to continue with this strategy in the future. This study has
found that Aer Lingus is committed to changing its image to that of a low
cost valued airline. The Aer Lingus manager responding in this research
suggests that “Many people are now aware that we have achieved
significant success in competing with the low cost carriers in Ireland and in
Europe”.

According to Failte Ireland (2005c), low cost air transport

provided Ireland with an initial competitive advantage, but now low-cost
access is common across most European destinations and Ireland’s initial
competitive edge no longer exists. On a global basis, Failte Ireland (2005c)
believes that the airline industry is undergoing major change, and there is
some uncertainty as to how it will develop in coming years.
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Interestingly, another participant in this research complained “bitterly^
about the new low cost strategy implemented by Aer Lingus, predominantly
on account of the encoding of the communication message into the market
place. The participant believes that the use of a tag-line such as “Ireland
on the Cheap” in the United States market is seriously damaging the brand
and will have repercussions on the brand image of Ireland in the future.
The Aer Lingus interviewee, on the other hand, contributing in this
research, argues that the future of the airline will depend on continuing to
offer cheap fairs. Aer Lingus, therefore, intend to focus on achieving and
implementing this strategy. While professional contributors and industry
stakeholders in the tourism industry do not have issues with the cost of the
flights, as they believe that it is of benefit to Ireland to increase passenger
numbers,

they

are

dissatisfied

communicated and handled.

with

the

way

the

promotion

is

This research has found that competitive

fares are going to remain static as it is believed that, irrespective of fuel
cost, Aer Lingus can continue to perform in the competitive environment.
SWING (2004) suggested that a period of stability in prices is warranted in
the Irish tourism industry, with some initiatives designed to counter the
deteriorating price perception and generate business for “soft” periods (low
seasons) as part of the process in rebuilding image and restoring consumer
loyalty.
On further analysis of the data in this research one manager suggests that
the term “rip-off Ireland” supplied by the media is very debilitating for the
industry.

“It annoyed me for a long time.

I hated the tone of it, as the

media are creating a negative image of Ireland abroad” (Chapter 4). Four
professional contributors in this research support this view and cite very
strong arguments against the negative portrayal of Irish tourism in the
international arena. Participants agree that potential tourists interested in
travelling to Ireland will look to all publications regarding the destination
and suggest that The Irish Times newspaper, for example, and many others
newspapers are full of articles rela3dng how expensive Ireland is as a
destination.

“Ireland is the most expensive destination in Europe, but
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Ireland is killing itself with its own bad publicity” (Chapter 4), Mills (2004)
previously stated that Richard Bourke, President of the Irish Hotels
Federation, is angered by the term “rip-off Ireland”. Bourke reflecting the
fmdings of this current study states that “I would have thought that the
elements of the media and politicians that promote this m3hh in relation to
our industry would know better”, (in Mills, 2004: 08). According to Mills
(2004), the confusion relating to high costs arises when the price of a bottle
of mineral water purchased in a supermarket is compared to the price of
the same bottle purchased in a hotel, or restaurant.

According to the

fmdings from the professional interviewees in this research, economies of
scale contribute to the imbalance in the perceived cost. According to Mills
(2004), the positive news from the Irish tourism industry is that there are
no obvious complaints relating to accommodation charges: “this probably
means that we are too inexpensive” (in Mills, 2004:8). .
All participants in this research believe that there is a lot more potential in
the market, but they believe that the Irish tourism industry has not
“scratched the surface” of the market regarding the United States potential
market. This finding concurs with other data gathered and relayed in this
current research, where Tourism Ireland stated that it is their ambition to
“grow” the tourism industry in Ireland in a substantial way in the future.
According to Tourism Ireland (2006), in accordance with the fmdings of this
research, Ireland is well positioned in the American market to enable
“strong growth” in the future. Interestingly, according to one professional
participant in this research, more stringent guideline practices are
necessary, particularly in relation to the dining experience in Ireland. This
research has found that it is possible to find a “fine” restaurant in Ireland
that is not overly priced and, on the other hand, the opposite exists where a
below standard restaurant charges exorbitant prices.

One participant

suggests that “many of these restaurants are over priced and that there is
better value to be obtained elsewhere” (Chapter 4). This view is supported
by other professional participants and stakeholders: “The access cost, the
accommodation and the cost of the overall package are competitive. What
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is very expensive in Ireland is the daily cost of living, items such as teas,
coffee, sandwiches, cakes etc. I believe that eating out has become very
expensive” (Chapter 4).
Consulting

Company

According to Failte Ireland (2005c), and CHL
Limited

(2002),

Ireland

was

extremely

price

competitive in the 1990s, due to favourable exchange rates and a
comparatively low inflation rate. This has changed and the Irish tourism
industry has been operating in a relatively high-cost environment.

This

reflects Mills (2004), who previously stated that insurance costs for the
hotel and catering industry in Ireland are 40% higher than in Britain and
more than double those in Europe.

Mills further states that Ireland also

has the highest VAT rate in Europe.

According to the findings of this

research, affordability and value for money are increasingly important for
overseas visitors to Ireland. Greater price transparency associated with the
euro, and the comparatively high level of inflation in Ireland’s services
sector, have filtered through to tourists, who report declining satisfaction
with value for money.
Failte Ireland (2005c) believes that competitiveness is a very complex issue,
encompassing elements of price, some of which are outside of the control of
the tourism sector; and elements of quality and value for money. According
to the findings of this research, Ireland may not be the first choice of its
target market. Americans wishing to have a sun holiday, for example, will
not choose Ireland as their preferred destination: “When Americans wish to
travel, Ireland is probably not first on their list of choices if they are looking
for fun or sun” (Chapter 4).

According to the findings of this research and mirroring Bly (2006a), the
top destinations from the United States are Italy, France, Britain, and
Ireland.

Ireland is the fourth choice on the list of choice destinations.

Ireland is competing in markets that are almost fifteen times bigger than
Ireland, and these destinations also have historical links to the United
States. Failte Ireland (2005c) states that the competitive set of destinations
in which Irish tourism operates is growing, and competition for market

515

share has intensified. Professionals and stakeholders state that the United
States home market is also a major competitor, because Americans are able
to use their own currency.

In the United Sates, for example, Americans

have 50 States from which to choose, along with destinations such as
Hawaii, Alaska, Canada, and Mexico. As already mentioned, Irish tourism
suffered in the past as a direct result of Americans holidaying at home after
the terrorist attacks of 9/11. Tourism Ireland (2006) affirms that the fear
of terrorism creates instability.

This current study reflects the findings of Failte Ireland (2005c), who relay
that Ireland now exists in a climate of tougher international competition,
along with the erosion of Ireland’s competitive position as it relates to value
for money.

Interestingly, participants in this study still believe that, in

relation to the European market, Ireland remains competitive. “We are not
going to compete with the $499 cruise, or the weekend in Florida, or a trip
to Los Vegas, but, in terms of the overall Europe market, I believe we are
reasonably competitive” (Chapter 4).

According to Failte Ireland (2006),

value for money relating to food and drink, still remain the aspects of an
Irish visit that are most criticised by visitors, but the trend in the overall
perception of value among overseas visitors has reversed.

Failte Ireland

(2006) further states that a review of their visitor satisfaction ratings
displayed a slight improvement in ratings of value for money in 2005, with
67% finding it “fair, good or very good”.

Failte Ireland (2006) states that

this is the first improvement in this measure since 2001.

Failte Ireland (2005c) believes that it is imperative that the tourism sector
quickly builds a strong competitive position in quality, innovation, and cost
efficiency, if its growth targets and their associated tangible and highly
valuable benefits to the economic and social fabric of Irish society are to
become a reality.

Minister O’Donoghue, responding in this research,

believes that the Irish tourism industry is making a serious effort to
address issues of competitiveness to ensure future viability. Failte Ireland
(2005c) has suggested that, in order to regain competitiveness, the industry
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must present an integrated quality experience. Accordingly, this research
has found that an appropriate investment must be made both in people
and in the physical aspects of the product, if the industry is to remain
competitive and succeed and grow in the future.

5:4.5

The Contribution of American Tourist to
Ireland
American tourism is critical to Ireland's economy
(Brian J. Murphy, Vice President,
Sales & Marketing, Aer Lingos, USA).

As previously affirmed in section 5.4, Ireland cannot survive without
American tourists. As already stated, Americans stay longer, account for
approximately 22% of Ireland’s tourism revenue, and spend approximately
70% more than the average tourist.

Tourism industry managers in this

research state that it has been generally found that Americans decide on a
budget and spend only within these budgets. The benefits of the American
tourist according to the tourism industry managers, is that the American
budgets are generally higher than tourists from other destinations.
Americans are also the main users of luxurious hotels, spa and golf resorts,
they love the Irish product, predominantly visit Ireland during the high
season, and are the most likely of all tourists to Ireland to disperse into the
regions. In relation to the latter finding, Failte Ireland (2005d) states that
support of the re^ons is essential to the sustainability of the broader
tourism product.

Minister OIDonoghue states that “American tourists

represent almost a quarter of tourism spending in Ireland each year. Their
importance cannot be underestimated” (Chapter 4),

Salient quotations reveal that, “No country can survive without American
tourists, especially, Ireland”; “I think that Ireland would find it very difficult
to replace the American market as they are high spending, and extremely
good clients”; “We have no replacement market should they disappear”;
“The American tourist is important to our organisation, representing about
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7% to 8% of room revenue”; “The absence of Americans in the market
would have a devastating impact overall.

The terrorist attacks on 9/11

were an indication of how devastating the situation can be without
Americans”.

Additional findings emerging from this research suggest that visitors from
other markets, such as Britain, Germany and Italy will fill the bed and
breakfasts, but these markets cannot attract adequate tourist numbers at
the higher end of the scale. This research has stated previously that the
bed and breakfast market is currently experiencing difficulties, and is
considered by industry managers to be in decline. Hill (2006) concurs and
further states that in the past ten years there has been a decrease of 26%
in the number of registered bed and breakfasts in Ireland.

According to

Failte Ireland {2005e), 19% of all American tourists to Ireland in 2004
stayed in bed and breakfast and guesthouse accommodation.

This

research can, therefore, suggest that without the 19% contribution of
American tourists to this sector, the bed and breakfast and guesthouse
industry could face serious repercussions. Failte Ireland (2005c) state that,
in the hotel sector, there has been significant consolidation into group
structures, and a number of international chains have also entered the
Irish market. Hill (2006) suggests that the prosperity of the hotels sector is
as a result of the tax breaks and incentives which have resulted in an
increase in hotel room capacity of 75%.

The increase in self-catering accommodation and the growth in holidayhome ownership have also had a significant impact, and have eroded the
demand for guesthouses and bed and breakfasts. Respondents believe that
what has been occurring in the Irish market is “simple economics”, namely,
“supply and demand”. Professional contributors and industiy stakeholders
believe that without Americans there would be excessive supply and much
less demand for hotel accommodation.
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Another professional participant in this research affirms that luxury gift
goods, such as potteries, sweaters and crafts, Waterford crystal, etc., could
not survive without the American tourist market.

European visitors will

not spend as much as the American tourist and respondents in this
research believe that the same applies to expenditure on food and
accommodation: “American investment in the local economies is important
to the souvenir sellers, craft and clothing retailers, and restaurant owners,
etc.” (Chapter 4).

Interestingly, while some contributors were emphatic that Irish tourism
could not survive without American tourists, others suggested that Irish
tourism could survive in some format, but with many modifications and
restructuring of the product.

Participants in this research believe that,

without American tourists, many of the target markets would be lost as a
result.

According to this research, the high-end aspect of the product

would be the first casualty, including the tour operators that facilitate these
American tourists:

“A number of operators would not survive without

Americans” (Chapter 4).

This research also reveals that the summer

months would be very difficult without American tourists and according to
one participant, “Irish tourism could survive if it had to without a continual
traffic of American visitors, but the truth is that the industry would be much
diminished” (Chapter 4). According to the industry managers in this research,
while it is true that the United Kingdom market delivers the highest number of
tourists to the island of Ireland (63%), and, correspondingly, the largest
proportion of overseas revenue to the island (46%),

aH professional

respondents in this current study are certain the Irish product, as it exists
today, would never survive and prosper without American visitors.
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5:5

Motivating American Tourists

In this section, the same sub-headings are used as in Chapter 4.

5:5.1

Motivating Factors for American Tourists to
Travel to Ireland
Many Americans believe that they will be welcomed in Ireland, where
people speak English and are polite and friendly
(Breifne O’Reilly, Economic Councillor,
Embassy of Ireland).

According to Solomon et al (2002), motivation is the process that causes
people to respond as they do. This research has found that one of the main
aims and objectives of the Irish tourism industry is to encourage Americans
to behave favourably towards Ireland as a destination. An examination of
approach-approach conflict^^ reveals that potential American tourists can
choose between two desirable alternatives.

According to this research,

those managing the Irish tourism industry need to communicate to
potential tourists that Ireland can satisfy their required needs, and that it
is the desirable destination for them to choose over competing alternatives.
All professional participants in this research believe that Americans are
primarily motivated to travel to Ireland because of the Irish way of life; often
referred to as “people, pace, and place”. Failte Ireland (2005f), relays that
Sean Quinn, CEO, Failte Ireland, believes that the vast majority of the
visitors are attracted to Ireland because of the place — the beautiful
landscape, the welcoming people, and the relaxed pace of life. According to
Failte Ireland (2006), 89% of all visitors to the island of Ireland come
because of the beautiful scenery, 86% because of the friendly people, and
84% because of the natural, unspoilt environment.

O’Connor (1993)

previously noted that “the warmth and friendliness of the Irish people is

A person must choose between two desirable alternatives. In this case, two desirable holiday
destinations.
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consistently high on the list of attractions to visitors as evidenced by Bord
Failte surveys” (1993: 78).
Analysis of the data in this current study mirrors the findings of O’Connor
and reveals that Americans believe that they will receive a “very warm
welcome” in Ireland. One professional participant believes that “Americans
are looking for a simpler, happier way of life; the ideal that is presented by
the Irish, and Tourism Ireland”, (Chapter 4). Reflecting the findings of this
research, Quinn states that these qualities are found in “abundance” in the
towns and rural areas of Ireland.

According to Failte Ireland (2006),

American tourists, in particular, are motivated to travel to Ireland because
of the friendly people. Another motivator for Americans, according to nine
professional participants in this current study, is that Americans perceive
Ireland to be a “safe” destination; “The fact that Ireland is perceived as a
safe destination, with good food entertainment and great ‘craic’ is also a
major motivator” (Chapter 4). This mirrors Khan (1998) who states that
39% of all visitors said that they had chosen Ireland because it was a ‘safe
and secure destination’.

Supporting Khan, one participaint opined that

“Ireland is not seen in America as a foreign country” (Chapter 4).
Reflecting the importance of the contribution of Irish people to the tourism
industry, participants in this research suggest that major exponents of
Irish cultural excellence constitute important ‘quasi- ambassadors’ for Irish
tourism, in that, as an adjunct to their own profiles, they draw a high
degree of attention to the brand. Ambassadors such as Irish musicians,
Irish pla3rwrights, novelists, and poets, all act to draw positive attention to
Ireland.

One participant relays “That whole lineage, beginning with

Riverdance, contributed to drawing attention to Ireland worldwide. Ireland
is considered to be trendy. Irish-Americans, in particular, identified with
Ireland and decided that they need to visit” (Chapter 4).

This reflects

Dowling Almeida (2001), who suggests that U2 is symbolic of the new Irish
relationship with America: very much aware of the historic links between
the two countries and energized by what America offers, yet at the same
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time reluctant to separate from Ireland’s identity.

According to another

contributor in this research, the suggestion that “The Irish themselves are
great ambassadors for Ireland and should be encouraged to promote
Ireland to Americans while in America” is insightful, (Chapter4).

According to one contributor, the Irish nation should be encouraged to
promote Ireland and Irish culture when encountering Americans in their
travels.

Interestingly, this reflects the attitude of Vincent Vanderpool

Wallace, CEO of the Caribbean tourism industry, when he stated that:
“tourism is the only industry in the world where every person in the
country is involved” (in Grennan, 2005). Two professional respondents in
this current study believe that the role of informal ambassadors is a great
bonus for Ireland as they add many positive elements to the brand,
contrasting with a time when there were only negative associations with
Ireland.

“In the past, there was a great deal of negative publicity about

Ireland, mainly relating to Northern Ireland” (Chapter 4).

Paradoxically,

Dowling Almeida (2001), states that resurgence of interest in Irish culture
in the United States coincided with strife in Northern Ireland.
An important finding arising from this research is that the majority of the
participants cite ancestry, visiting the land of one’s forefathers, fmding
one’s Irish roots, and Irish culture, as significant motivators for IrishAmerican visitors. “Like the ocean we are always dreaming of crossing, we
make it home — if not today, then possibly tomorrow” (Lynch, 2005: xiiv).
This reflects Winston (2002) who believes that emotional bonds and
connections to the homeland are strong enticements to travel.

Fifteen of

the professional participants in this current study affirm that there is an
opportunity to expand and develop “ancestry tourism”.

According to

Solomon et al (2002), motivation occurs when a need is aroused that the
consumer wishes to satisfy. In this instance, according to this research,
there is a need to find “one’s roots”, and to visit the land of “one’s people”.
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Relevant excerpts from the interview data outline some of these points:
“One of the biggest motivators in my opinion for Americans to travel to
Ireland is to visit the homeland of their forefathers”; “Connections are so
very important to Americans; they can be used as a motivating tool and a
tangible reason to travel to Ireland”; “When Americans come to Ireland,
they are looking for more than just ‘craic’; they want to find some link also”;
“I believe that many Irish-Americans know that, at some stage in their
lifetime, they must fulfil a destiny and travel to Ireland”; “I believe
Americans want to go to Ireland to satisfy their souls”; “There are
Americans who believe that ‘all will be revealed’, if they can just put their
feet on Irish sod”; “A lot of the market is driven by some form of connection
to Ireland, with many Americans citing strong links to Ireland”; “1 believe
that certainly the ethnic market in America is a huge motivator and
incentive to visit Ireland”. This research reflects L3mch (2005), who reveals
that the desire to travel to Ireland in. order to visit the land of his ancestors
was all embracing; “Ireland happened to me as a whole-body-experience,
blood-bome, core experience; an echo thumping in the cardiovascular
pulse of things, in every vessel of the being and the being’s parts, all the
way down to the extremities, to the thumbs. The case is chronic, acute,
and terminal”, (2005:4).
Further analysis of this research reveals that Ireland has a distinct
sustainable competitive advantage, in that many Americans claim, or
believe, that, through some “far out” connection, they are of Irish origin.
One respondent suggests that, in some way, it is often seen as a status
symbol to say that you are Irish.

All managerial and professional

participants in this study believe that this link could be used as a
motivating tool to encourage Americans to visit Ireland; for example,
according to one contributor, there is a “middle ground for the kind of
Irish-American who has a vague sense of affinity to Ireland; that sort of
identification needs to be made more concrete in terms of their desire to
visit and travel to Ireland”. Another respondent further suggests that there
is a marked disconnection between stating one’s Irish-ness and converting
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that into tourist numbers; an enormous challenge exists for tourism
managers to identify a way of ‘reaching’ these Irish-Americans, and
encouraging them to travel to Ireland: “How often do you meet people in the
States; who claim to be Irish?” (Chapter 4). David Boyce, Tourism Ireland,
mirroring Staunton (2006), states that many Americans have a notion that
they are Irish, or are “wannabe Irish”.

Goodfriend (2006) concurs and

states that one does not have to be Irish to “feel ‘Irish soul’, a deep sense of
culture that the Irish brought with them to American when they emigrated”
(2006:3D).

According to the Mayor of Baltimore responding in this

research, many Americans are motivated by the fact that most of them have
a personal connection through family history and ancestry, or, through
extended family connections. Minister O’Donoghue concurs and states that
the ‘homing bird attraction’ is an important element of Irish tourism that can
be used to motivate potential tourists.

According to the CSO (2005), one

million, eight hundred and seven thousand overseas visitors travelled to
Ireland to visit friends and relatives. FaHte Ireland (2005e) states that 20% of
all American visitors cite visiting friends and relatives as their reason for
traveling to Ireland.
American tourists, who travelled to Ireland and contributed to this
research, affirm the views of the managers interviewed for this research as
outlined above.

These American tourists state that they were primarily

motivated to travel to Ireland because of their Irish roots, Irish culture, and
Irish heritage. Interestingly, Irish stories, Irish music and song were also
included in responses as motivators.

These have also been mentioned

above

motivators.

by tourism management as

Salient quotations

contributing to this research include: “As a little girl, I listened to Irish
music, and I remember how the music of Ireland moved me and stayed
with me forever”; “Hearing all the recent revival of Irish music in shows and
concerts and all the beautiful songs that are sung in America awakened my
love for Ireland”; “I have been motivated to visit Ireland since I was a child.
My father had many Irish friends when he worked for Pan Am airlines at
Kennedy Airport in Boston”; “It is the land and the people, the fresh air.
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and t±ie water. You breathe it and you touch it, and it touches you back. It
is the wonderful faces of the people on the street and their easy way of life.
The smell of the turf fires, the taste of the whiskey, and a nice plate of
bacon and cabbage”.
According to the findings of this research, Irish-Americans who have some
connection with Ireland, even a distant connection through ancestry, are
already predisposed to thinking about Ireland and making the journey.
American tourists contributing in this research describe how they were
enticed to “see” Ireland for themselves. Interestingly, the sadness endured
by the Irish during famine times has also inspired Americans to visit the
country that they had learned so much about: “The history of such an
ancient country is fascinating”; “There is an aura and soul in Ireland that is
hard to describe which affects you very deepl}^.

Failte Ireland (2005c)

states that, in order to enhance the product offering in relation to culture
and heritage, they intend to offer consumers a more broadly defined
product that fits more closely with their understanding of culture and
heritage. This will be achieved by mcorporating the performing arts, music,
and other relevant sectors in the development of a new strategy for Irish
culture and heritage, and setting out a framework for future co-operation.
Seven professional participants in this reseairch also believe that Irish
historical sites play a role in motivating Americans to travel to Ireland,
because America is considered a relatively young country in terms of
history, and Ireland can offer them an opportunity to travel “back in time”.
According to one contributor, Americans “look to Ireland for their history”
(Chapter 4). Sites such as Saint Multose church yard in Kinsale, Co. Cork,
where many from the Lusitania were buried; Beal na Blath, in Co. Cork,
where Michael Collins was ambushed; Bantry Bay, Co. Cork, where the
French Fleet landed in 1798; the Old Head of Kinsale, Charles Fort etc.
This research has found that such sites add real quality, value and
importance to their Journey back in time.

Professional contributors relay

that “Americans love history and many are motivated to travel to Ireland to
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view the historical sites for themselves”; “Americans are a particularly
rootless, insecure nation of people, and Ireland presents the opposite
scenario” (Chapter 4). Other participants suggest that genealogy “married
to history” is immensely important for Americans and can be used as a
combined motivator: “I think that this could be exploited more, for example,
The Queenstown Story in Cobh, Co. Cork, from where relatives emigrated
to the United States and its link with the Ellis Island emigrant station
where many of their relatives first stood on American soil. Ellis Island is
one of the biggest attractions in New York and there should be an
opportunity to further enhance The Queenstown Story. As America is only
a couple of hundred years old, Americans long to gather links and history”.
Two professional participants further suggest that Irish cultural events
such as the St. Patrick’s Day Festival are important motivators for the Irish
all over the world and many Americans travel specifically to Ireland for this
festival.

According to one respondent, “the Scots would love to have

something like the St. Patrick’s Day Festival as it builds an aura around
the Irish” (Chapter 4).

According to Tourism Ireland (2006), experiencing

Irish culture while on holiday is a core need of the target market.
Another interesting suggestion arising from this current study is that
Americans are motivated to travel to Ireland as a result of viewing Irish
movies, and documentaries about Ireland. This research has found that
watching films about Ireland is regarded as a considerable motivator for
Americans to travel to Ireland and see the country for themselves “first
hand”. Previously, for example, the release of the movie The Quiet Man was
found to be instrumental m drawing attention to Ireland as an “interesting
and mysterious” destination among the American nation when it received
two Oscars in 1952: “After the release of The Quiet Man in 1952, the rest of
the world began to sit up and take notice”, (MacHale, 2000: 256). Analysis
of the data in this research suggests that the fascination with Ireland as a
result of this movie is still very strong today. MacHale further states that
“Every summer the West of Ireland is crawling with fans from the United
States, Italy, Japan, the United Kingdom, and Ireland itself both North and
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South” (2000: 257).

Khan (1998) concurs with MacHale, and states that

the film industry has had a huge influence on attracting potential tourists
to Ireland.

According to Khan, a recent study carried out by Irish

Marketing Surveys on visitor attitudes found that 10% of visitors claim that
they decided on an Irish holiday after seeing films such as: The Quiet Man,
Ryan's Daughter, Michael Collins, In the Name of the Father, and Far and
Away.

O’Connor also supports these theories and further states that

movie-induced tourism can have a profound impact on the development of
a region, and that there is an opportunity for Irish tourism industry
managers to use this medium as a motivating tool. According to O’Connor,
“tourism promotion should be part of the filming process” (in O’Mahony,
2005:18).
Another interesting finding arising from this current data and reflecting the
theories of Fell (2001) and Hill (2006), is that many Americans are
motivated to travel to Ireland in order to have an authentic Irish experience.
These

Americans

actively

seek

information

regarding

guesthouse

accommodation, because they would Uke to have breakfast with Irish
families: “They want to interact, and love to deal with the farmhouse lady
and be on the farm with an Irish family” (Chapter 4).

Interestingly,

Sheridan (1999) previously stated that many tourists are expressing
dissatisfaction with Ireland, and American tourists, who had picked the
farmhouse route in order to gain an authentic experience of Ireland,
complained of ‘a very lack of warm

hospitality and suggests that

farmhouse owners should take courses on “how not to make your guests
feel like trespassers”.

Reflecting Gibson and Nielson (2000), Svord-of-mouth’ was cited by four
professional participants contributing to this research as one of the most
profound influences on Irish tourism.

According to American tourist

respondents, either a relative or a friend had been to Ireland and
recommended it as a holiday destination. One professional suggests that,
“word-of-mouth is a very important component in promoting Irish tourism
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and acts as a motivator for other friends and family to travel.

When an

American tourist returns home and tells their families and friends that they
have had a very good and wonderful time in Ireland, this acts as a very
positive reinforcement for Ireland”.

According to O’Leary (2001), advice

from family and friends, is one of the most prevalent information source in
travel planning and decision-making. Other salient comments exemplifying
the importance of word-of-mouth include: “We obtain a great amount of our
business through

word-of-mouth,

and,

consequently,

receive repeat

business”; “The satisfaction rating with Ireland as a destination is very high
among American tourists”; “96% tick excellent or better, when rating
Ireland as a destination”; “Ireland is seen as the place to be” (Chapter 4).
Professionals believe that high satisfaction ratings are important to
encourage positive word-of-mouth communications.
Although word-of-mouth can certainly act as a positive motivator, O’Leary
(2002) suggests that caution is needed as word-of-mouth recommendations
are “organic” in nature and the destination, therefore, has little or no
control over these images.

Conversely, as previously cited by Sheridan

(1999), dissatisfied Americans can have a devastating impact on future
tourists.

O’Leary (2001) believes that those involved in destination

management can attempt to influence a tourist’s image through induced
image formation agents such as advertising and can reinforce pre-existing
favourable images and/or neutralise any negative images.

According to

this research, there is a good image of Ireland abroad and a very definite
positive attitude towards Ireland in America.
motivator to travel to Ireland.

This image acts as a good

Failte Ireland (2006) and Percival (2006)

state that, in 2005, visitor satisfaction levels with their holiday in Ireland
remained high.

Ninety six per cent of visitors stated that their holiday

exceeded or matched their holiday expectations.

According to the findings of this research, it would be prudent in the future
manipulation of image presentation to shift from the solely traditional
image of Ireland, that is usually presented in the communication process to
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the target market in America, to a real image of modem Ireland.

In the

past, images of Ireland predominantly consisted of Killamey as an ideal
destination with other Failte Ireland and Tourism Ireland literature
portraying an image of a green unspoilt land. According to one professional
participant, it will be important “to talk in a much more modem parlance,
because we are not staying in tune with what the modem American is
looking for”.

Participants believe that Americans who travel to Ireland

today looking for their roots, are also looking for a different type of tourist
package that is more “in-touch” 'with reality.

According to Failte Ireland

(2005c), consumer profiles and preferences are changing and, as they
continue to do so, they will cany significant implications for Irish tourism.
O’Leary (2001) beheves that it is the responsibility of the National Tourist
Boards to provide the correct and accurate image of Ireland in the market
place as they are “seen as the most credible sources of travel information”
(2001:123).
Two professional contributors in this research believe that inaccurate
communication messages will act as a de-motivator.

According to one

participant, “We deliver mbbish such as clover, shamrocks, shillelaghs,
and The Clancy Brothers, into the American market place and expect
Americans to be inspired by this. We also load them into buses and take
them on a circuit of Ireland”.

One participants in this research warned

about a ‘stage-Irishness’ that will not act as a sustained motivator into the
future. Another contributor further suggests that “the days of The Abbey
Travelling School or the Jury’s Cabaret are fading”.

This research has

found that the modern American tourist is much more discerning, and
contributors suggest that, in today’s world, Americans need to be given
more concrete motivators for coming to Ireland, such as reinforcing “the
positive attributes that Ireland has to offer:” One participant suggests that
“destination Ireland needs to focus more on its Irish culture and use this as
a positive motivator” (Chapter 4).
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Mirroring t±ie findings of the tourism literature, professional respondents in
this study believe that many American tourists are motivated to travel to
Ireland because they have extra free time due to retirement from their jobs.
According to one professional participant, “The reason that the United
States tourist to Ireland is slightly older and mature, (the average age being
between 45 and 55 years of age), is because many wait to travel to Ireland
until their family are grown up and have gone through college” (Chapter 4).
As already stated in this research, there will be more active older travelers,
seeking quality experiences.

According to Failte Ireland (2005c), this

demographic will have a distinct interest in heritage, culture, and
environmentally-based tourism.

Interestingly, this research has also found that a lot of the fly-drive market
have no connection with Ireland and are only motivated to travel to Ireland
because of the literature that they have read, or magazine advertising that
they have viewed.

This research has found that there is an emerging

tourist market travelling to Ireland with no connections at all to the
country. According to respondents in this current study, “when we refer to
the term Svith no connections’, it does not mean that there is no connection
whatsoever, it means that the connection may be in the distance, or maybe
on the mother’s side” (Chapter 4).

As previously cited in this research,

many golf tourists are motivated to travel to Ireland because of the many
exclusive golf courses that are on offer.

This study also found that the

golfer who has no ethnic connection with this country and is motivated
primarily by the golf product.

On the other hand, the CEO of SWING,

interviewed in this study, had some very “amusing” encounters with golf
tourists who had travelled to Ireland primarily to play golf,

but,

interestingly, had unexpected reunions with some distant relatives.

“He

found them, the family home, the cousins that stiU lived in the area; the
works, and he was ecstatic; in fact, I think that he was just in shock. It
was the greatest moment of his life, he told us, and he was very thankful
that he was able to meet his long lost famil}^” (Chapter 4), According to this

530

research, SWING has found many examples of golfers expressing a hope to
link a family reunion with the Irish golfmg experience.

Another novel phenomenon emerging from this research data is that
religion is becoming a relatively new motivator for Americans travelling to
Ireland.

This research has found that, for many in the United States,

religion has a renewed and significant relevance.

According to one

participant, “core values” are now more cherished than before.

This

contributor cites an example of Glenstal Abbey, a monastery located near
Limerick, which has received millions of dollars from Texans through the
American-Ireland Fund. According to this research, Texan tourists travel
to Ireland to Glenstal Abbey in order to retreat, receive solace and
reconciliation.

They believe that, as a result of the retreat, they return

home to the United States as “different people”. This research has found
that a growing number of Catholic Americans are beginning to use Ireland
as a retreat destination, as it is a 98% Catholic country:

“This is a very

recent development and one that is developing faster than we are actually
appreciating” (Chapter 4). According to McWilliams (2005), a large part of
Irish culture and self-identification is about religion.

This research has found that religion and ancestry are inextricably linked
as motivators, because religious persecution was one of the main reasons
for emigration from Ireland (Kennedy, 1973; Miller, 2000).

As previously

stated in Chapter 2, during the eighteenth century, the imposition of the
Penal Laws on Irish Protestant Dissenters resulted in many Protestants at
that time emigrating to America. The emigration patterns of the nineteenth
and twentieth centuries, changed however, and these emigrants were
predominantly from the

Catholic

communities.

According to

one

contributor: “Many Irish-Americans are very religious and they became
strong supporters of the Catholic parishes in America after emigrating from
Ireland” (Chapter 4).

Reflecting McWilliams (2005), and Dowling Almeida

(2001), this research has found that the Catholic religion brought by Irish
emigrants from Ireland “rooted itself” in American society; for example.
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many Irish-Americans of a particular generation, (particularly those who
emigrated in the 1950s to 1960s) , identified themselves by the parish they
had come from in the United States.

One contributor ascertains that if one were to ask an Irish-American
“where are you from?”; they will often reply by telling you they are from St.
James’ Parish/Chicago, etc.” (Chapter 4). Lynch (2005) muses: “These are
Catholics, Irish Catholics, with names such as — Higgins, Ryan, Murphy
and Flynn. They aire the emigrants, or the children of the emigrants, who
have brought with them the rubrics of the One True Faith of Holy Mother
Church, practiced in the ‘Druidesque’, ‘idolatrous’ style of the Irish. This is
the faith that saved them from England and Know-Nothings and
Freemasonry, the church that buried the famine dead, stood firm against
the ‘soupers’ and the Crown, educated their children, kept their women
pure, their men sober, and saved their immortal souls” (2005:89).
According to Surlis (2003), a religious factor influencing Irish interpretation
of exile may be attributed to the prayer ‘Hail Holy Queen’ (Salve Regina),
from the Catholic form of prayer called The Rosary’, where people refer to
themselves as “poor banished children of Eve”, and pray that “after this our
exile” they may find salvation. Contributors in this research believe that an
increased religious awareness and religious tourism is a direct response to
terrorism and modem day persecution.

One respondent finds it an

extremely interesting phenomenon, given the crises and negative publicity
that the Catholic Church has received in recent times in Ireland and in the
United States.

Interestingly, managers in Tourism Ireland believe that

there is potential for the future development of religion as a product
offering.
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5:5.2

Longing and Belonging: American Ancestry
and Connections
Belonging has always been part of our Irish-ness
(McCartney, 1997: 17).
/ left my soul in Ireland
(American tourist; 1).

As already discussed in the previous section of this research, Irish ancestry
is a significant motivator for Irish-Americans to visit Ireland. As ancestry
was discussed at length by all contributors in this study, its importance
will be further examined in this section.

Reflecting Surlis (2003) and Bly

(2006a), participants in this study believe that bonds and connections with
Ireland are lasting and enduring. According to Harris, contributing in this
study, Americans yearn to belong and hope that this belonging may
descend upon them if they travel to Ireland: “Americans need a sense of
belonging”. According to the tourism managers contributing to this study,
awareness amongst Irish-Americans is very high, as this group is
predisposed to “anything Irish”. This reflects the literature of Harris (1997;
1999; 2000). Managers believe that the Irish-American target market is a
manageable ‘one-reach’ segment as this group is actively involved with the
product Ireland and constantly seek information about Ireland. Mirroring
Harrison McBride (2002), the results from this study affirm that IrishAmericans long to return to Ireland to walk the land of their forefathers and
experience Irish traditions.

According to the findings of this research,

genealogy is one of the top ten leisure activities of Americans, and they
invest considerable time, effort, and money on same.

According to Bly

(2006a), Irish-Americans, particularly, around St. Patrick’s Day, dream of
returning to Ireland.

According to Minister O’Donoghue, 40 million Irish descendants in the
United States are very interested in rediscovering their Irish roots. The Mayor
of Baltimore states that he continually encounters people who feel that
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“special connection” with Ireland and long to visit the land of their
ancestors.

He further states that “even President John F, Kennedy was

compelled to visit Ireland and see the land of his ancestors for himselT
(Chapter 4). A few of the salient quotations from this research include: “It
is a very important link with the past to see the church where your
grandparents were married, or the house where they were bom”, “It can fill
in some blanks for folks and make them feel more complete”.

Managers of Tourism Ireland, responding in this study, state that seven in
ten respondents in their research in 2004 claimed Irish ancestry.

The

interviewed managers state that Tourism Ireland (2004) found that 50% of
all visitors to the island of Ireland claimed Irish ancestiy and further state
that heredity and ancestry have traditionally been at the top of the list of
motivations spurring “non-Irish bom^s” United States’ holidaymakers to
visit Ireland.

This indicates a market with a strong roots and heritage

preoccupation.

According to Failte Ireland (2005e), only 3% of the

American market visiting Ireland in 2004 was Irish bom, indicating that
there

is

a

significant

number

of non-Irish

bom

visiting

Ireland.

Participants affirm that there is an opportunity to expand on this market in
order to awaken some of these latent nostalgic longings that exist among
this demographic. One participant believes that “as Americans grow older
they tend to look to their roots”.

Abbott (2002) relays that, flying into

Ireland; his feelings are a mix of nostalgia for the past and anticipation for
the present.
Contributing in this study, professionals who aid Americans in the search
for their Irish roots relay that they are constantly contacted by Americans
trying to find their Irish ancestry. This research has found that the interest
in genealogy amongst those Americans who actively seek ancestral
information seems to be increasing, “judging by the amount of queries that
they receive” (Chapter 4).

Referring to the convenience of the Internet,

Native Americans with either parent, grandparents, great-grandparents, or, great-great-grandparents
who were Irish bom; termed, Irish-Americans.
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respondents relay that “If Americans do not come in person, then, they email us through our web-site, or send letters looking for any information
that we can give them”.

According to these professionals, if relevant

information is found enabling some definite line of enquiry, these
Americans will usually travel to Ireland to see and visit in person. Lynch
(2005) offers an insightful picture of one such American returning to the
land of his ancestors: “Big Pat felt the press of family history, like the sea
thrown finally against the shore, tidal and undulant and immediate.

He

inhaled the air, sweet with damp-mould, tinged with tobacco and turf
smoke, hot grease and tea, and knew that, though he’d never been in this
place before, among these stones and puddles and local brogues, he was, in
ways he could neither articulate nor deny, home” (2005: 8).

This research can affirm that the process of finding one’s Irish ancestors
can be difficult, and much depends on the amount of information known in
each individual case; for example, if the information needed is pre-1840s,
then it is very difficult as very few records exist, especially for Roman
Catholics.
about 80%.

Overall, the success rate, according to these professionals, is
Obstacles predominately consist of a lack of information, or

wrong names, leading to a “wild goose chase” (Chapter 4).

According to

Grenham (1999), when researching ancestry, what will be uncovered is
dependant on the quality of surviving records for the area in question.
Interestingly, contributors in this research state that Americans, in
particular, believe that, when they find someone with the same surname as
themselves, there must be some connection.

Generally, this is not the

case, and it is difficult to convince them otherwise.

This reflects the

findings of Grenham (1999). According to O’Donoghue (2005), the number
of Irish names in the United States is endless and, referring to a book on
Irish gangs in New York, O’Donoghue states that “the index of Irish names
reads like a phone book, with lots of McCarthys, O’Briens and Walshes”
(2005:08).

Some of the American tourists participating in this

research relay the difficulties that they encountered in trying to
research their ancestry: “It has been difficult because there have
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been fires in Newfoundland, and lots of the immigration records are
not available”; “Vital records for Catholics prior to 1800 are sketchy”
(Chapter 4).
According to one librarian interviewed, if census, biilhs, deaths, and
marriage data were available online, ancestry could be made much more
accessible to applicants. This research has found that, although there is a
wealth

of information

already

available

through

the

Internet,

the

progressive filtering of the data is very time consuming; also, many of the
search sites charge fees. Notwithstanding this detail, the majority of
participants in this study believe that ancestry researchers are sadsfied to
pay a fee, if required. This reflects Grenham (1999), who previously noted
that, although there is a wealth of data on the Internet, much of it is
“poorly organised and some is suspect” (1999: xxii). Genealogy is promoted
prominently on the Tourism Ireland website, and the Irish Genealogy Society
has done a “tremendous amount of work in that respect” (Chapter 4).
Contributors support this finding and further purport that the Internet will
be a very important tool for ancestral research in the future. Participants
believe that usage will increase as more genealogical information becomes
digitally available in the future; “the establishment of Internet hubs linked
to the main and subsidiary repositories would greatly facilitate searches”
(Chapter 4).

Analysis of the data reveals that documents currently

available through libraries for research purposes include the

1901

Censuses, 1911 Census, Griffiths Primary ValuatiorP'^ 1850s and 1860s, the
Tithe Applotment Book^^ of 1828, Electoral Registers of the 1930/ 1940s, and
estate rental books.

A Census of Ireland was taken every ten years from 1821, but only the 1901 and the 1911 are
available for examination in full. Parts only of the 1821, 1831, 1841 and 1851 are available as all
other Census data was destroyed prior to 1901.
This was a survey of the land and property carried out between 1847 and 1865 for the purpose of
local taxation. There is a printed valuation book for each poor law union showing the names of
occupiers of land and buildings.
These were complied between 1823 and 1837 for the purpose of determining the amount which
occupiers of agricultural holdings were to pay in tithes to the established church, the Church of
Ireland. The Applotment book for each parish gives the names of occupiers, the amount of land they
held and the amount due on Tithes.
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Affirming the substantial interest by Americans in Irish ancestry, this
research, reflecting Tourism Ireland (2005a), has found that, when Tourism
Ireland was inaugurated, a programme called The Scots-Irish Programme’
was initiated in order to encourage Americans with ancestral links with
Ireland to return to the land of their ancestors. One of the objectives of the
programme is to recognise and promote the diversity of culture within
Ireland.

According to two professionals in this study, the programme was

a joint venture between the Ulster Scots Agency and the University of
Ulster.

It was agreed that an Institute of Ulster Scots Studies would be

established and located at the Magee Campus of the University of Ulster.
The enquiries that have been received often foretell an actual visit, or have
arisen as a result of a previous visit to Ireland by Americans.

Since its

initiation in 2004, it has received many genuine genealogical queries from
individuals and academic colleagues worldwide.
Interestingly, this research has found that The Scots-Irish programme
receives very little “if any support from Failte Ireland, Tourism Ireland, or
the Northern Ireland Tourist Board”. According to one participant, these
organizations are happy to use the ancestral links of tourists with Ireland
as a tool, but do not contribute to the development of resources for
genealogical tourism in any significant manner, other than advertising.
Paul OToole, however, states that Tourism Ireland has engaged in direct
mailing in order to target this Scots-Irish group:

“We did a mailing to

200,000 people, and we got 8,000 replies”. Significantly, Tourism Ireland
believes that this programme is a promising niche test for future ancestral
programmes: “We think it is very interesting and I believe that we are going
to get a result out of it” (Chapter 4).

According to this research. The Scots-Irish Programme is often the first
introduction that many Irish-Americans get to Ireland; for example, one
respondent opines that, “in 2003, historical and cultural activity, at 66%,
remained the primary reason for Americans visiting Ireland ” (Chapter 4).
In accordance with the literature in (Chapter 2), participants affirm that the
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Scots-Irish migrated from Scotland to Ireland in the 16* and early 17*
century and then moved on to the United States to become an identifiable
segment there: “The Scots-Irish lay claim to the 17* United States
President, Andrew Jackson, and also other presidents”.

The Scots-Irish

have assimilated fully into United States’ society (making them harder to
reach), but it has been found that they have an awareness of their heritage
and they are keen to find out more about that heritage.
Ten professional participants in this research confirm that there is an
opportunity for the Irish tourism industry throughout Ireland to capitalize
on genealogy as an area of interest, as it is believed that it can contribute
significantly to the tourist trade. Heame (2004), for example, believes that
genealogy is a thriving industry. The tourism managers and professionals
associated with genealogy responding in this research, state however, that
there have been many unsuccessful attempts to get Toots tourism’
established as a product offering, even though it is believed that it is a
segment that should be exploited and developed; “1 sincerely believe that
there is an enormous opportunity to develop this ancestry product, as does
our CEO, Jim McGuigan, but, there have been too many failed attempts to
get this together in my mind” (Chapter 4). According to the findings of this
research, the problems lie in Ireland.

Tourism managers relay that the

delivery of the product is not available there, but that, if the package was
available it would prosper and be an added value for the Irish tourism
industry.

According to the findings of this study, the difficulties lie in the logistics of
putting a tour together, given that a particular tourist’s ancestral relations
may be from different parts of Ireland: “I think the process is complicated
more than anything else, although I do believe that there is some middle
ground, but I don’t know what it is. There is a demand for it and we are
asked on numerous occasions about it” (Chapter 4).

According to one

tourism manager, there was a brochure called Tracing Your Ulster Roots’
launched in the United States market; this brochure was produced by the
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Northern Ireland Tourist Board and there was a press release in Los
Angelus to coincide with its launch.

The results were phenomenal: “We

had 1,600 phone calls into our offices in the space of about a week, all from
California”.

Interestingly, according to the findings of this study, the

tourism industry was not ready to deliver the product at the time and,
therefore, it was decided to cancel the project. According to the findings of
this research, the main problems with the development of this kind of
product are the costs of implementation, logistics, and the overall
coordination of the operation.

Although there is an existing market for in-depth genealogy (those who go
to extraordinary lengths to trace their ancestors), participants in this
research believe that there is an opportunity for a more general approach to
ancestry and that tourists would be satisfied if they could engage in “light
touch ancestry”: “One might find a name on a gravestone, a common
surname, or a local guide who might take the tourists around to the local
areas of interest etc.’’(Chapter 4). All respondents in this research believe
that Irish-Americans have a strong need to see where their Irish ancestors
originated.

One interesting suggestion for the implementation of “light

touch ancestry” is to coordinate a programme that could be operated in
conjunction with the regional tourism authorities.

According to one

participant, the Irish tourism industry is constantly searching for new ideas
to develop the product range and “light touch ancestry”, if approached with
creativity, has the potential to offer added value to the product range.
According to Failte Ireland (2005c), there will be increased demand for
customized holidays in the future, tailored to personal leisure, or other
activity interests. Failte Ireland (2006) further proposes that the provision
of activities and attractions, things to do and see, are central to increasing
spend per visitor.

As a result of the numbers of Irish-Americans coming to Ireland in an effort
to trace their ancestral roots, Irish Genealogy Limited (IGL) was set up in
the 1990s to manage and market the Irish Genealogical Project. IGL is the
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umbrella organization for genealogical research services in the Republic of
Ireland and Northern Ireland.

This project is an all-island initiative

supported by public sector agencies in the North and the South of Ireland,
including the Department of Arts, Sport and Tourism, and Tourism Ireland.
Their partners in the project include three prestigious family-history and
genealogical

research

associations

m

Ireland;

the

Association

of

Professional Genealogists; the Association of Ulster Genealogists and
Record Agents; and the Irish Family History Foundation (IFHF). The IFHF
is an all island network of thirty three county based family-history research
centres that are situated throughout the island of Ireland. The IFHF aims
to provide a comprehensive family-history research service involving the
participation and cooperation of local communities and the major
churches. Each IFHF designated centre is responsible for the collection of
primary genealogical records and indexing these records (church, civil,
census etc.) onto a computerized database for a specified catchments area.
These centres undertook the gargantuan task of computerizing millions of
records and to date over fifteen million records have been successfully
computerized.

Any American visitor to Ireland with Irish ancestral roots

will be able to trace these roots by visiting any one of these centres. Details
on tracing one’s ancestry are available on the Tourism Ireland website so
that visitors can find out pertinent information before they leave the United
States. Further analysis of the data reveals that some of the local offices
have closed and there are also areas of Ireland that have no representation.

These organizations can be accessed online, but the data available is
limited (census data, PRONP^ is not available) and payment is required to
do advanced searches, without knowing if the information in these
searches will be relevant. Professional participants in this research believe
that there may be an opportunity for the regional tourism authorities to
“become involved” in these projects and to help Americans at a local level to
access local knowledge that is not available online. Failte Ireland (2005d)

Public Record Office of Northern Ireland, located in Belfast where extensive data is available to the
researcher, but, it is necessary to present in person in order to research the available records.
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have stated that they will give as much support as necessary to the regions
in order to develop their marketing and product development activities and
this research believes that there is an opportunity for the development of
the ancestry product.

One participant opines that “at the moment, we

don’t have anything specific, or directional, to try and encourage Americans
to act upon finding their Irish roots, and, if Irish Tourism intends to be
serious about developing the ancestry product into the future, this will
have to be addressed” (Chapter 4).
Tour operators responding in this research claim that they are asked many
times about finding Irish lineage. American tourists, for example, would
tell how “their ancestors, grandfather, great-grandfather etc. came from Co.
Longford, and they would like to include it in their itinerary. These tourists
then generally like to remain in the area for a night or two” (Chapter 4).
Other salient quotations arising from this research include; “We are asked
all the time about tracing Irish roots and Irish ancestors”; “I believe that
there is an opportunity here to bring Americans into the regions to see
where their ancestors came from”; “Americans absolutely love to walk the
roads that their ancestors walked”; “We can tailor the trip so that they can
visit whatever part of Ireland that their relations came from” (Chapter 4).
Correspondingly, the dispersal of American tourists into the regions reflects
Failte Ireland (2005c), who previously stated that there is a need for a more
balanced regional spread of tourism. Failte Ireland (2005c) further states
that it is necessary to adapt, improve, and develop, existing and new highquality products so that Ireland can improve its appeal to existing and
emerging consumers by providing an enriched tourism experience.

This

will mean enhancing structures and mechanisms for promoting tourism in
the regions, improving the provision of information and the quality of
internal access, and developing appropriate regional and local structures to
support tourism development in the regions.

According to this research,

roots tourism offers this opportunity to the Irish tourism industry.

541

Four professional participants in this research believe that tourism
industry managers have not taken ancestry seriously enough and that
there is not a proper infrastructure, or policy, to implement the service
properly.

Two professional contributors further suggest that there has

been a dearth of investment in the human capital side of the tourism
industry for far too long.

In the past, there has been a poor quality of

human resources investment combined with the “genealogical mess which
was created as a result of inexperienced under-qualified researchers
gathering data on same” (Chapter 4).

According to one respondent the

project failed because staff members were not adequately qualified to
sustain the operation in the genealogy centres where they were trying to
collate data from the parish clergy: “There are all kinds of dropped links
and mismatches, and a failure to have an integrated view of what it is that
we could offer the potential tourists. The same mistakes were identified in
the 1980s, by the Department of the Taoiseach, in The Irish Genealogical
Project Report. The same mistakes are still there today, and they still will
not rectify them” (Chapter 4).
Four professional contributors believe that, if Americans are to be
encouraged to research their ancestry, there needs to be constructive
advertising of the methods available to them, should they wish to progress
with genealogy research. The tourism industry needs to be more cohesive
and advertise the resources and facilities that are available in venues such
as The National Library. Minister O’Donoghue believes that there is a future
in roots tourism, and states that “the reality of genealogy is that anything is
possible and workable” (Chapter 4).

In order to progress with the

development of this new product, however. Minister O’Donoghue states that,
“before the tourism industry embarks on the programme itself”, he would
like to see some “further indication from the market place that a substantial
genealogical programme would be successful” (Chapter 4).

Otherwise,

according to the Minister, the project may prove to be a veiy expensive
exercise.
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Irish-Americans, responding in this research, state that their Irish ancestry
is a fundamental element in their lives and refer to it in terms of “ensuring
completeness”. Mayor O’Malley, responding in this research, states that he
was compelled to travel to Ireland by a natural curiosity to find his heritage
and also a deep connection with Irish music.

Ironically, Mayor O’Malley

attributes his love of Irish music to The Clancy Brothers. Mayor O’Malley
relays that “Finding my roots was an important part of my identity.

I had

a teacher who provided me with wonderful exposure to Irish music and my
parents brought me to see the Clancy Brothers when I was young. I think I
just accept this relationship naturally, it is like skin or hair; this Irish
sensibility informs my personality in ways. These links definitely enhance
my life” (Chapter 4).

The importance of Irish ancestry is further compounded by the American
tourists who participated in this research. An analysis of the ten American
tourists participating in this research reveals that 70% of those interviewed
acknowledged that they would “love the opportunity to find their Irish
roots”.

Some of the supporting quotations include: “I would love to trace

my Irish roots and ancestry and so would my husband”; “I would love the
opportunity to trace my father’s people. I also wanted to fmd and visit my
grandparent’s graves and to find out if any of my relatives were still alive”;
“I first heard about Ireland from my mother as a child”; “I have always
wanted to visit the lands where my ancestors were from”; “I am second
generation

Irish,

and

I

first heard

about

Ireland

from my Irish

grandmother”; “I was first motivated to travel to Ireland to research my
family history and ancestry after hearing my grandmother relay fascinating
stories about Ireland”; “A wish to return to my family’s roots and see it all for
myseif was the motivator for me to visit Ireland”; “I have cousins in Ireland
and we have kept in touch” (Chapter 4).

Some contributors recount sad

stories of the fate of their ancestors in the United States, adding poignancy
to the ancestral debate: “They were eventually fostered out and were spread
out over the eastern seaboard of the United States. The priest announced,
“Here are some orphans from South Boston, if anyone wants to come get

543

one”. As a result, we don’t know where in Ireland they came from” (Chapter
4).

Reflecting Solomon (2002), Americans are motivated and behave in a

certain manner towards Ireland because of the established bonds that exist
through emigration in the past.

These Irish-Americans possess a strong

desire to visit the land of their forefathers.

5:5.3

Bonds Between Ireland and America
A very special relationship exists based on genuine affection between
Ireland and America. President Clinton’s commitment to, and love of,
Ireland enhanced the relationship tremendously
(Martin O'Malley, Mayor of Baltimore).
/ believe that from the American perspective, the relationship with Ireland

is seen as a stronghold in the relationship with Europe
(John OTDonoghue, T.D., Minister Arts, Sport and Tourism).

As outlined in the previous two sections, it can be affirmed from the
findings of this research that substantial strong bonds still exist today
between Ireland and the United States of America.

In agreement with

Lynch (2005), thirteen professional participants in this research believe
that these close links are maintained because of historical bonds through
the sadness of exile, and a forced departure from native lands. Although
there are numerous recounts of the grief of exile in the literature in Chapter
2, this current study has found that the emigrant Irish could not, and did
not, forget their culture, heritage, and music.

This research has

ascertained that the Irish in America in 2006 are “proud” and “privileged”,
and regard being Irish to be a “status symbol”: “Being Irish is the bond with
the country and the heritage. This bond gives one a status, a bit of class”
(Chapter 4). MacCannell (1975) affirms that travel represents a journey to
the sacred sites of our culture. Participants in this research believe that a
sense of belonging to the homeland is deeply rooted in the American
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psyche, and stating ones “Irish-ness” is like referring to a “prestigious
strong brand”.

Bly (2006a) concurs and states that Irish-Americans

nostalgically refer to Ireland as the “old country” (2006:1). The findings of
this research suggest that Irish-Americans are very anxious to keep in
contact with Ireland and the land of their ancestors.

Interestingly,

participants in this research believe that Americans consider Ireland to be
the Sl®*^ State of the United States of America.
This research has found that 25% of the top United States’ companies are
run by Irish people.

Also, reflecting the literature in Chapter 2, many

politicians throughout the United States have Irish names. According to
the findings of this research, these bonds are extensive and consist of
business and political ties as well as ancestral links.

Abbott (2002)

suggests that Americans looking for ancestiy in Ireland will be assured by
natives that there is “a comer of Ireland with your name on it” (2002:04).
Political bonds were cited by many of the participants in this research
study as being of immense importance. According to this research, IrishAmericans have participated at the “very highest level” in American politics.
As previously mentioned in this research, participants believe that the
height of Irish influence in the United States was in the 1990s, with the
President Clinton administration.

“President Bill Clinton re-kindled the

spirit of those links that perhaps were there, but had not been exploited;
like him or not, what he did for Ireland was incredible. He visited Ireland
four or five times probably, and the only president to visit that often”
(Chapter 4).
In accord with the literature in Chapter 2, for example, this current study
has found that, in the past, Irish-Americans were well bonded and duly
represented in American politics: “Politicians like Tip O’Neill, Daniel Patrick
Mo3aiihan, and Edward Kennedy, were real stars in the American political
system,

and between them they could

influence” (Chapter 4).

exercise a disproportionate

According to the findings of this research,

professional participants suggest that the reason the Irish were so
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successful in American politics was that they brought an inherited quality
of Irish political acumen to America that was very sophisticated compared
to other Europeans. This was, exponentially, on account of the experience
they had of working on European movements, and the legacy of Daniel
O’Connell, The Emancipator, who was considered a very adept organiser.
One participant states that “every parishioner paid a penny each week to
support The Catholic Emancipation Movement in Ireland”. When the Irish
emigrated to the United States, they had the ability to take over the political
machine of New York; for example; they took over the Fire Department and
the Police Department; and, they also took over the American Catholic
Church.

Interestingly, professional participants in this research suggest

that the bonds between the United States and Ireland were distinctly
evident in the lead up to the ‘Summit of the European Union and the
United States’ in Dromoland Castle, Co. Clare, in 2005.

Professional

respondents believe that such events should create a corresponding
interest in Ireland as a destination, from a business and leisure
perspective: “With the increased business links, and more investment
projects in the pipeline, there will be a related increase in travel by United
States’ business people to Ireland” (Chapter 4).

In agreement with Dowling Almeida (2001), participants in this research
believe that “strong bonds” were maintained with the homeland because
the Irish in America remained “clannish” and this trait was considered a
strength which compounded the bonds with their native lands. According
to this research, this “clannishness” transfers into a desire to visit friends
and family in Ireland. Emigrants who left in the 1950s, for example, had
familial pressure to send money back home to Ireland, thus keeping the
connection with the homeland alive: “There was almost a kind of obligation
on you when you went to America that you had to send money back for the
fare for the next sibling.

It was a forced bond really^’ (Chapter 4).

According to this research, these bonds of mutual help were strongest in
the first generations. Reflecting Dowling Almeida (2001), one participant in
this research states: “there was always a traditional relationship between
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Americans, ‘the bountiful’, and this impoverished Ireland, and the notion
that Ireland is always very grateful to America for its help” (Chapter 4).
Dowling Almeida (2001) relays that the “New Irish” continued to send
money to Ireland in the 1980s, but they also deposited their cash in
personal accounts, presumably in anticipation of their return.

Thirteen professional participants responding to this section reiterated the
importance of Irish culture in the United States as important contributors
to the Irish-American bonds. Interestingly, Dowling Almeida (2001), states
that the resurgence of interest in Irish culture in America corresponded to a
national interest in European “roots” exploration in the 1970s. According
to Dowling Almeida (2001), reflecting the findings of this research, IrishAmericans throughout the post war period stepped forward to maintain and
perpetuate the culture and tradition of Ireland.

DowUng Almeida (2001)

relays that this was further aided in the early 1950s when Paul O’Dwyer
founded the Irish Institute in order to preserve and encourage Irish culture
and heritage in America. Professional groups such as The American Irish
Teachers Association also promoted Irish culture in the period through
annual seminars, speakers, and tours of Ireland. Reflecting the literature
in Chapter 2, professional respondents in this current study believe that
Irelaind is now regarded as a nation with “distinctive cultural attributes”.
This offers Ireland a worthy differentiating factor as a destination, giving it
a positive identification to be “proud of’ abroad.

According to one

participant, the emergence of the large generation of very strong Irish
traditional musicians, such as Eileen Ivers, (a fiddler living in New York),
has also led to the repositioning of Ireland and Irish identity. Professional
participants in this research believe that this identity should be further
used in the future packaging of destination Ireland: “If it were possible to
marry the bonds with the cultural aspects of Ireland, maybe then, from a
marketing point of view, one could actually increase the number of
Americans travelling to Ireland” (Chapter 4).

Goodfriend (2006) concurs

and states that Irish culture still remains very strong in the United States
market.
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According to another participant, Irish bonds extend to the third level
institutions in Ireland also, whereby, each academic year, many American
students come to Ireland to study. Dowling Almeida (2001) states that the
interest in Ireland was advanced when, in the 1980s, scholars, academics,
and university curricula, reflected a trend towards serious examination of
Irish culture, literature, history, and the arts. The American Conference for
Irish Studies, The Irish-American Cultural Institute, and Irish Studies
programmes such as the one created in Boston College in the late 1970s,
and New York University’s Ireland House in the 1990s, introduced IrishAmericans, many of them students, to the history, language, music,
writing, and drama, of Irish, and Irish-American artists and scholars for the
first time.
According to one professional in this research, American students who
travel to Ireland presently to study in Irish colleges seem to come mainly
from conservative Catholic Irish-American homes. This contributor affirms
that many of these students bring a fixed image in their minds of an
Ireland filled with “cailini deasa”, (lovely girls) in rural areas, where cities
hardly feature. This research has found that the Rose of Tralee Festival, in
Co.

Kerry,

is

another

example

of Irish-American

bonds,

although

participants believe that it is a “very old fashioned bond” and somewhat
dated in today’s society.

According to one participant, “It is an

extraordinary tradition, and, if anything, there is a time warp effect for
Irish-Americans living in the diaspora, because, when one grows up in a
diaspora, one is heavily influenced by parental ideas and ideals” (Chapter
4). This participant also believes that these “Roses” are also emerging from
intensely conservative backgrounds similar to that of the college students
coming to Ireland to study.

According to the findings of this research, the future of Irish-American
attachments and bonds are unknown, as contributors cannot estimate the
impact that the current lack of Irish emigration to the United States, will
have in the future: “There has been a huge tailing off in Irish emigration”
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(Chapter 4).

This research has found, for example, that Irish tourism is

still benefiting from the large numbers of people who emigrated to the
Untied States in the 1950s and 1980s (The New Irish). Many of the 1950s
generation are confined or retired, but the challenge in the future for the
Irish tourism industry wiU be to entice their children to return and visit
Ireland. One professional participant in this study believes that a decline
in the ethnic market will be an obstacle for the future of Irish tourism, as
the “pool of Irish-Americans will inevitably be smaller” (Chapter 4).
According to another professional participant, however, there is stiU a large
number of first generation Irish in America and they are an extremely
important point of contact and connection in the United States market, as
they help to reinforce the positive perceptions of Ireland and Irish-ness in
the diaspora.

This generation emigrated to the United States in the last

twenty years and are potential tourists.
The research findings supporting the previous findings of Failte Ireland
(2005e) suggest that these emigrants account for the “Visiting Friends and
Relatives” element of the tourist traffic, and represent 19% of the market,
which is very significant.

Tourism managers and professionals in this

research believe that these recent emigrants are more relaxed and return to
Ireland in a “much easier way^. Their situation is far less complicated than
their predecessors, as they came to America under better circumstances
“with far less hardship and oppression”. Mirroring Dowling Almeida (2001),
this research has found that Irish-American professionals in “good
employment” travel back to Ireland taking weekend breaks at will.

This

research has also found that these trips are a growing trend. Accordingly,
one professional contributor in this research believes that the Irish
connection has always been more of a sentimental attachment, “which
Ireland has used very successfully” (Chapter 4). Reflecting the findings of
this current study, Dowling Almeida (2001) has stated that technological
advances in overseas communication and transatlantic travel give the New
Irish such superior access to home that they have the advantage that they
do not have to make a “clean break” with their past.

Coupled with their
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ambivalence about being in America, the New Irish always seemed to have
“one foot in America and one foot in Ireland, never committing to either”
(2001:123).

5:5.4

Famine Memories and American Tourists
The greatest genocide that has ever happened in history wasn’t the
Jews’ persecution under Hitler; it was what happened here in Ireland
during the famine time
(Paddy Ohooney, CEO, SWING).

According to English (2005), the Great Famine lasted ten years from 1845
to 1855 and, in a country of eight million, one million died; another million
and a half were forced into exile hoping to find refuge abroad.

In

accordance with the literature in Chapter 2, this research has found that
the words “famine” and “emigration” are intrinsically linked. Surlis, (2003)
states that although emigration existed prior to the famine due to religious
persecution, this research reflecting (Lalor, 2003), has found, that the
famine period experienced the worst exodus of Irish emigrants. This era is
considered by all participants in this research to be the “greyest” time in
the history of Ireland. According to English (2005), the famine was not just
a crop failure; it was politically mismanaged genocide.

Emigration from

Ireland did not cease with the end of the famine, but, according to
McWilliams (2005) and reflecting Emmons (1997), one in every two people
bom in the twenty-six counties emigrated, resulting in a decline in the
population of Ireland until the mid-1960s.

As already stated in this

research, many Americans have a keen interest in Irish historical affairs,
and the famine, while considered by many as distressful,

affords

Americans, with a yearning for such knowledge, a substantial amount of
data to debate, research, and explore.

This research has found that many American tourists appreciate the
opportunity to travel to Ireland to view such historical sites as the famine
houses, the soup sites, and the various famine museums.

All of the
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American tourists in this research visited a historical site of interest while
in Ireland.

Abbott (2002) previously noted that in Ireland “the past is a

spirit that is constantly alive” (2002: 4). According to the findings of this
research, the United States’ visitors want to immerse themselves in the
culture, the spirit of the past, and the history of Ireland e.g., famine sites
such as the Famine Ship: The Dunbrody, in New Ross, Co. Wexford.

Professionals in this research suggest that the memories of the famine are
deep-rooted in Irish-American society.
forty million Americans

English (2005) states that, of the

of Irish decent in the

United States,

an

overwhelming majority can trace their ancestry back to what was the most
“cataclysmic human event” in the nineteenth century (2005:03). According
to Mac Einri (2000), emigration was a silent haemorrhage, treated by
denial, forcing the Irish to feel undervalued. These Irish, forced to emigrate
to the United States during the famine, were impoverished, and could only
bring their Irish culture and religion with them “in their souls”. As already
discussed in previous sections, culture and religion were of immense
importance to their lives in the new host country and these helped to
sustain and strengthen the bonds that exist today between Ireland and the
United States. Nine professional participants in this research believe that
the emigrant Irish brought a great sense of “being Irish” and a great desire
to “free Ireland” to the United States.

According to one participant, for

example: “When first visiting Notre Dame, which is the famous IrishAmerican College in Indiana, I found that they had this enormous centre
for the study of Irish-American Catholicism called The Cultural Centre’; at
the time, there was no programme for Irish studies anywhere else” (Chapter
4).
Nine professional participants in this current study affirm that famine
memories have a profound relevance for Irish-Americans, and that there is
potential for tourism business growth in promoting and encouraging
Americans to visit Ireland to view some of the famine houses that are still
in existence. Today, according to the findings of this research, Americans
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have a definite eagerness for the famine story, and find it extraordinary that
there are still famine houses that can be found standing in remote areas of
Ireland, particularly the west.

Professional contributors in this research

believe that Americans are keen to hear the stories of the hardship and
suffering that were endured by the Irish and are deeply moved by such
recounts: “The Americans love the tale of hardship and it will always tug at
their emotions at that particular moment when you point out the famine
house with the thick walls”, (Chapter 4).

Minister OTDonoghue, responding in this research, affirms that our history
and culture substantially enhance the appeal of Ireland. According to the
Minister, these are the principle themes amd the main drivers of United
States’ tourism; although he believes that the famine element, with its
reference to forced separation from the homeland, is considered most
painful.

According to another participant, however, Irish-Americans

consider the famine a negative aspect of Irish history; nonetheless, it is
“part and parcel of what we are”, and “the connectivity is still evident today”
(Chapter 4). This participant further suggests that the persistence today of
these painful associations arises from the forced exile imposed on the
ancestors of these Irish-Americans, where “The displacement of people was
phenomenal. Ireland went from a population of eleven and a half million to
three million in four years” (Chapter 4).

Three professional contributors in this study relay that, after emigrating to
the United States, there was a lot of pressure on emigrants not to look back
to “the old country^’ as the Irish wanted to assimilate fully into the host
country, where their culture and religion were the only factors that could
distinguish them: “ReHgion and culture, became their badge of identity in
the United States” (Chapter 4). In direct contrast to the early nineteenth
century, the present constituency have no problem referring to their status
of Irish-American’, and, as already outlined in this research, they appear to
be most interested in rekindling the Irish-American links.

Fortuitously,

according to the professional participants in this research, many of the
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descendents of famine emigrants have become very successful in the
United States, being among the most powerful and rich. According to one
respondent in this research, these Americans like to reflect on Ireland in a
more positive fashion today: “We are the descendents of emigrants, but we
have survived, and are now successful in the United States of America”
(Chapter 4), Another participant relays that this “rags to riches” image of
the Irish is vividly portrayed in Boston where there is a famine monument
with two sets of figures: one, of the classical famine group of emaciated
people who have just emigrated from Ireland; another, of a family group
that are portrayed as striding into the future as successful Americans.
“Irish-Americans have moved up the ladder, they are now among the five
wealthiest socio-economic ethnic minorities in the States, according to
Greelish’s research. In fact, the average Irish-American is better off than
the average, mainstream, white American of other backgrounds” (Chapter
4).
According to one tour operator responding in this research, many of the
Americans on tour are “extremely inquisitive” about the stoiy of the famine
in Ireland, and are interested in viewing some of the locations of famine
houses where possible: “I point out the famine houses, but unfortunately,
they are left to wreck and ruin” (Chapter 4).

One participant in this

research believes that these famine houses have enormous tourism
potential once highlighted as places of historic interest and improved so as
to make them structurally safe and sound for Americans to visit: “I believe
that they would get great attention from Americans, if they were improved a
Httle bit” (Chapter 4). If promoted in a sensitive fashion, nine participants
believe that there is scope to develop this tourism product. According to
the contributors in this research, “all that remains is to find a way to reach
this market”, particularly in areas outside of the main Irish centres hke
Boston and New York such as Albany, where the descendents of many of
the Irish who emigrated during famine times reside today.

Tourism

managers responding in this research believe that the famine product could
be viewed as a “form of pilgrimage” that Americans could be encouraged to
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embark on, “once in a lifetime”, but a “fun aspect” would have to be
introduced also, as Americans want to “have as much fun as possible in
Ireland”

(Chapter

4).

Another participant,

concurring with

other

contributors, surmises that “famine memories are still highly emotive tools
for the Irish tourism industry” (Chapter 4).

According to the fmdings of this research, three contributors state there are
a lot of grandchildren of the first generation Irish who emigrated early in
the 1900s who would love to come back to visit Ireland. Understandably,
the original emigrants wanted their children to fully assimilate into
American life, but, today, “it is the grandchildren who want to start to
rediscover where they actually came from, and are fascinated by this
history” (Chapter 4). This research has found that these grandchildren are
not carrying any of the baggage of the first early emigrants and are believed
to be positively predisposed towards Ireland.
Nine professional contributors in this study, therefore, suggest that Ireland
as a country must reposition itself in the minds of these people.

One

participant believes that translating that sense of identity and past
historical links into an active marketing connection with Ireland and a
desire to visit the homeland may be difficult, and connecting with that
larger group could be challenging. Another participant in this study muses
and suggests that “not only have we not fuUy understood our own
relationship with our own historical legacy, but we haven’t known either
how to interpret it for the broader Irish. To some extent, I believe that there
is a disconnection between our understanding of the historical past and
translating that into a fully viable tourist campaign, taking advantage of the
connections with the past” (Chapter 4).

According to Grennan (2005), however. Tourism Ireland’s objective for 2006
is to improve regional distribution of Irish tourism, by “presenting
compelling propositions for visiting the regions, such as promoting a series
of all-Ireland Tourist Theme Trails’, or ‘Rainbow Routes’, presenting new
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‘Super

Region’ brands,

allowing for more

creative promotion,

and

supporting regional access development” (2005:07). Grennan further states
that Tourism Ireland intends to invest €4 million to specifically promote its
regional strategy.

In line with Grennan (2005), nine professional

participants in this research strongly believe that there is an opportunity
for the regions to develop famine sites, thereby increasing the “places to
see, and things to do” aspect of the product, thus enhancing the “total
experience” as desired by Tourism Ireland in its new overall marketing
strategy. In its new strategy, Tourism Ireland intends to highlight ‘holidays
in Ireland’, rather than previous practices of promoting ‘Ireland as a holiday
destination’.

In this campaign. Tourism Ireland will place particular

emphasis on the range of things to see and do. The advertising campaign
supporting this strategy is to feature the tagline: “Your Very Own Ireland —
Discover it at: discoverireland.com” (Grennan, 2005:07). The famine sites if
developed could be incorporated into such a campaign, thus providing
additional “things to see and do” for the tourism market.

5:5.5

Business Connections between Ireland and
the United States
Ireland is closer to Boston than Berlin. We are very bonded to the
United States and our whole economic outlook is more United States
orientated than European
(Conor Buckley, CEO, 12 Travel).

Thirteen professional participants in this research affirm that the bonds
between Ireland and the United States are solid and that these bonds have
transferred seamlessly into the business arena. Two respondents in this
study concur with Hanlon (1997) and state that American companies invest
in Ireland because of the connections and bonds that have been
established over time.

According to one contributor, farmly relationships

between the United States and Ireland remain substantial, implying that
business links and family ties can coexist.
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McWilliams (2005) believes that the recent emigrant combines Irish charm
and American drive, but still maintains a European perspective.

Salient

quotations in this research include: “We have more in common with the
United States than separates us”; “There are occasions when the Irish
connection can work to the advantage of IDA Ireland in contacting potential
investors”; “There are a lot of Irish-Americans heading up corporate
America”; “There are many executives who wear their hearts on their
sleeves and they like to come to Ireland for the incentive and conference
business”; “Young Irish men and women who once would have sought
domestic work, now own their own companies in the United States”; “Our
hospitals have good relationships with their colleagues in Ireland and
steady streams of professionals visit us on a constant basis to consult with
each other”; “Our port at Baltimore is a point of entry for many Irish
products” (Chapter 4).
Four professional contributors in this research believe that Ireland’s
unspoilt image is also an attraction for United States’ executives. These
executives like to travel to foreign destinations for corporate incentive and
conference business, and Ireland can provide the ideal destination.

Me

Williams (2005), reflecting the findings of this research where participants
state that the Irish are “tremendous ambassadors for Ireland”, suggests
that the emigrant of the 1990s contributed to the positive image in the
United States by inventing a romantic surreal Ireland, but without the
squinting windows, lack of opportunities, and begrudging attitude. These
Irish migrants accredited to the invented idyllic Ireland eveiything that was
the opposite of New York: “Where the metropolitans were busy, Ireland was
slow; where they were greedy, Ireland was generous; where New Yorkers
were unfriendly, Dubliners were the salt of the earth. Ireland was jammed
with wholesome things like communities, families, schools with dedicated
teachers, and houses with gardens. “Ireland is the escape valve from the
obsessive compulsive behaviour of corporate America” (2005: 275).
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Reflecting Brown (2005f), the four participants in this research believe that
the corporate end of the tourism product is of paramount importance to the
Irish tourism industry, because business trips to Ireland by American
executives tend to be very high end, and lucrative.

There are many

opportunities for such trips, as many United States’ companies have bases
located in Ireland, According to Failte Ireland (2005e), 7% of the American
market consists of business tourism.

In 2004, 926,000 visitors from all

overseas markets travelled to Ireland for business purposes, (CSO, 2005);
correspondingly, the increase in the availability of cheaper flights has
resulted in an increase in business traffic. Tourism managers in this study
affirm that the business relationship between Ireland and the United States
has “never been better”, and, according to this research, Ireland is the
second biggest recipient of United States’ investment dollars.

United

States’ companies employ a vast number of workers, and Irish companies
employ many Americans in the United States. Professional participants in
this research believe that the “tremendous investment” that the United
States has made in Ireland has increased Ireland’s business relationship
and has also helped to foster a new entrepreneurship in Ireland that has
increased Irish investment in the United States. One participant suggests
that this puts our relationship on a new, and strengthened, footing which is
positive for all.

Tourism Ireland are committed to investing in business

tourism and, in 2005, they doubled their direct investment in business
tourism promotion.

This was in addition to the combined investment by

Failte Ireland and the Northern Ireland tourist board (Tourism Ireland,
2006).
According to one participant in this research, American companies use
inducements — Incentive Trips'^oto enhance work performance.
organisers

are

employed

to

organise

the

entire

event,

Event

ineluding

entertainment. Tourism managers in this research relay that the luxurious
accommodation purchased for such excursions includes Ashford Castle;
Co. Galway; Dromoland Castle, Co. Clare etc.

Managers of Tourism

The incentive is to increase sales — the benefits— an all expenses paid corporate trip to Ireland.
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Ireland, responding in this research, state that they are very interested in
attracting more from this segment of the market, as it is both profitable for
the tourism industry, and beneficial to the American tourists who
experience Ireland at a prestigious level.
through Incentive Houses'll.

This niche market is targeted

According to the findings of this research,

incentive houses approach corporations such as Ford, and present five
destinations that may be of interest for their corporate expedition.
Interestingly, the fashionability of the destination is vital at the time of
consideration as only “trendy"’ and high-end destinations are preferred,
commanding serious consideration by such companies. According to the
Tourism Ireland managers in this research, Ireland is considered very
fashionable now, and many companies have already booked incentive trips
to Ireland for their top sellers in 2006.
Tourism Ireland managers state that the importance of the corporate
market had to be re-addressed after 9/11. This segment of the market, in
particular, suffered a reversal in business, because corporations cancelled
incentive trips and conferences in foreign destinations and remained at
home. According to Hickey (2001), Dromoland Castle Hotel, Co. Clare, lost
€952,000 worth of American business as a result of the atrocities on
September 11.

Two participants in this current study also relay that

American corporations got the “call to patriotism”, wherein they were
encouraged to remain in America because the “economy needed them —
America needed them” (Chapter 4). Tourism Ireland managers relay that
Europe was boycotted entirely, and, consequently, Irish tourism suffered.
This research has found that the trend has now reversed again, and
corporate America is travelling for its bonus excursions to Ireland again.
This research affirms that these corporate expeditions further enhance the
tourism industry because Americans travelling transatlantic for a business
meeting are more likely to combine it with a leisure night, or nights, in
Ireland among family and friends.

According to one contributor, figures

from the United States show that 68% of business travellers have, in the
Companies who organize corporate trips.
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past, combined one or more business trips with a leisure night in Ireland.
In recognition of the considerable value of business tourism to Ireland,
Brown (2005f) reports that the Irish tourism industry, for the first time, has
adopted a branded strategy for business tourism, signalling a major change
in the industry’s approach to this sector. This entirely new brand approach
to promoting Ireland as a business tourism destination was unveiled in
2005 at ‘Motivation Chicago’, the largest ‘incentive and meetings’ travel
show in the world. The agreed strategy of the industry, arising from the
brand development work, provides a framework for a cross industry
approach to business development that will complement the on-going
efforts of industry members.

Six professional participants in this study affirm that the social links
between Ireland and the United States, as previously discussed in this
research, have enhanced the business relationship.

The returning

emigrant Irish, having established bonds v^th the host country and its
inhabitants, such as personal connections with friends and former work
colleagues in the United States, further enhance the opportunities for
business and future contacts. In the future, one participant believes that
both the business philosophy and the social practice of the New Irish in
America is the key to the continuing alliance between both nations.
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5:6

A Cosmopolitan Ireland

As in Chapter 4, this section uses the same sub-headings.

A Different Ireland to that of our Ancestors

5:6.1

The predominant profile of Ireland is that of a land offun.
We are a nation of clowns, clearly!
(Brian McColgan, CEO, Abbey Tours).
We are a peripheral country. Therefore, I believe that we are not going
to lose that uniqueness which is Ireland
(Paddy O’Looney, CEO, SWING).

Although Ireland is becoming more cosmopolitan due to extraneous factors,
such as economic success (Celtic Tiger), the currency shift from the Irish
pound to the euro, changing demographics, the influx of migrant workers
from other European countries, new technologies, a chic lifestyle, and a
more financially driven society, seven professional participants in this
research believe that the American market is not cognitive of these issues.
Sheridan (1999) believes that Ireland now considers itself so sophisticated
as a country that we have begun to conceive ourselves as being above all
that ‘aul stuff; “Like mainy an aging starlet we fell for our own publicity: . . .
world conquerors of the music, film, and literature stakes; churning out
one best seller after another; renowned — every last one of us — for
spouting Heaney, Yeats, and bits of Ulysses at the drop of a hat; dreamily
mdifferent to the international stars fetching up at the airport, falling in
love with us and craving a bit of property at Paris prices . . . sure what had
we to learn from blow-ins? And why should we bother with them at all?”
(1999; 1).

According to one participant in this current study, as long as Americans
can buy “biliously-colored green items in shops, they 11 beUeve that Ireland
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hasn’t changed at all” (Chapter 4).

Many contemporary writers are very

critical of the ‘Ireland of the Welcomes’ or the ‘Cead Mile Failte’ which was
synonymous with Irish tourism in the past, and are constantly questioning
the quality of its current existence.

Devlin (2002) notes that recent

research on tourism in Ireland has indicated that “our Cead Mile Failtes”
are starting to wear thin”.

Tourism Ireland (2006) states that there are

concerns that the warmth of the Irish welcome may be diminishing; and
they believe this to be of serious concern, as the Irish welcome is one of the
island’s core selling points and key differentiating factors.

A positive finding emerging from this study is that four professional
participants believe that the traditional Irish image still remains in the west
of Ireland, where very little has changed. One tourism manager states that
“The Cead Mile Failte” is to be found in rural Ireland; we take it for granted,
but it is there. We know that it is there because of feedback from tourists
who have travelled to Ireland; they actually do find our Irish “Cead Mfle
Failte” (Chapter 4).

These professional contributors suggest that, if

Americans want to experience the traditional older image of Ireland, then
they need to travel west. This is a highly desirable quality for the American
tourist who expects traditional encounters with country and kinsmen: “The
‘twee’ image of Ireland is more likely to be found in the west” (Chapter 4).

As Americans, in particular, have a desire to see this “old image” for
themselves, industry stakeholders in this research suggest that Irelsind will
have to encourage the preservation of this element for the American
market. As regional tourism is experiencing difficulties, this could offer a
timely focus for rural tourism development.

According to Failte Ireland

(2006), the crucial issue of a balanced regional spread may need to be
reframed as there is an urgent need for a distinct strategy and more
directional thinking on the issues facing rural versus urban tourism. As
already stated in this research, Ireland offers American tourists many
“staged-events” in order to portray a glimpse of a past Ireland. These stageIrish experiences contribute to the overall atmosphere enjoyed particularly
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by the American tourist. One participant declares that “Americans want to
visit as many tourist hot-spots as possible in Ireland” (Chapter 4).

This

reflects Boorstin (1964) and Urry (1994) who both believe that Americans
thrive on pseudo events.

Another participant suggests that Killamey, in

particular, is very good at supplying the desired tourism product which
tends to the wants of the American tourist especially, and “is delivering the
correct tourism product as needed” (Chapter 4).

According to one professional participant in this research the main changes
in Ireland are of a demographic nature. The total fertility rate, for example,
which in 1960 was 4.2, today is closer to 1.5. According to this participant,
the change in fertility patterns dates from the 1980s, when the laws on
contraception changed, resulting in a cultural change in Ireland.
number of Irish people marrying has decreased,

The

co-habitation has

increased, and divorce is available. Smithwick (2001) asserts that there are
fewer babies, more murders, and different values; “our grandparents would
hardly recognize the Ireland we live in today” (2001: 6).

Ireland has

restructured its economy and is no longer labour intensive or producing the
post-agricultural products such as textiles, shoe making, etc., of a semideveloped economy.

Ireland is today a knowledge based economy,

dependent on the service sector: “We know that Ireland has changed
because there are less people on the land and less people earning a living
from farming; this is a major economic change for Ireland” (Chapter 4).

Although the traditional ‘old fashioned’ image of Ireland has changed,
tourism professionals in this study believe that the core characteristics of
the tourism product (people, pace, and place) have not altered radically: “I
believe that the unique attractiveness of the Irish character, particularly our
sense of humour, will not diminish” (Chapter 4). According to the Minister
for Tourism, it is veiy important that American tourists receive a warm
welcome when they visit Ireland, “the Chat and Charm”, as it is expected and
anticipated as part of an Irish vacation. According to the tourism industry
professionals in this research. Tourism Ireland, Failte Ireland, and the
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Northern Ireland Tourist Board continue to emphasize the importance of ihe
traditional Irish welcome’ to those who deliver the tourism experience into the
market place.

Reflecting the views of Failte Ireland and Tourism Ireland

(2006), all professional contributors in this research believe that the industry
needs to be increasingly conscious of the need to strengthen the perceived
traditional image of welcome and hospitality in the overseas markets.

One professional participant in this research believes that Ireland cannot
continue to market an image of Ireland that has “no bearing on reality”.
This contributor believes that the image of Ireland was stereotyped in the
past, pardcularly, the image of Irish women, as the “bean an ti” (woman of
the house). According to one participant there is a disconnection between
the

communication

message

and

the

reality;

a

behavioural

and

psychological disparity between the actual and the fanciful: for example,
the

simplistic sociological traits that

are perpetuated through

the

promotion of events such as The Rose of Tralee Festival, in Co. Kerry.
According to O’Connor (1993), one of the most striking features of tourist
imagery is the way in which Irish people are represented; they are regarded
as an essential ingredient in the publicity package and the Irish tourist
image has been constructed by selecting and promoting certain aspects of
culture as dominant motifs.

Sheridan (1999) warns that marketing

strategists, who wallow in the “eccentricities” of rural Ireland, its quaint
little communities, and cute patchwork landscape, might note that the Irish
countryside is undergoing a radical overhaul. Sheridan further claims that,
by 2012, according to Teagasc, (the Agriculture and Food Development
Authority), the number of farming families will fall from 155,000 to 35,000.
Sheridan stresses that this is a worrying trend for strategists and that it
will change the image of Ireland forever.

Another participant advises ‘destination Ireland’ to update its image: “I
think the image now is partly about a respectful recapturing of the past,
and, in many ways, we have talked a lot about the past, but we haven’t
given Americans what they are looking for” (Chapter 4). According to the
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industry stakeholders in this research, destination Ireland must offer
compelling propositions, in attractive, accessible, and affordable ways,
which provide emotional benefits and other benefits to the United States
market.

These respondents believe that it is essential that the tourism

industry ensures that the product is delivered in the correct manner: “It is
paramount that Ireland delivers a quality experience in an affordable
manner that beats its competition” (Chapter 4).

Seven professional

contributors in this research accept that Ireland is becoming increasingly
European and less Irish, yet they do not believe that Ireland is “smelting”
into Europe from an American perspective: “Having a greater influx of
Italians, Poles, French or Germans does not mean that we have lost our
Irish-ness as a result.

I don’t believe that we all get submerged in a

monoculture; the Irish culture is an enduring sustainable brand” (Chapter
4).

Another respondent opines that the “Irish have been there for

thousands of years and they will continue to hold their position as truly
Irish” (Chapter 4).

Managers at tourism Ireland do not believe that The

Cead Mile Failte’ is an issue at the moment: “We have spoken about this at
Tourism Ireland on numerous occasions, but it has not become a real issue
yet.

I identified it a couple of years ago as a factor that will affect the

industry, and I cannot believe that it hasn’t bubbled to the surface to date”
(chapter 4).
Tourism managers, responding in this research, affirm that Tourism
Ireland monitors the perceptions of Ireland in every key market abroad
through a brand tracking study, but these managers concede, that Irish
society has changed and that the key to the success of the industry in the
future is how Ireland is presented to our target market abroad. Tourism
Ireland managers believe that the communication imagery has to be
eredible and contemporary; this is wholly a marketing matter.

These

managers believe that destination Ireland must promote strong and
powerful messages of Ireland that reflect the “real Ireland”, and which does
not hide the contemporary Ireland that exists today.

According to Paul

OToole, “the message that we would like to emphasise in markets Hke the
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United States is that, even though Ireland is more economically successful
and developed in many positive ways, we are still very much rooted in our
culture and heritage; it is our intention to anchor that Irish-ness and
heritage. We are not interested in fooling the market, because that is a very
short-term strategy and not one that could be sustained (Chapter 4).

According to Failte Ireland (2006), visitor satisfaction did not deteriorate in
2005; for 96% of tourists, their holidays in Ireland either exceeded, or
matched, their expectations. Reasons for choosing an Irish holiday in 2005
were as follows: 89% of tourists chose Ireland because of its beautiful
scenery; 86% because of the friendly people; and 84% because of the
natural and unspoilt environment.

According to the findings of this

research, there is a significant change in the perception of the Irish nation
by contemporary tourists, which reflects a different Ireland. This study can
report that the Visitor Attitudes Survey of 2001, for example, found that
Irish people and Irish scenery remained the most prominent positive
differentiators for Ireland as a destination.
One of the most important findings of this current study is that there is a
definite shift in the perception of Ireland as a destination. Prior to 2001,
the Visitor Attitude Surveys found that tourists were 89% satisfied with the
friendliness of the Irish people and this was “the first most important
factor” when choosing Ireland as a destination.

Visitors rated their

satisfaction with the scenery and landscape at 88%. This study can report
that this position changed slightly in 2001, when the Irish scenery and
landscape took the number one position in the Visitor Attitude Survey, and
the friendliness of the Irish people lost the premier position that it
previously held, reflecting the changing Ireland. In 2001, for example, 89%
of tourists were satisfied with Ireland’s scenery and landscape, while 88%
of all tourists, down by 1%, were satisfied with the level of friendliness of
the native Irish. It can be acknowledged that the proportion of people that
mention sceneiy, landscape, the natural and un-spoilt environment, and
attractive cities and towns, increased in 2001 in comparison to 2000.

565

A significant finding of this current research is that the friendliness of the
Irish people has dropped again by a further 2% to 86% in 2005, showing a
definite decline in ratings since the pre 2001 levels of 89%.

This study

notes that, although visitors state that they are satisfied with their Irish
holiday, offering salient comments such as: “We vdll keep coming back to
Ireland”; “Ireland is a wonderful country”; “I have never had an unhappy
day in Ireland” (Chapter 4), there is still a definite shift in the perception of
the Irish by holiday makers. As all contributors in this research affirm that
Americans have a distinct expectation of friendliness and warm personal
interaction with the Irish people, it will be incumbent on the industry
managers to hold a vigil in this regard so that the welcoming image is
closely monitored.

Any marked derivation from the conceptualised

amicable image of Ireland, as a result of a changing society or related
factors, will injure the competitive advantage either in the short term or
indefinitely.
Interestingly, professional participants in this current study believe that the
American market is also interested in a contemporary Ireland; “A blending
of the old with the new” (Chapter 4).

One participant suggests that,

although the traditional Ireland is found in the west, the real Ireland of
today is in Dublin. “If you did a survey on the streets of Dublin, one would
find that very few were true Dubs, and that much of the population of
Dublin is made up of people from rural parts of Ireland who have moved to
the city in order to gain employment” (Chapter 4).

Tourism managers

suggest that Ireland today is a very contemporary place in terms of music,
arts, theatre, dance, and European connections.

According to one

contributor, “the most important thing that sets Ireland apart is our
heritage and culture, even in a modem sense. If we lose who we are, we do
so at our peril” (Chapter 4). According to the tourism managers it will be
important that this contemporary image of Ireland is portrayed to the
United States target market. “Ireland has always been different and must
continue to promote itself in that way^.

Tourism managers and

stakeholders in this study, nevertheless, are confident that Ireland,
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consistently, has a lot to offer potential tourists, and that the raising of
awareness concerning any changes in our society may serve to enhance the
expectations, and pique the curiosity, among potential United States’
tourists.

5:6.2

The Pan-European Face of Irish Tourism
In the past we were glad to see tourists because we had time for
them, but we don’t any more
(Piaras MacEinri, Centre for Migration Studies, U.C.C.).

We have to continue to improve our standards, and offer a better service
at a very competitive rate, through our work force
(Marie O’Connor, Proprietor, Inagh Lodge).

According to O’Connor (1993), in the absence of empirical evidence for
Ireland, it is impossible to access the quality of the local/tourist
relationship.

Doubtless, there are many documented cases of mutually

pleasurable and beneficial encounters and there is definite evidence of the
pleasure of interaction with tourists. The warmth and friendliness of the
Irish people is consistently high on the list of attractions to visitors as
evidenced by Bord Failte surveys.

Failte Ireland (2005a) states that the

business success of Irish tourism depends entirely upon ‘people’, and the
constructive application of their knowledge, skills, and attitude. Mirroring
Failte Ireland (2005a, 2005c) all professional participants in this current
research state that the Irish Tourism industry is a people-centered
service industry, where staff is an integral part of the consumer
experience. This research notes that the Irish tourism industry has a
projected growth target of 10 million overseas visitors per annum by
2012.

In 2005, for example, 6.7 million overseas visitors came to

Ireland, an increase of 5% on the 2004 figures (Failte Ireland, 2006).
Inevitably, contributors agree that the projected growth will require a
parallel expansion in the tourism workforce.
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Reflecting the findings of this current study, F^te Irelaind (2005c) states
that Ireland’s economic success has provided a wider choice of career
opportunities

for

those

entering

the

workforce.

All

twenty-three

professional participants in this research affirm that the majority of native
Irish people have looked to the information technology sector for
employment, where a higher rate of pay, and perceived prestige, prove more
attractive than the catering industry. These contributors suggest that, as
Ireland has become more affluent, potential employees do not want to
“demean” themselves by taking jobs in the hotel and catering sector.
Professional participants in this research believe that the tourism industry
needs to accept that the profile of the economy has changed dramatically
over recent years. As a result of the social changes, the tourism industry
is, therefore, left with few alternative labour options, and admits “delight
that foreign nationals are available to deliver the tourism service” (Chapter
4). Conversely, in the early 1990s, for example, the tourism industry could
access a substantial native Irish labour pool with which to support its
expansion.
More recently, however, the industry has experienced difficulties in
recruiting and retaining skilled staff within an increasingly tight labour
market. This issue is likely to become more acute over the remainder of
this decade as the domestic labour pool becomes progressively tighter.
Failte Ireland (2005a) relays that the school-leaving age cohort is
expected to decline by 15%, and that the labour force participation by
women has already exceeded the EU average; therefore, employment
expansion in tourism will have to be sustained by foreign national
workers. In agreement with Failte Ireland (2005a), all professional
participants in this research believe that continuing expansion will force a
further increase in the number of foreign national workers entering the
industiy, while the focus on competitiveness will require continuing
enhancements to the skills and productivity levels of this workforce.
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According to all the interviewees in this research, American tourists have a
preference to meet native Irish people when they come to Ireland, but
managerial participants affirm that, as the face of Irish tourism changes, it
is increasingly difficult to ensure such an involvement. Participants believe
that “chat and charm” are part of the professional approach espoused by
the modem hotel and restaurant worker in Ireland, but, according to this
research, there are increasing concerns about its delivery. Today, tourists
in modem Ireland are more likely to get there breakfast from a “Latvian
than a Leitrim colleen” (Felle, 2001: 6). All contributors in this research
subscribe to the reality that one is indeed more likely to both receive
breakfast and be greeted in front line positions in Ireland by foreign
nationals.

Failte Ireland (2005a) states that foreign national workers

represent approximately 22% of the Irish tourism workforce.

Salient

quotations from this research include “We are going to be depending
increasingly on foreign nationals to fill the gaps in our labour force”; “To
some extent, the face of the hotel and catering frontline has changed and
we have to be very careful with its management”; “The traditional Cead Mile
Failte might be getting a bit more elusive in that it is now being extended by
foreign nationals in front line positions” (Chapter 4).

Tourism managers and industry stakeholders in this research are in
agreement that overseas personnel are veiy professional and friendly while
offering a quality service; “they work twice as hard as the Irish a lot of the
time” (Chapter 4). One participant believes that the problem with the Irish
Failte does not lie with foreign nationals alone, and that it is the Irish
themselves that are losing their traditional sense of hospitality; “Many Irish
people may not even say ‘thank you’, or you’re welcome’.

On the other

hand, foreign nationals can provide excellent service, and many of them
have excellent social graces” (Chapter 4).

Reflecting the findings of this current research Devlin (2002) previously
stated that catering and service in the tourist industry needs to improve
dramatically, as 10% of tourists complained that the service failed to meet
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expectations.

Language was one of the problems, with frustration at the

halting standard of English spoken by a number of overseas workers in
frontline positions in restaurants and bars.

Tourism managers and

stakeholders in this research believe that it is not a good idea to have staff
in frontline position with a poor standard of English as it immediately
creates a communication barrier. DevUn (2002) previously suggested that
the communication complaints in relation to foreign workers, applied
particularly to Dublin, where, in many instances, both visitor and worker
did not speak English, as their first language.

Eamonn McKeon, former

chairperson of CERT, said that industry training was essential so as to
solve the problems: “Inevitably we are going to have more overseas workers
in our industiy.

We need to accept that we need to invest more time in

training before they go into frontline jobs. They should know something
about the locality. A t5rpical comment was, the girl who served them didn’t
know the location of the local abbey, which they wanted to visit” (in Devlin,
2002: 8).

Managerial respondents and industry stakeholders in this current study
affirm that foreign nationals working in frontline positions deliver a
different tourist experience, but, according to one contributor, there are no
apparent negative issues relating to this: “I believe that, in the minds of the
consumers, it is less important now than it was previously” (Chapter 4).
Ireland still performs strongly in comparison to other destinations, with the
‘people’ part of the equation contributing to the motivation to travel to
Ireland.

Interestingly, one professional participant believes that it would be more
worthwhile to study the benefits that foreign nationals can bring to Irish
industry, and, according to this respondent, a foreign national may often be
better at various aspects of delivering the product: “These workers deliver
good service and try to have it delivered in Irish style” (Chapter 4). John
Power, Chief Executive of the Irish Hotels Federation, concurs and states
that most foreign nationals are willing, able, friendly and flexible; also,
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management have reported that they have far less issues with these staff
members than with the Irish staff. Professionals in this research, suggest
that the Irish tourism industry needs to be cognitive of the personal sense
of connection between tourist and frontline staff members, and the on
going management of this facet of service demands careful attention. It is
agreed by industry participants that we have become a much more
stressful, high speed, modem society, and this contributes to the
difficulties associated with hospitality: “The fact is that in the past in
Ireland, the pace was slower” (Chapter 4).

All participants in this research believe that Ireland is famous for its
welcome and its people, but the predominant consideration is the quality of
that hospitality and not the individual person who delivers the product: “I
would rather be well tended to by a charming Italian or Philippine, than a
surly Irish person” (Chapter 4). Interestingly, one participant in this study
redefined the term ‘people’ in tourism as: “hospitality, treatment, and
experience, and not just the persons delivering the service” (Chapter 4).
The twenty-three professional participants befieve that the key to success
lies in the delivery of a very warm welcome in the Irish style and way; thus,
an Irish welcome is assured, regardless of the nationality of its agents.
On the other hand, Devlin (2002) reports that McKeon suggests that
workers, whose grasp of the English language is limited, should not serve
customers until they had attained a certain level of proficiency.

His

recommendations also included the partnering of foreign nationals with a
designated workmate to whom they could turn for help with language
difficulties.

McKeon notes that these measures will pay dividends in the

long term.

“Ideally, even if there wasn’t a language difficulty, every

business place should have a week-long education programme or even an
hour or two a day. God gave us scenery but he also gave it to lots of other
countries” (in Devlin, 2002). Tourism industry managers and stakeholders
in this research believe that proper training will be the key to success in
the future. Sheridan (1999) for example, previously suggested that the real
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issue is training, but, unfortunately, the concept of training is alien to most
owners and operators. Sheridan claims that just 34% of Irish hotels have
an action plan for training and, for many, this plan will never be
implemented, given that only 20% of those hotels have actually allocated a
budget for it.

Sheridan further claims that, for many years, tourism

operations failed to concentrate on staff planning and training. As a direct
result, training and skill shortages have begun to dominate the tourism
sector.

Interestingly, John Power responding in this research states that

training of hotel staff is vital, and that his preference would be for all
establishments to incorporate staff training and personal development into
their yearly programmes.

Failte Ireland (2005a) states that it is imperative that the tourist industry
develops and maintains high performance people to work in Irish tourism.
According to Failte Ireland, in recognition of the central role of ‘people’ as
key drivers of business success, the Tourism Policy Review Group has
required that a HRD (human resource development) strategy be prepared
for the Irish tourism industry. This strategy has now been devised and is
currently being implemented. Failte Ireland recommend that the Tourism
Industry Representative Bodies should participate, with other stakeholders,
in a Tourism Education and Research Advisory Forum which would serve
as a standing consultative body to oversee the delivery of education,
training, and related research to the industry.

Colleges and trainiag

providers are encouraged to strengthen their connections with industry in
their region or sector, in order to ensure that course delivery aligns fully
with local industry needs.

These programmes have received immense

acclaim and have ultimately impacted impressively on the industry.

Contrary to the desires of the tourist, one participant in this research
believes that “it does not matter^’ that Irish tourism has less native Irish
presently working in the frontline positions, because many of the American
tourists would not have visited Ireland previously, and therefore, cannot
make comparisons.

Also, according to another participant, many of the
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Polish workers resemble the native Irish: “The reality is that most
Americans cannot easily tell the difference between a native Irish person
and a foreign national, because many Americans even have difficulty
understanding the Irish accent itself.

“Of course Americans know the

difference between an Indonesian and an Irish person, but between a Polish
and an Irish person, they wouldn’t have a clue” (Chapter 4). Interestingly,
another professional contributor rejects this view and believes that
managers of the Irish tourism industry are adopting a “head in the sand
approach” if they believe that foreign nationals are not noticed by
Americans: “I believe that the industry is trying to convince itself and not
the tourist that all is okay, when they state that foreign-nationals are not
noticed by American tourists in Ireland” (Chapter 4), While it is true that
the face of Irish tourism is changing because of staffing issues, Ireland is
not unique or alone in experiencing this; it is a world wide trend.

In

conclusion, tourism industry contributors and professionals in this current
research thesis believe that securing competitive advantage through
‘people’ will require careful and deliberate investment in the education
and training of the tourism workforce over the next six years to 2012.
These participants are adamant that making this investment in the
industry cannot be discretionary.

5:7

Summary

The overall findings in this current study provide an insight into the
professionalism of the Irish tourism industry, and credit it with a largely
positive outlook.

The broad focus of the study is predominantly on the

relationship with the American tourist and their importance to the overall
long term success of the industry. Clearly, participants realize that the Irish
tourism industry cannot become complacent and must endeavour to satisfy
the needs and wants of this vital segment of the market.

Significantly,

contributors in this research place a substantial emphasis on the need for
continued product development by industry managers.
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Chapter 6

Conclusions
I believe that there is a big welcome for Americans in Ireland.
Americans know this, and that is what Americans think about from
the first moment they think about going to Ireland. I am committed to
the notion that the experience has to be Irish the whole way through,
the total experience. It contributes to the overall importance of the
tourist experience
(David Boyce, Vice President of Advertising 8&
Communications, Tourism Ireland, New York).

6:0

Introduction

This Chapter has five sections.

The first section presents a series of

conclusions from the current study, arranged thematically.

The second

section presents a model for the industry in diagrammatic format (Figure
6.1). This model suggests an outline for the delivery of the Irish tourism
product to American tourists and highlights the problems of access and
introduces the opportunity of light-touch’ roots tourism.

This model is

based on the empirical data collected from thirty-three relevant participants
from Ireland and the United States.

In the third section, twelve

propositions are drawn up to act as suggestions for future research in the
field of the American tourist and Ireland. In the fourth section, a summary
framework of the main research findings is presented (Table 6.1).

In the

fifth section an agenda for future research is presented. Finally, the sixth
section of this chapter presents recommendations for practice to managers
charged with the task of marketing Ireland in the international arena.
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6:1

Conclusions

The overall findings of the study are recalled S5moptically under the
following headings.

Limitations of Access
Weakening Dollar
Terrorism
Northern Ireland
Marketing Ireland to the American market
Marketing Opportunities
The Internet as a Communication Tool for Irish tourism
Tourism Ireland: The Industry Viewpoint
The Tour Operators
The Americsin Tourist Market
The Needs and Wants of the American Market
Americans Travelling to Ireland to Play Golf
The Importance of Competitiveness for the Irish Tourism Industry
The Contribution of American Tourists to Ireland
Motivating Factors for American Tourists to Travel to Ireland
Longing and Belonging: American Ancestry and Connections
Bonds Between Ireland and America
Famine Memories and the American Tourist
Business Connections Between Ireland and the United States
A Different Ireland to that of our Ancestors
The Pan-European Face of Irish Tourism
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Limitations of Access

Access has a pivotal role to play in the future of the Irish tourism industiy.
This research found that access difficulties, particularly to and from the
United States of America, are cited by the majority of respondents as the
most critical obstacle currently obstructing advancement, development,
and success in this industry sector. Although the Irish tourism industry is
competing in an environment where there are many negative factors, such
as international terrorism and currency fluctuations, the legacy of
restrictive practices governing international air access between the USA
and Ireland is still regarded as the major hindrance to industry progress
today. The findings in this research, however, focus on two distinct areas
of access; the primary area is international access by air, the secondary
area is regional access at a national level.

First, international access is

essential and lies at the core of Irish tourism practice, and all participants
agree that there is a need to increase the number of passenger flights into
Irish airports.

The current bi-lateral agreement between Ireland and the

United States is restrictive and a barrier to the future development of the
tourism product as it limits the number of United States’ cities from which
Ireland’s national airline, Aer Lingus, can operate.

Liberalisation is,

therefore, necessary on transatlantic routes in order to ensure that the
maximum numbers of passenger flights are available to potential travellers
through all entry ports. The cessation of the Shannon Airport compulsory
stopover is inevitable and it is hoped by all contributors that the transition
period for Shannon will be straightforward and smooth.

Contributors believe that direct access from the USA into the southern
region of Ireland; particularly serving Cork, Kerry and Waterford, is non
existent, and hampers tourism prospects in this entire region. Participants
affirm that there is an urgent need for a transatlantic flight into Cork
airport to service the south, the south-west, and south-east.

Since

Killamey in Co. Kerry receives more tourists than Northern Ireland, it is
notable that there is no direct transatlantic flight into the region.
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particularly, as Cork has the facilities to service such flights. Contributors
in this research affirm that the current bi-lateral agreement that exists
between Ireland and the United States is expected to continue until April
2008. All respondents believe that, once there is an ‘open skies’ policy, the
numbers of passengers from the United States market will significantly
increase.

The second element of access that has been highlighted in this research
concerns access into the regions, by road, rail, etc.
matter was not available amongst contributors.

Consensus on this

While it was established

that the ‘old fashioned’ image of Ireland is to be found mainly in the west of
Ireland, contributors with business interests in the west expressed concern
over the environmental impact of large increases in volumes of traffic.
Participants cannot envisage a motorway running from Galway city into
Connemara, thus bypassing all the ‘quaint’ villages.

This presents a

dilemma for tourism in the west of Ireland because, on the one hand, the
west can deliver the traditional image of Ireland as portrayed by most of the
advertising literature, but, on the other hand, a large and persistent influx
of tourists would do irreparable environmental damage to these remote
regions of Ireland.

Weakening Dollar

There is distinct division of views by participants in this study regarding
the attitudes of Americans towards the current exchange rate of the dollar
and the euro. The majority of contributors in this study believe that the
fluctuating dollar has disadvantaged the Irish tourism industry, because
direct comparison can be made with other competing destinations. Other
participants suggest, however, that Americans are not cognitive of the
exchange rates, especially Americans who take escorted tours in which all
the costs are included and where any currency discrepancy is not exposed
or obvious. The majority of respondents believe that the devalued dollar
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has resulted in many Americans becoming more price-sensitive and opting
to holiday at home in their own country. Consequently, this research has
found that the solution may lie in offering added value to American tourists
who travel independently, in the form of special offers.

Tourism Ireland

(2006) believes that the key to the success in the market place will be found
in special offers and incentives.

Terrorism
All participants in this research accept that the fear of terrorism is
debilitating for international tourism, particularly, Irish tourism, due to its
island status.

Since the attacks in America on September 11, 2001,

Americans have never overcome the feelings of insecurity. Issues of safety,
especially personal security are of primary concern to all tourists.
Significantly, this research has established that Americans perceive Ireland
to be a safe destination, where they are most welcome. In order to further
enhance this perception, participants believe that Ireland needs to
capitalise on its warm welcoming image in its communication messages in
the American arena. According to one participant, “Ireland has never been,
and never will be a world power. Ireland never did any harm to anybody. I
think that Ireland is regarded as a positive country full of easy going people
and a country that is very hospitable toward the citizens of the United
States”. American tourists responding in this research concur and report
that they all received a very warm welcome in Ireland and that the people
are friendly and helpful.

Northern Ireland

There was unanimity among participants in this research regarding the
past troubles in Northern Ireland.

Contributors affirmed that, while the
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troubles in the north were a deterrent to Irish tourism in the past, they are
no longer an issue today.

Positive factors affecting attitudes towards the

north include the continuation of the peace process, and the collaborative
efforts of Tourism Ireland and The Northern Ireland Tourist Board in the
promotion of the entire island of Ireland in the international arena without
any distinctions between north and south. While the situation in the north
is relaxed at the moment, respondents still cautioned that, if violence were
to erupt again, the market would immediately regress, particularly in the
current volatile situation of world terrorism.

Marketing Ireland to the American Market

As previously mentioned. Tourism Ireland is now responsible for the
international marketing of Ireland. Operations of Tourism Ireland, for all
international

destinations,

are

controlled

in

Dublin.

With

this

centralization, Tourism Ireland seeks to deliver a united message in the
international arena. The funding allocated to the international marketing
of ‘destination Ireland’ is agreed at Irish Government level. The funding for
the American market varies per annum, but it usually ranges between 22%
and 30% of the overall international budget.

All Tourism Ireland

participants agree that the level of funding is the correct amount necessary
to deliver the required message but, as new opportunities present
themselves, further funding is always helpful.

Managers stress that the

coordination of all marketing activities across the entire industry is
paramount.

Participants in this research believe that it is important that ‘destination
Ireland’ delivers a clear marketing message to the United States market and
suggests that it is essential that the communication mix contains the old
traditional image of Ireland side by side with the new modem cosmopolitan
one,

thereby increasing opportunities.

Respondents espoused that

Americans through the communication message need a variety of reasons
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to visit Ireland, and agencies need an understanding of the psychology and
psyche of the American market.

According to the tourism industry

managers, the American market is segmented using demographics and
psychographics, and the best prospects are identified through market
research. Tourism Ireland managers afiirm that they would like to attract a
high-end target market. Managers in this research refer to their marketing
strategy as “mass marketing”, a term which is used freely by contributors
in this study. Their interpretation of this strategy is to market to the entire
market (all ethnic communities) in the United States within their specified
target through the mass media. Competition in the American market comes
predominantly from the American home market which is highly competitive
as individual states have sizeable tourism marketing budgets.

Other

European destinations also pose major threats, particularly Great Britain
which is the main competitor for Ireland.

From a European perspective,

Ireland is the fourth destination choice for American tourists, where Italy is
first, France is second and Britain is third.
Managers responding in this research widely discussed the more traditional
methods of promotion that were most popular in the past, where the
tourism industry placed much emphasis and relied heavily on the trade
(travel agents and tour operators offering escorted tours) to promote
Ireland. The tour operators are still an integral part of the business, and
their contribution to the industry is now approximately 30% of the entire
business to Ireland. The benefits of the tour operators are realised in the
niche areas, such as golf, fishing, walking, etc., as they outline and specify
all itineraries, schedules, and costs, thereby allowing the tourist to enjoy
their chosen hobby.

Marketing opportunities

The substantial historical legacy of emigration presents a series of long
standing emotional opportunities for Ireland, and a renewed focus on this
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area is advocated by many contributors. Managers believe that there are
opportunities to be gained by linking with the various Irish-American
organisations that currently exist in the United States. These corporations
can stimulate business tourism into Ireland, thus using the many
luxurious facilities available in Ireland. Another opportunity identified in
this research is inadequate repeat business in the United States market.
This research has found there is potential to increase the repeat business
from the United States market as it is currently low.

Presently,

approximately 25% of the American market returns to Ireland; managers
would like to increase this to at least 50%. This research has found that in
the case of CIE Tours Inc, for example, only one in ten Americans return to
holiday in Ireland.

Supporting the tourism literature, this research has

also found that there is an increase in short city breaks. The American is
interested in travelling to Ireland for weekend breaks, with many travelling
for special occasions.
Participants in this study suggested that it may be a novel idea if native
Irish people becoming quasi-ambassadors for Ireland while travelling
abroad.

Participants believe that Irish people should be encouraged to

promote their home country while travelling abroad. Interestingly, one in
eleven Irish people visit the United States each year.

A positive development for Ireland is the increase in the number of passport
holders in the United States. This current study found that the numbers of
Americans holding their own passport has increased to 23% of the
population. This is a noteworthy increase on the percentage of 7% in 1994,
and 21% in 2004, as observed in Chapter 2 of the literature review. This is
significant for the tourism industry as it increases the pool of eligible
travellers in the market. Participants believe that this will impact on the
numbers of travellers to Europe and Ireland in the future.
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The Internet as a Communication Tool for Irish Tourism

All participants in this research affirm that the Internet has impacted on
the tourism industry throughout the world, creating a new channel of
distribution. Arising from the increased usage of the Internet, information
is instantly available, along with the ease of direct booking, which have
increased significantly as a result.

Cost has played an important role in

the development of Internet usage as it has been found that cheaper flights
and accommodation are available online.

The Internet is very popular

amongst American travellers and 75% of those travelling access travel
information through the Internet.

Internet penetration in the American

market is particularly high; therefore, many operators are now competing
with direct access bookings and have moved many of their packages onto
the Internet.

T€nLrism Ireland: The Industry Viewpoint
The operations of Tourism Ireland in the United States market are
considered to be at an optimum level. Operators in the market relay that
they receive considerable support in America from Tourism Ireland.

One

suggestion arising from this data is that a better mechanism needs to be
established in order to increase the flow of intelligence to and from the
marketplace, which should result in an enhancement of the product.

Aspects of the operation where improvement could be achieved include:
offering more assistance to operators when promoting directly at trade
shows in the United States market; regaining more control of the Gulliver
booking system which is now operated entirely and controlled by a private
enterprise; establishing and taking more control of advertising campaigns
by other companies where Ireland is advertised “on the cheap”, with
corresponding damage to the brand.

Participants are very critical of the

lack of control that Tourism Ireland exerts over other companies which
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advertise directly into the market and suggest that Tourism Ireland needs
to address this issue.

This confirms a previous finding whereby it is

considered urgent that ‘destination Ireland’ enforce one communication
message in the American market place.

Another area of improvement

identified in this research is the enhancement of coordination between the
public and private sector. Some participants voice a need for more genuine
partnership structures between the private sectors and the tourism bodies
in order to progress the industry. This research believes that, as a result of
such improved structures,

advantage would accrue to the Market

Information System (MIS) and impact favourably on the product.

The Tour Operators
As previously cited in this study, the distribution channels for the tourism
industry have radically changed due to the easy access of booking online.
The Internet has provided a new channel for booking all aspects of travel
and has revolutionised the tourism industry. With the corresponding rise
in independent travel, the tour operators have suffered a decline in
business.

Although,

tour operators

are

competing in a dynamic

environment, contributors affirm that they are still a vital component of the
Irish tourism industry; particularly, the hotel sector.

Their benefits are

mainly attributed to the perceived “no risks” element of the trip by the older
demographic, together with the benefits of all travel arrangements,
eliminating the problems of car hire and the exclusion rules by the car
rental companies for the 65+ bracket.

Although the FIT element of the

market is growing, many of the older demographic still desire a holiday in
Ireland.

Members of this demographic are more comfortable partaking in

all-inclusive tours. Tours also provide exclusive luxurious packages, which
are appealing to the American market. An interesting finding arising from
this study is that the ageing American market has a desire to bring their
extended family back home to Ireland to the land of their forefathers. This
creates a further need for the tour operator, as families prefer to take
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organised tours.

The findings of this research suggest that, in order to

compete effectively in the American market in the future, the tour operators
will need to enhance their product by adding more “things to see and do” to
their packages. The operators will need to embrace new channels and turn
them to their own advantage, by engaging in creativity and innovation. An
interesting finding arising from this study is that there is a need for more
inclusive European tours where Ireland features as a destination, thus
exposing Ireland to a broader client base.

The American Tourist Market
The American market delivers 12% of all visitors to Ireland and 16% of all
holidaymakers and is second to the United Kingdom in term of importance
to the economy. The key contribution of the American tourist is realised in
terms of spend per capita, where the expenditure is two and a half times
the amount spent by the British visitor. The Irish tourism industry cannot
survive without American tourists and this has been exemplified in the
past, when, due to extraneous factors in 2001, Irish tourism suffered the
ominous consequences of cancellations from the American market.
Interestingly, this research has established that Americans not only
contribute to city tourism, but also enjoy travelling into the regions and are
inclined to travel into the rural boroughs of Ireland. The American market
cannot be taken for granted as was demonstrated in 2005, when there was
an expected growth which was not realised.

The need to develop the

European packages is reiterated as a means to entice more Americans to
travel to Ireland.

Participants affirm that Americans fmd the notion of a

European tour more satisfactory and are content to include Ireland in an
all-inclusive package.

As Ireland is not a first choice for the majority of

Americans, these packages would be of immense benefit to the Irish
tourism industry, but a more coordinated approach is needed to entice
more Americans to travel to Ireland as part of a package.

The need for
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creativity and innovation in marketing practices was noted amongst
respondents to sustain and stimulate this market in the future.

The Needs and Wants of the American Market

The needs and wants of any market are not static and the American tourist
market is no exception.

Correct identification coupled with a pertinent

understanding of the needs and wants of any market is paramount to its
success. Needs of the American tourist identified in this research include:
a demand for higher-end accommodation, both in hotels and guesthouses;
availability of first-class restaurants; spa resorts; better access into the
regions; cultural and heritage tours; a development of roots tourism; more
availability of short breaks; a desire for more variety in activities and
experiences for more “active older travellers” in packaged holidays; value for
money and added-value; and an increased interest in sports tourism.
Participants believe that there is a need for continual development of the
product range in order to prevent stagnation and ensure sustainability of
the Irish tourism industry in the future.

Americans Travelling to Ireland to Play Golf

Golf tourism is a vital component of the Irish tourism industry and is worth
€175 million per annum.

The American component of golf tourism in

considered by participants to be the most stable and reliable in the market.
The findings of this study indicate that the golf industry has expanded
directly as a result of high demand and, consequently, Ireland now offers
numerous golf courses, many of which are elite. Ireland is now established
as a world class golf destination and is second to Scotland as a desired golf
destination by American golfers. Participants believe that competitiveness
will be a core issue in the future, and the long term sustainability of the
industry lies with Ireland remaining competitive. The hosting of the Ryder
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Cup in 2006, presents Ireland with an unrivalled opportunity to promote
‘destination Ireland’, as this event has a potential worldwide audience of
one billion viewers in 150 countries.

The Importance of Competitiveness for the Irish Tourism
Industry

The primacy of the issue of competitiveness for the Irish Tourism industry
was espoused by all participants in this research. With the introduction of
the euro, the transparency of the costs involved in the travel and tourism
industry became immediately apparent, resulting in competition becoming
more intense. Ireland is positioned in the United States market as a highend destination and this contributes to the difficulty of competing against
the challengers in the marketplace.

Participants in this research believe

that Americans are satisfied with the perception and positioning of Ireland
as a destination, and many contributors suggest that the costs involved go
unnoticed, although other participants suggest that this is a naive stance.
While the satisfaction ratings relating to costs have increased, value for
money is still regarded as a positive characteristic of any holiday
destination. Respondents believe that negative reactions are linked to the
purchase of goods while in Ireland as opposed to the cost of the initial
purchase of the holiday.

An interesting suggestion emerging from the data is the development of a
centralized official grading system for restaurants, thus enabling a
standardised structure whereby bistros could be graded at a three star
rating, and high-end gourmet restaurants at a five star rating. This grading
would forewarn clients of expected price and standard ranges, thus
eliminating disappointment in terms of quality, standard and price. This
research found that many elements of price such as insurance and VAT
charges are outside the control of the tourism industry and are inevitably
passed on to the tourist.
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This research found that Aer Lingus has responded to the competitive
market and are committed to delivering low-cost air fares into the market.
While other participants welcome this strategy, there is an expressed
concern about the depletion of the prestigious trademark of Ireland due to
a misguided “cheap destination image” in the communication mix.

As

already stated in this study, tighter control of the communication message
is urged by the private sector to ensure that irreparable damage will not be
done to the current existing image of Ireland.

Other contributors blame the media for implanting negative high-cost
images of Ireland abroad with the use of terms such as “rip-off Ireland”.
This term was supplied by the Irish media and many contributors believe
that it is not justified. All participants espoused that it is critical that the
Irish tourism industry exemplifies a decisive, cohesive, and strong brand
image in the international arena.

The Contribution of American Tourists to Ireland

The American tourist is essential for Irish tourism as Americans stay
longer, spend more money, buy more products, use more spa and golf
resorts,

constitute

the

main

clientele

of

high-end

luxurious

accommodation, and are the most likely of all tourists visiting Ireland to
explore the regions.

Tourists from other destinations cannot supply

adequate tourist numbers at the higher end of the market.

American

investment is paramount in local economies as Americans are disposed to
the purchase of luxury items. The hotel sector has responded positively to
the American demand for luxury hotels and Ireland has seen the
development of new hotel chains in response to growing demand in this
sector. Participants believe that there are further opportunities to expand
on the existing market base.
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Motivating Factors for American Tourists to Travel to
Ireland

American tourists are primarily motivated to travel to Ireland because of
the people, pace and place.
Irish people irresistible.

Americans fmd the Irish landscape and the

They also believe that they will receive a “very

warm” welcome in Ireland while enjoying an authentic Irish experience. An
interesting finding emerging from this study is that Americans perceive
Ireland to be a safe destination and expect to encounter a simpler happier
way of life. This research has found that the people pace and place can be
further sub-divided into components of the overall tourist experience. The
exponents of Irish music, culture and heritage in the United States have
differentiated Ireland as a destination and significantly contribute to its
value as a viable destination.
experience,

this

research

Reflecting the historical emigration

revealed that a significant motivator for

Americans is the concept of ancestry: they longed to fulfil a lifelong destiny
by travelling to the land of their forefathers and actualise the tales that
nurtured their youth. While many Americans have some documented bond
or connection with Ireland, respondents in this research believe that
others, who have no identifiable link, still try to create a connection; this
grouping is referred to as the “wannabe Irish”.

Historical interests and sites also emerged as tourism motivators in this
study. Many Americans desire a retrospective experience, gazing to Ireland
for their past history. Contributors suggest that there is an opportunity to
further expand on the historical sites that are currently accessible to
tourists by including some famine sites and memorabilia. Americans are
also motivated to travel to the country after viewing a movie filmed on
location.

As Ireland has enjoyed considerable success in movie terms,

there may be an opportunity to further enhance this aspect of tourism.
The American demographic are also motivated by activity holidays and the
attraction of golf, in particular, has been found to be extensive.
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Religious tourism is a new aspect of the product emerging from the data,
and participants believe that this is a product that can be expanded and
developed.

As a result of world terrorism, there is a renewed interest in

religion and core values, with an ensuing demand for retreats; Ireland has
the benefit of being able to offer such facilities.

Participants further suggest that the power of “word of mouth’ cannot be
underestimated as a motivator to travel and many Americans have been
lured to travel to Ireland because of affirmative accounts of the destination
from friends and relatives; the reinforcement, therefore, of this positive
phenomenon is important in the overall communication message.

The

American market constantly needs innovative and distinct motivators for
choosing Ireland as a destination

Longing

and

Belonging:

American

Ancestry

and

Connections
Americans yearn to belong and many return to Ireland to define and inform
their lineage, explore their heritage, connect with the past and find their
personal antecedent history.

Genealogy has emerged in this research as

one of the top ten leisure activities of Americans and many Americans
travelling to Ireland inquire of their hosts how to obtain information on
ancestry.

As outlined in Chapter 2, Ireland has a long tradition of

emigration to the United States. Today, the tourism industry is presented
with an opportunity to structure the development of ‘Roots Tourism’. There
are 40 million Irish descendents in the United States and fifty per cent of
all visitors to Ireland claim Irish ancestry. In this research, 70% of tourist
interviewees acknowledged that they would aspire to discover their Irish
lineage in order to experience fulfilment. Researching one’s ancestry is a
difficult process in Ireland as there are no obvious structures currently in
place.

Participants believe that there is a need to develop a user-friendly

system whereby introductory research could be initiated via the Internet.
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Although there is a genealogical link on the Tourism Ireland web site, much
of the necessary and relevant data is not currently available online. There
are many sites that encourage one to employ genealogists, but appropriate
research could be undertaken online by interested parties if data was made
available. This, in turn, would translate into visits to Ireland as a followthrough at a later date.

This research reveals that there were unsuccessful attempts to establish a
roots product in the past, but no workable, comprehensive scheme
materialised.

Participants believe that tourism organisations have not

taken ancestry seriously and could offer superior assistance by providing
opportunities for the regional tourism authorities to become involved at a
local level. Participants suggest that there would be high demand for such
a product, especially what this research has termed light-touch’ roots
tourism where interested parties could visit a locality, church, or graveyard.
As the tourism industry is constantly seeking new ideas, light-touch’ roots
tourism offers an opportunity for capitalisation. Ancestral tourism affords
the added prospect of attracting visitors into the regions.

Bonds Between Ireland and America

There is a strong relationship between Ireland and the United States.
These bonds are deep rooted and fervent, and several participants jocosely
refer to Ireland as the Sl^t State.

Irish-Americans state that they feel

privileged to be Irish, as their Irish-ness instils pride and a sense of
patriotic bonding. These bonds exist predominantly because of the history
of anguished separation and emigration from the ancestral homeland,
resulting in

empathy

of shared pain

between

the

two

countries.

Contributors believe that former United States President Bill Clinton was
influential and instrumental in rekindling links between both countries in
recent times, and the attention given to the Irish diaspora by former Irish
President Mary Robinson and current President Mary Me Aleese was also
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significant.

Participants believe that these links are evident and strong

today, driven by the “clannish” tendencies of both the early emigrants and,
more recently, the late emigrants, the “New Irish”.

The “New Irish” are

expected to carry on the traditional links between both countries.

This

group accounts for the Visiting Friends and Relatives (VFR) aspect of the
tourist market, because they benefit from superior access denied to early
emigrants.

A strong correlation has been found between bonds with the

motherland and cultivating the native music and culture, and IrishAmericans have been responsible for fostering Irish culture and traditions,
through festivals such as the Rose of Tralee.

Contributors believe that

being raised in a diaspora creates a cocoon of Irish-ness.

Famine Memories and American Tourists
Although emigration existed prior to the famine in Ireland, this epoch in
Irish history experienced the largest exodus, resulting in the Irish firmly
establishing roots in the new host country. An overwhelming majority of
Irish Americans can trace their ancestry back to Famine times. Although
total assimilation was encouraged by the Irish in the host country, Irish
culture was not lost as it was a possession cherished by the Irish, resulting
in its translation into the new host society. This culture became a “badge
of identity” for the Irish in America. Famine memories are entrenched in
Irish-American

society,

particularly through historical literature and

anecdotal writings, and this has led to a profound interest m this catalytic
moment in the history of both nations, with an enduring interest in visiting
the country of origin.

Participants in this research believe that there are

opportunities to develop the historical aspects of this tourism product, by
translating the sense of past identities into active marketing opportunities.
Respondents agree that famine sites deserve appropriate attention, and
require suitable information facilities to fuUy illuminate this significant
human catastrophe affecting the lives of both nations
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Business Connections between Ireland and the United
States

Ireland is the second largest recipient of United States investment dollars.
Participants state that, in the past, even if Ireland was considered
restrictive for business enterprise, Irish Americans still invested in the
homeland on account of nostalgia and an inherent sense of debt. Today,
many Irish Americans are to the forefront of corporate America and this
has benefited Ireland, as they are favourably disposed to doing business
here and establishing bases.

Ireland provides an ideal destination for

incentive travel and conference business, as Ireland is viewed as an “escape
valve” for many executives.

The fashionable aura of a destination

influences decision makers, and presently Ireland has gained such a
status. These business and incentive trips cire an important component of
the Irish tourism industry as they tend to be high-end and lucrative, as
many participants have a tendency to combine a leisure night with the
business excursion. The tourism industry is now consciously capitalising
on this market and has recently embarked on a branded strategy for
business tourism, as the social links and the business philosophy are
perceived to be key unifying forces between both nations.

A Different Ireland to that of our Ancestors

Participants in this research affirm that Irish society has changed to that of
a new work-driven, cosmopolitan, consumer-based society, where the easy
pace synonymous with Ireland in the past is not as apparent. This is partly
the result of demographic changes, where Ireland, Uke many other
European countries, has experienced the migration of youth to urban
centres, although respondents do not agree that Ireland is merging into a
European culture. Many participants suggest that the real Ireland is to be
found in Dublin, as the majority of the population resides there.

Some

participants suggest that Americans are not cognitive of this change as
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many are first-time visitors, while other contributors refute this and state
that the changes in Irish society are blatant. The findings in this research
indicate that there is a defmite shift in the perception of Ireland as a
destination.

This research has found that while the cities in Ireland,

particularly Dublin, have a fast pace of life, the traditional image of Ireland
is still abundant in the west and participants believe that the core
characteristics of the product have not altered radically. Americans, who
have a desire to view this image first-hand, need to be encouraged into the
regions.

It is therefore necessary for the communication message to

coincide with this image.

Some contributors are critical of the image

portrayed of Ireland abroad and believe that the promotion of traditional
icons, such as leprechauns and shamrock, is not sustainable. ‘Destination
Ireland’ must update its image. As already stated in this study, regional
tourism is in decline, and there is a correlation between this and the
communication of Ireland in the target markets. A more inducing picture
of the regions is necessary with an emphasis on the quality of both pace
and people.

Offering stage-Irish events will not sustain the future of the

industry and respondents believe that it is detrimental to the overall image
of Ireland to promote an Irelaind that has no bearing with today’s reality. It
is more beneficial to strengthen the image of welcome and hospitality, as
this is regarded as an essential component in the publicity package. Many
participants believe that Americans are interested in an “old Ireland with
new clothes”. A mix of emotional and experiential benefits are the future of
the industry, together with powerful messages that reflect a real Ireland —
one that is economically successful, but still rooted in its traditional
culture.

The Pan-European Face of Irish Tourism

The warmth of the Irish welcome is consistently cited as a motivational
factor for the potential tourist. Today, the Irish welcome is delivered in the
hotel and catering industry by many foreign nationals who represent 22%
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of the tourism work force. Ireland is not uniquely experiencing this work
phenomenon, but it is likely to become even more unyielding in the future.
With the growth projections established for Irish tourism, there will be a
substantial shortfall of staff; therefore, the service providers are grateful to
have foreign nationals delivering the product. Tourism has traditionally
struggled with negative perceptions of employment practices and
conditions, but the account of successful tourism enterprises is one
that is largely about people and the delivery of a premium quality
tourism service, together with the creation of an outstanding customer
experience.
tourism

This is dependent entirely on the people working in the

industry.

The

recruitment,

management-training,

and

education of foreign nationals is essential to the success of delivery.
The people working in tourism have the potential to move the industry
along the challenging growth path that has been outlined by the industry to
the end of this decade. Foreign nationals are considered by participants to
be beneficial, professional and friendly, although they deliver a different
tourist experience.
This research has established that Americans, in particular, have a
preference to connect with native Irish in front-line positions, but this is
becoming increasingly difficult to deliver. LxDcal knowledge and traditions
are particularly important and this may be achieved somewhat through
intensive training. Training by providers of further and higher education
will have to be intensified as the industry builds itself into the future.
The Irish tourism industry, therefore, must look to the people working
in the industry to serve as a principal source of competitive advantage.
Participants stress that it is the quality of the delivery that is noteworthy
and not the nationality of the agent. The “people” aspect of the tourism
product has been redefined in this study as “hospitality, treatment, and
experience”, i.e., a warm welcome delivered by foreign nationals but in Irish
style.
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6:2

A Model of Irish Tourism: An American Experience

Figure 6.1 presents a model of the broad thematic areas from the empirical
data, to provide a diagrammatic and S3moptic overview of the study. An
analysis of the perceptions gathered from participants allowed for these
thematic approaches to emerge, representing issues intrinsic to the practice
and theory of the Irish tourism industry as identified in this current study.
The model provides an overview of the current study’s original contribution
to the dearth of literature on the Irish tourism industry particularly in
relation to the American tourist.
The findings of this study investigate the connections and bonds that exist
between Ireland and the United States and how these bonds translate into
tourist numbers from America.

From a detailed examination of the

American tourist market into Ireland, other issues emerged from the data
and these are reflected in the model.

A number of recurring views and

practices emerging from the current study, however, provide thematic
commonalities that further studies should usefully build upon.

In

summary, the strong bonds between the United States and Ireland found in
the literature were substantiated in this current research, where it has
been suggested that both countries enjoy a “big brother, small brother”
affiliation.
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Figure 6.1

The American Tourist Experience in Ireland

The American
Tourist Experience

Restricted Access
International
+ Regional

Traditional Image

Traditional Image

Traditional Image

Welcoming/Friendly
Bonds/Family/Lineage/
Heritage/Culture

Easy/Rural/Traditions
Cultural Events/Festivals
Leisure Pursuits/Escape

Safe Destination
Landscape/Heri tage
Historical Sites

Modern Image

Modern Image

Modern Image

Service Delivery
Foreign Nationals
Busy Society

Lively/Urban/Modern
Cosmopolitan Style
Music

Sporting Activities/golf
Luxury Hotels/Spas
City Attractions/Fun

The Desires of American Tourists
Ease of Access into Ireland and Rural Areas
Light-Touch Roots Tourism
More Access to Historical Sites
More Things to ‘Do and See’
More Pursuits for Older-Actives
More Innovative Tour Packages
Religious Retreat Destination
Weekend Breaks for “Cash-rich-time-poor”
A competitive destination
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6:3

Twelve Propositions
Findings

Based

on

Empirical

The anal3Ticai approach (Easterby-Smith et al.., 1991) adopted in this study
offered a way of attending in detail to the large amounts of qualitative data
collected, in order to systematically develop thematic groupings of the
observed phenomena.

It allowed the discovery of theory from the data,

from which a number of propositions emerged concerning the relationships
between a number of key determinants and the Irish tourism industry.
These propositions which may be tested in the future research are
presented below.

These propositions have two purposes: (i) they furnish

synopses of major thematic areas, and (ii) they invite further exploration
and development in future research.

International Access

Proposition 1: Inadequate transatlantic carrier access and geographical
availability continue to restrict the tourist industry potential.

A major difficulty articulated by interviewees is the lack of adequate air
service between the United States and Ireland, This problem has its origins
in the restrictive practices governing flight exchange between the two
nations. On the one hand, for each American plane landing in Dublin, one
has to land in Shannon, and, on the other hand, Aer Lingus has strictly
limited access to airports in the US.

While this problem has now been

addressed with a new bi-lateral agreement, which will see the termination
of the compulsory Shannon stopover phased out by 2008, all interviewees
agree that direct international access is the key to a successful island
tourist industry.

Specific attention was drawn by several respondents to

the lack of direct transatlantic access to the southern regions, given that
Cork Airport, for example, has no direct access from the US. The overall
area of transatlantic air access needs close monitoring, control, and
strategic management.
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Regional Access

Proposition 2: The urban/rural tourism divide will continue to grow
unless both access and marketing are proportionate

Analysis of the data confirms that, although tourism is steadily growing in
the urban areas, rural areas have been experiencing difficulties. The bed
and breakfast sector, in particular, has been suffering a decline in revenue
and visitor numbers.

Many respondents attribute this downturn to the

difficulties experienced by travellers in accessing the outl3dng areas,
especially by road and public transport. The accepted dilemma is respect
for the environment versus highways.

The overemphasis, also, in recent

international marketing literature, on portraying Ireland in an all-island
capacity without adequate reference to the regions has further frustrated
regional tourism authorities in their efforts to promote their respective
attributes and attractions.

Value for the dollar

Proposition 3: The exchange rate between the dollar and the euro is now
so transparent that value for money will be a major factor in travel
decisions for the United States tourist.

It is affirmed by industry leaders that we have entered a new era in
competitiveness with the introduction of the euro as a common currency
throughout most of Europe.

Ireland, as a destination, can be measured

directly against its European counterparts in terms of value for money.
Respondents suggest that there is considerable competition from within the
United States domestic market, where the weakened dollar has no evident
affect on pricing. The Irish tourism industry will have to be more cognisant
of parallel costs to the traveller within the United States, while also
monitoring comparative costs in Europe generally, in order to be seen to
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deliver value for money to a discerning tourist in a very competitive market
place.

Terrorism

Proposition 4: Fears for personal safety will keep the American tourist
at home.
When Americans feel threatened, they opt to stay in their own country,
rather than holiday in foreign countries. All respondents agree that Ireland
is perceived by Americans to be a safe and welcoming destination.

It is

essential, therefore, that Ireland not only transmits a safe message in its
publicity but, more importantly, that it steadfastly strives to remain a safe
place, through the effective control of domestic crime and the eradication of
threats from national or international subversive elements.

Emotional Attachments

Proposition 5: Clearly identifying the emotional stimuli would allow the
tourism

industry

to

properly

facilitate

and

exploit

their

full

commercial implications.

Seventy per cent of American tourists interviewed in this research indicated
their desire to discover further information on their Irish ancestry. This is
understandable, in recognition of the historical legacy of emigration which
allows forty million Americans to claim Irish family connections.

This

research, however, affirms that it is difficult for the average lay-person to
undertake genealogical investigation. There is an urgent need to streamline
the operation and service the availability of genealogy records through the
Internet. Findings in this research indicate that, in addition to those who
have reasonably accurate knowledge of their ancestors, there are those who
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have no specific knowledge with which to initiate a search. Many have only
information of a general geographical nature such as townland, county,
province, or even country.

This grouping has been identified in this

research as a niche market that has a need to visit where their ancestors
originated and where they might sense a belonging.

While they do not

require intimate interaction with relatives or connections, they enjoy what
this research terms as some ‘light-touch’ roots tourism.

This sector has

considerable potential within the general demand for roots tourism.
Respondents confirm in this study that roots tourism in Ireland is under
serviced

and

insufficiently

recognised,

considering

the

well-defined

historical legacy of emigration and separation, with its corresponding
psychological

traits

of

emotional

longing

and

belonging

that

are

consistently mentioned by many Americans.

Culture as a badge of Irish-ness
Proposition 6: Irish culture,

especially music and dance,

is an

embraceable global phenomenon which can be worn like a fashionable
badge of Irish-ness and marketed globally.

Ireland has a culture and heritage that is appealing to Americans.

This

experience has been vddely proven over many years with the successful
export to the United States of performing acts in the disciplines of diverse
genres of music, dramatic arts, and dance productions.

In recent years,

U2, Riverdance, and The Irish Tenors have all enjoyed exceptional success
and generated substantial publicity for Ireland around the world, and
particularly, in the United States. It is considered trendy among Americans
to embrace Irish cultural phenomena. As a result of this taste of Ireland,
Americans feel compelled to visit the origins of this culture in Ireland itself.
There is considerable scope within the marketing remit to amplify this
identification with representatives of cultural excellence, especially when
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targeting a younger demographic which is under-represented among tourist
statistics.

Ireland as a healthy option

Proposition 7:

Promulgating the image of Ireland as a land of clean

environment, splendid golf courses, and luxurious spas will pay
dividends by attracting the high end of the market.

Many respondents refer to the green, clean image as one of the
embellishments and enhancements that Ireland has traditionally enjoyed
as a destination. In recent years, the industry has successfully moulded
the landscape into numerous top-level golf courses together with many
luxurious hotels and health spas. Industry leaders agree that, for the
American tourist, such facilities are a distinct attraction, and that, pro rata,
it is the American tourist who is the key supporter of this luxurious sector.
It is recognised that society in the United States has become increasingly
health conscious in present times, and Ireland has an opportunity to
market itself as a healthy option with the necessary ingredients to promote
physical, mental, spiritual, and emotional well-being. There is an onus on
industry leaders to exert pressure on relevant state authorities to safeguard
the environment and to protect the natural assets at our disposal.

A Younger Demographic

Proposition 8: Targeting a younger demographic is central to ensuring
repeat business.

Tourism Ireland managers in this research indicate that Ireland only enjoys
moderate repeat business from the United States market. Managers in this
research state that they would therefore like to increase the rate of return
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in t±iis market. Industry leaders in this research affirm that there is a need
to focus on the younger demographic. It is essential to offer viable reasons,
diverse attractions, and desirable experiences to this sector of the
population in order to encourage them to travel to Ireland. This will require
renewed creativity from marketing managers in order to penetrate this
demographic level, and concentration from industry providers to supply an
appropriate experience which will encourage the visitor to make multiple
returns. It is accepted that cultural events and activity-based holidays are
especially attractive to this younger demographic, while also proving
increasingly sought after by the traditional 40 to 70 year old grouping.

World-wide Advertising
Proposition 9: A comprehensive employment of the unprecedented
reach of the Internet will afford Irish Tourism limitless opportunities
for new business.
The ability of the Internet to deliver informational data and graphical
images to a universal audience has provided tourism marketers around the
globe with a versatile, accessible, and powerful tool. For a relatively small
island-tourism economy like Ireland, it is a particularly useful facility. Its
potential is far-reaching as it allows Ireland to harness the capability of a
vast advertising engine heretofore only available to large tourist economies
with budgets of scale. It is accepted by all respondents that the Internet is
the key to future growth.

It is particularly fortunate for Tourism Ireland

that Internet usage in the United States is especially high and allows
Tourism Ireland a unique opportunity to actively promote Ireland to a
limitless customer base.
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Informal Ambassadors

Proposition 10:

Eivery Irish citizen who travels abroad represents

Ireland and has the potential to be an agent for promotion of Ireland

The traditional image of the Irish as a warm, welcoming, fun-loving people,
who enjoy music, sport, literature, drama, and a variety of leisure pursuits,
is still prevalent today. This research affirms that the Irish are generally
accepted abroad as good and informal ambassadors who live up to their
positive image and deliver a favourable impression of our country.

The

Irish who travel to the United States should be encouraged to promote
Ireland to the Americans, and that many Americans are propelled to visit
Ireland after conversations with Irish people that they meet casually in the
United States.

There is evidence that additional scope exists to improve

consciousness among the travelling Irish of this valuable role, and efforts
can be made to harness, in a creative practical form, this apparent
willingness to sell Ireland through Living advertisements.

The European Package

Proposition 11: An alignment with other European destinations should
be of merit to Ireland, offering flexibility to long-distance travellers.

Contributors to this research believe that there is a need to expand the
distribution channels by offering an opportunity to large-scale European
tour operators to include Ireland in their itineraries. There are not enough
tour operators distributing and selling Ireland in the United States and the
tour-operator base has not changed in thirty years.

Respondents believe

that future growth will be achieved only if the industry succeeds in tapping
into competitive channels that offer the flexibility to visit multiple
destinations within the one transatlantic trip. The correct positioning and
maximum inclusion of Ireland in European packages should inject new life
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into the package holiday market segment and, considering that 30% of
American tourists arrived as part of a package holiday in 2005, it is clear
that the sector has further potential.

The Tour Operators are long-term allies of the tourism industry

Proposition 12:

Tour operators are an important component in the

overall tourist dimension.

CIE lours Inc claim that it spends more per annum on marketing activities
in the United States market than Tourism Ireland.

There is agreement

among respondents that the tour operators form a vital part of the
infrastructure and bring added value to the marketing mix in terms of
product offering and additional promotional activities. Tour operators are
particularly effective in the area of niche marketing in that they are capable
of tailoring specific tours to service particular wants and needs, whether
the interest is in hiUwalking, goif, horse-riding, or developmental markets
such as religious tourism.

The fluctuating value of the dollar is not

immediately apparent when the bulk cost of the excursion is paid in one’s
own currency to a tour operator as a known cost. Although, the traditional
package holiday, which targeted the lower, cost-conscious end of the
market, has suffered a decline in recent years, there is renewed interest in
the high-end market. Tour operators will need to address their product in
order to adequately respond to market needs, and to ensure their viability
both among an ageing demographic and a younger active demographic in
the United States. Tour operators should prove to be a versatile gateway to
an Irish tourism experience for the American tourist.

A selective and synoptic overview of thematic areas from the interview data
is represented in diagrammatic form in the following section.
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6:4

Thematic Framework of the American Tourist
and Ireland

Table 6.1 presents a summary framework of the broad thematic areas from
the research findings. These summaries emerged from the empirical data
gathered from all interviewees in the current study. Analysis of the views of
all participants, both professional and tourists alike, allow for a summary
of the empirical data relating to the American tourists and Ireland.

A

number of recurring views and practices have emerged, which provide
thematic commonalities that further studies could usefully build upon.

The summary framework provides an overview of the current study’s
original contribution to the relatively meagre quantity of literature
specifically relating to the American tourist and the Irish tourism industry.
The following table provides a diagrammatic summary of theories espoused
and theories-in-use by participants in the current study.
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Table 6.1

SUMMARY FRAMEWORK OF RESEARCH FINDINGS

TOURISM AND THE IRISH ECONOMY
Tourism is the largest earner for the Irish exchequer.
Tourism contributes over €5bn to the Irish economy
— more than €4bn from foreign revenue and €1.2 bn in domestic revenue.
Tourism accounts for 60+% of Ireland’s service exports.
Tourism expenditure generated 4.2 per cent of GNP in 2004.
Tourism supports more than 150,000 jobs in the Irish economy.
The budget for Tourism Ireland in 2005 was €4.8m.
25% of Irish hotel bookings are now made online.
Ireland now receives over seven million visitors per annum.

STATISTICAL SUMMARY OF AMERICAN TOURISTS IN IRELAND
About one million Americans visit Ireland annually.
Americans spend c. €850 per capita, i.e., 60%-70% more per capita than other tourists in Ireland.
Americans in Ireland account for 12%-15% of tourist numbers but contribute about 25% of total
tourism earnings.
2005 witnessed a 7% growth in American tourist numbers in Ireland.
The average stay for American tourist in Ireland is c. 10 nights.
Americans make about 200,000 golf-tour visits to Ireland annually.
70% of interviewed Americans are interested in genealogy tourism.
25%-30% of Americans pay return trips to Ireland.
24% of American tourists in Ireland visit a friend or relative.
75% of all American tourists use the Internet to access travel information & prices.

INCENTIVES FOR AMERICAN
TOURISTS IN IRELAND
Direct flights to Ireland
Historical sites
Family links
Genealogy research (Americans’ second most
popular hobby)
Religious Retreat Destination
Attractive rural scenery
Heritage sites
Irish culture
Perceived friendliness of Irish people
Perceived leisurely lifestyle
A safe place for Americans

DIS INCENTIVES FOR POTENTIAL
AMERICAN TOURISTS
•
•
•
•
•

Limited air-route access points from the
United states
Limited air-route direct access points
throughout Ireland
Fear generated by international terrorism
Relative weakness of dollar to strong euro
Recent decrease in Irish emigration might
reduce genealogy/acquaintance-based
tourism visits in the long term.

AMERICAN TOURISTS: GENERAL POINTS
Irish-Americans make up the second largest ethnic group in the US.
More than 35 million (31%) US citizens have Irish roots.
American tourists generate 10% of world GDP.
Americans account for 12% or world tourism.
Only 23% of Americans possess a travel passport.
Annually, 14m Americans visit Europe, their preferred foreign destination.
Italy is the number one European destination for Americans; Ireland is ranked sixth in American tour
visits to Europe.______________________________________________________________________
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6:5

Agenda for Future Research

This study offers new platforms or reference points on which further
research on the Irish tourism industry can build. The findings provide a
contribution from thirty-three interviewees on the importance of the
American tourist to Ireland, thus addressing the dearth of empirical
research on connections between Ireland and the United States from a
tourism perspective.

The findings in this study can be used by

practitioners in the field of tourism, by students of hospitality and catering,
and by professional researchers.
The predominant focus of previous research studies into the destination
marketing of Ireland was on ‘people, pace, and place’. Much research had
been undertaken by Failte Ireland in the form of the visitor attitude
surveys. The Visitor Attitude Survey is conducted in order to establish the
expectations and preferences of visitors to Ireland.

In addition, other

authors have written extensively on the subject of an ‘Irish Welcome’ or the
‘Cead Mile Failte’.

Although this is a much researched topic amongst

authors, further research needs to be done on a continuing basis, as it is a
human phenomenon that is constantly changing, as identified in this
current study. This arises from the reality that, like all consumer products
and services, people’s attitudes, needs and wants constantly change.
Future research could concentrate on how the Irish, as a nation, could
invest in their own future, and become more ‘tourist aware’, thereby,
recognizing tourism’s contribution to the Irish exchequer. Further research
could explore methods and incentives on how to motivate the Irish as a
nation to become more welcoming and more tourist sentient.

As identified in this study, the Irish tourism industry suffered major
repercussions from extraneous factors in 2001.

At this time, the Irish

tourism industry did not have any contingency plan to cope with the crisis
that arose.

Unforeseen circumstances are always depleting, especially if

there is a lack of contingency planning.

International factors, such as
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worries relating to health: for example, the SARS virus and, currently,
avian flu, pose threats to the tourism industry. Americans in the past have
displayed negative reactions to threats relating to health, and if a flu
epidemic were to spread to Ireland, the consequences could be devastating.
Further research into the area of contingency planning would merit
extensive research, as the lack of contingency planning had a real impact
on the Irish tourism industiy at the inception of the latest Foot and Mouth
outbreak, and post 9/11, 2001. An assessment of strategic planning and
implementation for the tourist industry could form the basis of research,
with particular reference to extraneous and adverse factors.

Participants in the current study, reflecting O’Mahony (2005), suggest that
the filming of movies on location in Ireland has contributed to the
awareness of Ireland abroad.

In particular, according to Khan (1998: 3),

movies such as The Quiet Man, Ryan’s Daughter, In the Name of the Father,
and Michael Collins, etc., inspired Americans to visit Ireland, particularly
the locations where these movies were filmed. Some of the interviewees in
this current research mentioned the importance of the film industry to
tourism, and noted that New Zealand has enjoyed increased visitors from
abroad as a result of the filming of The Lord of the Rings on location there.
The impact of the film industry on creating motivational desires to visit
locations cannot be underestimated. According to Bly (2006b), for example,
American audiences are so “smitten” with the scenery in the movie
Brokeback Mountain that Wyoming’s tourist office is currently “fielding a
bonanza” of calls and e-mails from potential visitors to the state.

Bly

(2006b) further states that location vacation packages are now offered
which are keyed to site locations featured in films. The movie Pride and
Prejudice, for example, on its dot-com site is featuring tourist information
on the areas where it was filmed, in Derbyshire and Lincolnshire, England.
The Irish film industry continues to perform well internationally; for
example, playwright Martin McDonagh won an Oscar on March 5, 2006 for
Six Shooter which won hest live action’ short film at the 78th Annual

608

Academy Awards in Hollywood. The Irish Government has now improved
the conditions for investment in the Irish film industry by raising tax relief
on investment in film from €15 million to €35 million.

The cap on

e^qDenditure qualifying for tax relief under Section 481 was raised from €15
million to €35 million in the Finance Bill (www.arts-sport-tourism.gov.ie/).
Further research into the merits of the film industry and its importance for
tourism would therefore make an interesting study, as movie-induced
tourism can have a profound impact on the potential location development,
and also create a strong desire and need to visit a specific region.

As identified by some of those interviewed, there is a downturn in the
number of tourists accessing the regions. In the past, the tourism industry
did not promote regionalization, as Tourism Ireland did not promote one
Irish location above another.

As already discussed, the sole function of

Tourism Ireland Limited is to market Ireland as an entire island, and not
on a regional level. The regions are arguably suffering as a result of this
strategy. An assessment of the Regional Tourism Authorities would be an
interesting study in order to ascertain their contribution to the Irish
tourism industry at a local level, and also to establish if, in the future, they
should be allowed more autonomy. Participants in this research identified
the need for further product development of the core products.

New

research could further explore the role that the Regional Tourism
Authorities could play in new product development, particularly the
development of a viable roots tourism programme.

Another area that would merit research is the viability of a Department of
Tourism as an independent government department, given the economic
importance of this sector to the Irish exchequer. Although tourism is now
the largest earner for the Irish exchequer, it does not currently have an
autonomous department; the present department is known as Arts, Sport
and Tourism.

The tourism sector has never operated as an independent

department in its own right.

All interviewees believe that, presently, the

areas of Art, Sport and Tourism are complimentary, but stated that it
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would be a better option if tourism could operate an independent
department in recognition of its importance.

A development of this

independent study would be interesting.

A future study could build on this current research in an international
context. With the use of the interview guide collated for this international
study, an investigation into the existence of connections and bonds
between Ireland and England, to which there was also high emigration
during times of persecution or economic hardship, could be conducted.
This would establish the strengths of bonds between both countries and
also ascertain if they currently contribute to the Irish tourism industry. A
further study could then examine the viability of roots tourism for this
country.
Another study of merit would be a parallel comparabve study focusing on
Italy and the United States, to examine their bonds and connections as a
result of emigration from Italy to the United States. This current research
study has established that Italy is the number one European destination
from the United States. This comparative study should ascertain if there is
a roots tourism programme currently in place in Italy, and investigate the
major reasons that motivate American tourists to choose Italy as their first
international destination choice.
The viability of the Chinese market was cited by Minister O’Donoghue in
this research. In 2005, An Taoiseach Bertie Ahem led a trade delegation to
China where a destination status agreement was signed between Ireland and
China, thereby allowing recognition of Ireland as a tourist destination by the
Chinese government.

Minister OTOonoghue estimates that the Chinese

market will generate 100 million tourists by the year 2020. Tourism Ireland
currently has a representative in China to ensure that this market is fuUy
developed.

An interesting area of study would be the feasibility of this

potential tourist market, given that it has few historical links to Ireland.
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A central issue revealed in this study is the difficulty in accessing the
remote and more rural areas of Ireland. Participants expressed caution in
relation to the environmental impact of the development of main
thoroughfares from major cities into remote areas of Ireland.
corridors

would

inevitably

have

a

negative

impact

on

As these
the

rural

environment, a feasibility study to investigate the viability of reopening
rural rail corridors that previously were responsible for the development
and the growth of the Irish tourism industry in Victorian Ireland would
prove interesting.

Given that the industry is optimistic about the eventual implementation of
an open-skies policy, thereby allowing unlimited access into Ireland, an
environmental impact study on the increase in the number of tourists into
Ireland would be necessary. The impact of tourists on the environment has
been the subject of some international research. Ireland will also need to
look to the future and try to limit the damage to the environment by
commissioning prior research to establish guidelines to limit impact.
Ironically, Ireland, in the future, may have to adopt the strategies of other
island nations like Madeira, for example, where a cap is due to be imposed
on tourist numbers entering the country.
Finally, given the adverse conditions that global and Irish tourism already
faces as a result of the unrest in Iraq and the wider geographic area of the
Middle East, the SARS virus, the realities associated with avian flu, and the
unforeseen probability of any emerging health epidemics or pandemics in
future times, it is likely that American tourists will display a reluctance to
travel freely throughout the world.

A further study, therefore, into the

promotion and communication of Ireland as a safe island destination where
such threats could be restrictively managed or entirely absent, would prove
interesting.
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6:6

Recommendations for Practice

From the current study, a number of findings highlight the need for better
practice in the field of Irish tourism.

Some suggested practices emerging

from this current study include the following.

The Regional Tourism Authorities need to have more autonomy. As these
offices are only partly funded by Failte Ireland, there is an onus on them to
raise finance for their own survival. These authorities need to spend less
time focusing on the financial aspects of running their offices and more on
developing and expanding the regional aspect of tourism in the localities;
especially in rural areas where tourism is on the decline and the bed and
breakfast

industry

is

experiencing

serious

difficulties.

Minister

O’Donoghue believes that there is a need for appropriate cooperation
between the tourism bodies (Failte Ireland and Tourism Ireland) and the
Regional Tourism Authorities, and states that Price Waterhouse Cooper
have recently undertaken a review and delivered a report to Failte Ireland
regarding integration between these bodies and the regional tourism
authorities.
The area of ancestry and roots tourism has to be addressed as it is under
utilized as a promotional tool. This research has established that there is a
solid interest in the broad area of lineage.

Excuses relating to the

difficulties of establishing a viable and relevant programme for genealogical
research are weak.

There is an opportunity to develop the historical

aspects of the tourism product.

‘Light-touch’ roots tourism, already duly

explored in this research, provides further opportunities for the Regional
Tourism Authorities to position a genealogy officer in each office, offering a
directional service, advice, and practical help.

There is a discernible need in the American market for the development of
more European packaged tours.

Participants affirm that, if American

tourists could avail of an all inclusive package to Europe which
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encompassed Ireland, they are highly likely to avail of such opportunities,
thereby increasing the visitor numbers to Ireland,

As identified by a number of participants in this research, regional tourism
is on the decline. Considering that all participants in the current study cite
that the “old Ireland” is found in the rural and remote areas of Ireland, this
is a disappointing development.

Wall (2006) affirms and relays that

Minister O’Donoghue is concerned that the shift in consumer preferences to
short breaks and city-based stays has directly impacted on the regions. In
an effort to address this imbalance, on February 21 2006, the Minister
announced three super regions: Ireland South (Cork, Kerry and the South
East), Ireland West (River Shannon, the west and the northwest), and
Ireland East (Dublin, the midlands the east, Co. Cavan, and Co. Monaghan)
which will receive funding of five million euro in a new marketing initiative.
As identified in this research study and reflecting the literature in Chapter
2 (Christaller 1964, Pearce 1982, and McWilliams, 2005), there is a
market and a need for escapism amongst tourists which is to be found in
rural Ireland. Tourists, particularly Americans, seek to retreat to an easy
pace of life. There is an opportunity to address this aspect of the tourism
product and to promote more tours to the regions. This could be achieved
by linking rural areas with walking holidays; for example, small groups
could take a guided walk and include a stay in farmhouse accommodation
en-route.

This development of the product would have a number of

dimensions: tourists could experience Ireland in a more inter-personal
manner; disperse into the regions; stay in rural accommodation that is
currently experiencing difficulties; enjoy the landscape and easy pace of
life; and partake in active holidays as demanded by the “older-active”
aspect of the market, as affirmed in this research.

There is an undoubted need for a transatlantic flight into Cork airport. As
identified in this research, regional tourism is experiencing difficulties, and
there is a direct co-relation between the lack of tourists in the regions and
relevant access. Cork Airport has the facilities for transatlantic flights. If
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there was such a flight, American tourists could access south and east
Munster, including the Cork and Kerry region, at ease.
This study has ascertained that there is a discrepancy between the actual
pricing in restaurants and the expected pricing level by customers.
According to one participant in this research, many bistros charge
exorbitant prices that do not reflect the quality of a meal available in an
upper-market gourmet restaurant of the same price range.

Given the

competitive ramifications of transparent pricing in the European Union, an
independent grading system,

similar to that in existence for the

accommodation sector, would greatly benefit the consumers who patronize
eating establishments.

This grading system would be similar to that of

hotels and guesthouses, and would consist of star ratings. Each category
of star would immediately indicate the expected quality of food, level of
service, price and luxury. Tourists, therefore, should be less likely to be
surprised, or disappointed, as the grading would determine a pre
conditioned expectation for each establishment.
Given the importance of the Internet and its general availability, an
interesting marketing reach programme would be the establishment and
corresponding promotion of a web-site giving detailed information on each
respective region. Tourism bodies already employ road-signs to indicate
and welcome tourists to relevant areas; similarly, such road signage could
also carry the web-site address relevant to the region, thereby informing
visitors of the easy availability of relevant data on accommodation,
restaurants, historical sites, local attractions, leisure facilities, etc.
Examples of signage are as follows:
Welcome to Kerry

Welcome to Cork

Welcome to Galway

w'wwxqrkkeri v. ie

WWW ■ corkkerr V. ie

WWW. irel an d we s t. ie
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The Irish as quasi-ambassadors for Irish tourism has arisen as an
interesting

phenomenon

in

this

research.

A

structured

formal

implementation of this notion for practice could be challenging, but one
novel possibility would be the introduction, strategic placement, supply,
and relevant promotion of business cards containing the Irish tourist
industry wv.^w.discoverireland.ie web link. All Irish travellers could avail of
these business cards at departure and could distribute them to friends,
acquaintances, or anybody in the United States expressing interest in
Ireland. An appropriate advertising campaign would announce the value of
this scheme and encourage participation.
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Appendix A; Interview Guide 1
The following are a list of questions from which the interviews were
conducted with the twenty-three professionals in this study

General Questions
•

What is the biggest obstacle facing Irish Tourism in the context of
the American tourist?

•

What in motivates American tourists to travel to Ireland?

•

How^ extensive an operation is Tourism Ireland in the US?

•

How do you market Ireland as a destination? Is the marketing plan
being continuously moderated to adapt to changing circumstances
or is it predictable and steady?

•

How strong are the Irish/American links today? Are the links
becoming more industrial/business oriented and less social & family
oriented?

•

How do you target the American tourist?

•

Are the needs and wants of the American tourist changing; if so, is
there a constant up-dating of marketing strategies and plans?

•

How is the Tourism Ireland operation in Ireland and North
America coordinated?
Can Irish tourism survive 'without a continual traffic of US
-visitors?
WiU it be difficult to sustain the current numbers of American
tourists in the future?
Is niche tourism (fishing, golfing, walking etc), on the ascendant
and traditional tours (group/bus tours) on the decline?
What is your relationship -with the tour operators who specifically
target Ireland as a destination? Do they form a vital part of the
infrastructure from which you grow the success of Tourism Ireland?
Do the tourism operators do any significant independent marketing?
How many are exclusively dedicated to Ireland as a destination, or is
Ireland generally listed among many other destination options?
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How important do you consider the American tourist to be to the
Irish economy/Irish tourism? Do you think that this importance is
reflected adequately in the resources allocated to the task from the
Department in Ireland?
How important is the American tourist to your organisation?
Is the pan-European face of the hotel and catering frontline
removing the native ‘chat and charm' factor, or Cead Mile Failte, so
valued by the American tourist?
Do the Americans expect Irish in front line positions and are they
disappointed when this is not fulfilled?
Are Americans taking as many tours as previously, or, is there an
increase in the independent traveller?
How much help and cooperation do you get from Tourism Ireland?
Is the Irish tourism industry and its agents such as Tourism
Ireland and Failte Ireland paying enough attention to ‘roots
tourism' for Irish-Americans? Can it be better facilitated? Are there
wider opportunities within this area?
Is the world of entertainment and culture, such as films, actors,
musicians, writers, etc. a major factor in attracting the wider
American population to visit Ireland?

Ancestry Questions
•

Has the emotional memory of phenomena such as the famine,
and religious forces resulting in mass emigration from Ireland
faded with the passing of time, or are they still motivational tools
for the tourist industry? If so, can they be better exploited?

•

Is enough attention being paid to roots tourism for IrishAmericans? Can it be better facilitated? Is there an opportunity or
possibility of exploiting this area?

•

Have you heard of the Scots-Irish Programme?

•

If the Scots-Irish Programme works, would it be possible to invest
more funds into genealogy research?

Who initiated the Scots-Irish programme?
What is the general age profile of those who seek their ancestors?
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Do you t±iink that an ancestry enquiry is a prelude to visiting
Ireland?
Do you think that ancestry enquiries are predominantly 'whimsical,
i.e. a curiosity rather than a hunger?
What is the biggest obstacle, in your view, that hinders an ancestral
search?
What do you think can be done to service this sector in a more fluent
way?
Has Internet availability changed the face of the genealogical search?

These questions were the lead questions for each of the areas explored in
the inter'views. Supplementary questions were asked where appropriate in
order to explore more fully the experience of the interviewees.
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Appendix B; Interview Guide 2
The following are a list of questions from which the interviews were
conducted with the ten American tourists

Is this your first trip to Ireland? If not, how many times have you
previously visited?
Are you Irish-American? If so; what generation?
Have you an interest in Irish ancestry? Would you like to trace your
roots?
Where did you first hear about Ireland?
What first motivated you to travel to Ireland?
How did you travel to Ireland? / Independently, or, with an operator?
(If with an operator, please state which one).
Is Ireland widely promoted in the US as a tourist destination?
Did Ireland meet your expectations as a destination?
Have you a preference to meet with Irish staff in frontline positions?
What is your perception of the Irish people?
Do you use the Internet to access information about holiday
destinations?
Are you conscious of the currency exchange rates?
Do you think that Ireland offers value as a destination?
Are you concerned about terrorism while travelling abroad?
Do you think that Ireland provides enough air access and regional
access?
Did you visit historical sites of interest in Ireland?

These questions were the lead questions for each of the areas explored in
the interviews. Supplementary questions were asked where appropriate in
order to explore more fully the experience of the interviewees.
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Glossary
American Tourist a citizen of the United States of America. In this study
America or American is used throughout to refer to the North American
market, which includes all of the United States, excluding Canada and
Mexico.
Ancestry
a person’s ethnic origin, heritage, descent or roots, which may
include ethnic identities that have evolved in the United States.
Approach-Approach Conflict
A person must choose between two
desirable alternatives. In this case, two desirable holiday destinations.
Attachment Bond
The
state
of psychological
well-being
experienced by the subject as a result of the mere presence, vicinity or
accessibility of the object, and the state of distress set up by the
absence, remoteness or inaccessibility of the object.
Bord Failte
Formally the marketing body responsible for all
aspects of marketing Ireland, both internationally and to the domestic
market. Bord Failte ceased as a company in 2003 when it merged
with CERT to form Failte Ireland.
CERT
Formally the Government training body for tourism. It ceased
to exist independently in 2003 when the government merged CERT with
Bord Failte bringing together the functions of both organizations to form
Failte Ireland.
CIE

Coras lompar Eireann. Irish National bus company.

Code-Sharing
A route that is shared between two airlines
operating either part of, or the entire route.
CSO
CUNY

each

Central statistic office.
City University of New York.

Daniel O’Connell (The Emancipator) (bl775-dl847) — Political leader.
Bom near Caherciveen, Co. Kerry, a Barrister, he became involved in
politics in his thirties. Ranks among the greatest figures of modem Irish
political history, and many look upon him as Ireland’s uncrowned
monarch’.
Decision-Making Process
(Buyer Decision Process) are the stages
that a consumer engages in before making a non-routine purchase. The
buying process begins long before the purchase .
Diaspora
in reference to the Irish, entered public discourse for the
first time in 1995. It signified a new willingness to embrace a more
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inclusive and less territorially bounded notion of Irish-ness than
heretofore. The Irish diaspora is represented as a trans-national and
inclusive idea which includes the Irish people throughout the world.
Differentiated
Segmented marketing; a market-coverage strategy in
which a firm decides to target several market segments and designs
separate offerings for each one.
Donnelly Visa
In 1990, Paul Donnelly worked as a congressional aide
who played a role in writing the 1990 H-IB legislation. H-IB is considered
a nonimmigrant visa and Hl-B holders are indentured to their employers,
since their legal right to remain and work in the United States depends on
their employment status. H-IB allows applicants with professional or
specialized employment backgrounds to obtain employment in the U.S. for
an initial three year period. Applicants through extensions can stay for six
to seven years if they are appl5dng for a Green Card.
EIIC

Emerald Isle Immigration Center in the United States.

Emigration the action or, an act of leaving a particular place or
environment, permanently or temporarily.
E>voked Set products and services already in the memory as a result of the
communication process which are actively considered during consumer
decision-making.
FAB

Features, Advantages, Benefits in relation to a product or service.

Failte Ireland
Initially established as The National Development
Authority — Became operational under new legislation in 2003. Failte
Ireland now oversees and spearheads the product development of the
tourism industry in Ireland. Failte Ireland took over the existing powers of
Bord Failte and CERT.
Family Decision-Making
operationally one
husband-dominant, wife-dominant, or a joint
husband and wife.

of three types;
decision between

FEXCO
established in 1981 to operate Bureau de Change facilities
throughout Ireland. Since then, FEXCO has become a multi-facetted
company operating global payments through many individual products,
including the operation of Western Union Money Transfer, Dynamic
currency Conversion, Stock broking. Vat Refunds, Call Centres,
International Corporate Payments and Travel Related Services. The
company has operations in Ireland, UK, Spain, Malta, Australia, Finland,
Denmark, Sweden, USA and Dubai.
First Generation Irish
destination.

Bom in the homeland and emigrated to a foreign
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FIT

Fully independent travellers.

GDP

Gross Domestic Product.

GDS Global Distribution System set up and controlled by the airlines
many to facilitate travel agents booking airline tickets.
Has further
developed to include facilities for travel agents to make bookings in hotels.
GNP

Gross National Product.

Great Famine
1845-1850 — ‘An Gorta Mor’, The Great Starvation’,
‘God’s Visitation’, The Great Calamity’, The Great Hunger’, The Potato
Famine and The Irish Holocaust’ are all ways of describing the same event.
Within five years the potato famine had claimed almost a million Irish lives;
over twenty thousand of them died from starvation.
Green Card permits given to the Irish to legally work and live in the
United States of America.
GrifQtlis Primary Valuation
a survey of the land and property carried
out between 1847 and 1865 for the purpose of local taxation. There is a
printed valuation book for each poor law union showing the names of
occupiers of land and buildings.
Gulliver
Launched in June 1991, involving a capital cost of €5m. It
was available to tourist offices and travel agents worldwide, and assisted
the work of the 100 tourist offices in Ireland, North and South. It was to be
an essential aid in helping all providers of tourism services in Ireland to
generate more business. A new company was established in 1997 called
Gulliver InfoRes, a partnership between FEXCO, Bord F^te, and the
NITB, which were incorporated specifically to run the Gulliver information
and reservations system.
lEVC Irish Emigrant Vote Campaign was formed in 1991 by Irish
emigrants in the United States who wanted the Irish Government to grant
to emigrants the right to vote in Ireland.
IFHF Irish Family History Foundation centres throughout the country.
They maintain historical records for their local area.
IFI

International fund for Ireland.

IIRM

Irish Immigration Reform Movement in America.

Immigration
the action of immigrating; the process of authorising
this, 'with an immigrant being defined as come to settle as a permanent
resident in a different country.
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Incentive Trips
The incentive is to increase sales — the benefits— an
all expenses paid corporate trip to Ireland. Incentive Houses arrange such
trips.
Inept Set
composed of those alternatives in the decision-making
process that the consumer dislikes and therefore is unworthy of further
consideration. Information about these destinations is not likely to be
processed by the consumer even when it is readily available.
Inert Set
Destination alternatives toward which the consumer is
basically indifferent towards during the decision-making process are
known as the inert set.
Invisible Irish
Irish emigrants in the United States who did not
possess a social security number; therefore, they could not pay taxes,
resulting in the Irish often being refeired to as invisible.
IRICA

Immigration Reform and Control Act passed in 1986.

ITA F.W. Crossley established the Irish Tourism Association in 1893.
Crossley was the first entrepreneur to market Ireland as a holiday
destination.
ITB In 1939, the Tourists Traffic Act was introduced by the then Minister
for Industry and Commerce, Sean Lemass, and this provided for the
establishment of a new board. The Irish Tourist Board, with J.P. O’Brien as
its chairman.
ITIC The representative body of the Irish tourist industry. The tourist
Industry, through ITIC, is represented on a number of national and
industry associated organisations. This enables the industry to bring a
commercial tourism dimension to the strategies being pursued by these
bodies. The ITIC is a member of the folloAving organisations: Social
Partners (Sustaining Progress 2003-2005), and the Tourism Marketing
Partnership (TMP).
Through the ITIC, the Irish tourism industry is
represented on the boards of Tourism Ireland Limited, FaUte Ireland, and
the EU Committees.
Marketing Institute of Ireland Professional body whose goal is to train
people to the highest level in marketing.
Maslow’s Hierarchy of Needs Model Maslow (1943) identified five
main classes of needs: physiological safety, love (social), esteem and
self-actualization. Maslow further suggested that these needs form a
hierarchy. He argued that if none of the needs in the hierarchy were
satisfied, then the lowest needs, the physiological need (thirst, hunger)
would dominate behaviour.
Migration the migrating of a person, people, etc., from one country or
place of residence to settle in another.
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Mitchel Thesis
John Mitchel (1815-75), Journalist-historian.
The
delivery of the story of the Great Famine was largely his creation and
invention: He gave it the place that it has come to occupy today.
MRBI

Market Research Bureau of Ireland.

NEiSC

National Economic and Social Council.

New Irish
Young Irish school leavers who emigrated to the United
States. Almost 60 per cent arrived between 1985 and 1987, so most had
lived in the United States for at least three years.
NITB The Northern Ireland Tourist Board was set up in 1948. The
primary function was to promote Northern Ireland as a tourist destination.
It was the first regional tourist board set up in the United Kingdom and was
funded by the Department of Economic Development.
Non-Ixish-Bom
Native Americans with either parent, grandparents,
great-grandparents, or, great-great-grandparents who were Irish bom;
termed, Irish-Americans.
NORC
Chicago.

National Opinion Research Center of the University of

OECD

Organisation for Economic Co-operation and Development.

Promotable Segment
Comprising of the potential visitors most likely to
be influenced to visit Ireland by the marketing activities of industry
operators and the State Tourism Agencies.
PRONI
Public Record Office of Northern Ireland, located in Belfast
where extensive data is available to the researcher, but, it is necessary to
present in person in order to research the available records.
Pseudo-E^rents
Stage, or contrived events, e.g., banquets at Bunratty
Castle, in Co. Clare, in an effort to represent the past.
Saorstat Eireann The Irish Free State.
Second Generation Irish

Bom in the host country to Irish parents.

Scots Irish
The descendants of the Scottish Presbyterians who in
the seventeenth and early eighteenth centuries had settled in Ulster before
re-migrating later to North America.
SWING

South West Ireland Golf Limited.

TBI Tourism Brand Ireland. This was established as a new brand
marketing idea for Irish tourism.
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The Quiet Man
A film made in the west of Ireland in 1952, which
became very popular in the United States.
Tithe Applotment Book These were complied between 1823 and 1837 for
the purpose of determining the amount which occupiers of agricultural
holdings were to pay in tithes to the established church, the Church of
Ireland. The applotment book for each parish gives the names of occupiers,
the amount of land they held and the amount due on Tithes.
TMP Tourism Marketing Partnership is a discussion group operational
worldwide. TMP has committees in all the main markets and there is a
central office in Ireland.
Tourism Action Plan Implementation Group
In 2004, the Minister
for Arts, Sport and Tourism announced the formation of the Tourism Action
Plan Implementation Group to help to drive forward the Action Plan put
forward by the Tourism Policy Review Group.
The members of the
Implementation Group are as follows: John Travers (Chairman), Philip
Furlong, Jim Murphy, Michael ODonoghue, Eileen O’Mara Walsh,
Raymond Rooney and Paul Tansey.
Tourism Barometer
A survey based on more than 900 interviews
conducted with tourism enterprises and representing eiU sectors of the
industiy during a ten day period to mid-September. This survey is a gauge
of trade perceptions rather than a source of hard data; nevertheless, it
provides an indication of the performance of tourism busmess at both
regional and divisional level.
Tourism Ireland Limited (TIL) responsible
for
the
international
marketing of Ireland was established under The Belfast Agreement, (also
known as The Good Friday Agreement). TIL is operational since 1 January
2002, and is now responsible for the international marketing of Ireland.
UCC

University College Cork.

Visitor Attitude Survey A survey undertaken previously by Bord Failte,
and presently by Failte Ireland in order to establish the attitudes of visitor
to Ireland.
VRF
WASP

Visiting Friends and Relatives.
White Anglo Saxon Protestant.

Workhouses
Under the poor relief (Ireland) Act (1838), workhouses
were built in the 130 (later 163) Poor Law unions, providing
accommodation for some 100,000 paupers.
These workhouses were
overwhelmed during the Great Famine.
WWW
An internet-wide distribution system that operates on
computer networks; a global information retrieval system with information
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stored at locations called web servers throughout the world,
relatively recent phenomenon, which came into use in 1993.

It is a
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